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Abstract  
 
In business, especially basketball experience an increased very rapidly, both in terms of quality and 
quantity in Yogyakarta. Customer as the facilities and services the user pays the cost, much 
influenced by several internal and external factors. These factors have a major influence on the 
process of the customer to pay a fee to join and dues in Basketball Clubs. This type of research is 
descriptive with mixed qualitative and quantitative approach, population in this study is the Athlete 
Club Basketball “Sahabat” of Yogyakarta, with the number of 20 people, the study sample was 
determined by random sampling. The technique of collecting data using questionnaires. SPSS.21 
using data analysis techniques. While looking at the level of loyalty of respondents to the basketball 
club Yogyakarta “Sahabat”, 13 of 20 respondents said well (65%) and 7 respondents (35%) had 
middle loyalty. So from this study showed that customer trust is strongly influenced by the good 
facilities, appropriate tariffs, staff were nice, the service was very good, and therefore in this study 
obtained very significant results to customer satisfaction or athletes in the Club Basketball 
“Sahabat” of Yogyakarta. 
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1. Introduction 

Business development services are now so good results in competitiveness among private 
companies are increasingly stringent, so that a company is required to work more 
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effectively and efficiently (Phytanza, Burhaein, Sukoco, & Ghautama, 2018; Yildiz & Kara, 
2012). In busness kususnya basketball experience an increased very rapidly, both in terms 
of quality and quantity in Yogyakarta. In terms of quality could be better service, 
compliance costs and the facilities provided to customers (Burhaein, 2017b; Santos, 
2003). Customer as the facilities and services the user pays the cost, much influenced by 
several internal and external factors. These factors have a major influence on the process 
of the customer to pay a fee to join and dues in Club Basketball. 

In the competitiveness of this happening by many perpetrators of companies of various 
industry looks increasingly tight sports, athletes scramble affect customers or their needs 
in the market (Avourdiadou & Theodorakis, 2014; Burhaein, 2017a). Company or club 
basketball got a customer hearts or athletes when susatu offered by their wills. Therefore, 
it should be understood and sincerely about user behavior (Kim & Han, 2013; Pramantik 
& Burhaein, 2019). A company or club basketball in terms of activity will be required to 
manage it properly, so as to have professional management in marketing, human 
resources, the integrity of a number of factors will be key in the success of the company 
or club basketball to improve business performance. 

Favorable development in all sectors of society have brought changes. Now this 
community is getting critical, whether in thought or to perform an action (Mosahab, 
Mahamad, & Ramayah, 2010). This is an opportunity for organizations / Club Basketball 
engaged in the service / services. One organization that is engaged in the services / service 
is Club Basketball “Sahabat” of Yogyakarta. Club “Sahabat” of Yogyakarta was founded in 
2013, in the province has more than 20 clubs baasketball, meaning arises between club 
basketball competition tersebut. From customers in 2013 there has been no research 
about staaf satisfaction and service to members of the club coach / athlete club “Sahabat” 
Jogja. 

The purpose of this study were (1) the effect of service quality on customer service 
satisfaction and loyalty club, (2) the effect of costs on customer loyalty club, (3) the effect 
of interest on customer loyalty club. This research is important because it can determine 
the strengths and weaknesses of “Sahabat” of Yogyakarta basketball club, so it may be a 
reference to fix and prepare to face the challenges of competition among club 
bolababasket in DIY. 

 

2. Theoritical review 

2.1. Service quality 

Quality of service is an effort to meet the needs and desires of customers and how to 
meet customer expectations. Addalah service quality level of excellence as expected and 
controlled on the level of excellence to meet the wishes of customers (Grönroos, 2001; 
Mustofa, Mansur, & Burhaein, 2019).. Quality is beginning to take market share which 
would result in the level of satisfaction not only need to maintain but also need to be 
improved to deal with competition  (Ardian, Suharjana, & Burhaein, 2019; Nguyen & 
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Leblanc, 2001). Sesbab by the club must be able to mobilize, organize and coordinate all 
the activities of a variety of professionals, semi-professionals and non-professionals who 
are at the club for the same purpose. 

Customer satisfaction is the basis of development models of buyer behavior (Olorunniwo, 
Hsu, & Udo, 2006). Besides customer satisfaction will be a benchmark to make the entire 
organization can meet the needs of customers so there will be a sustainable competitive 
advantage. Consumer satisfaction on all services rendered known company if the 
company perform a measurement and testing of the consumer. The measurement 
satisfaction is important in providing a good waiter, the service efficient and effective 
services. Use of the service quality as a measure of a company is expected to knowing 
level of customer satisfaction. 

With measurement be knew the results of customer satisfaction test, a company can 
prepare a strategy to be applied in creating consumer loyalty. In concrete results in the 
field we often see that customer satisfaction is often disregarded or overlooked by either 
by any individual within the organization. From the customer's mindset often appear 
many complaints regarding product quality, high price, after-sales warranty is not good. 
(Soteriou & Stavrinides, 1997). There are four determinants of quality of service includes 
direct proof equipment (equipment), staff, price (price) and the program .. The various 
variables mentioned above are affecting levels of customer satisfaction on the quality of 
service that is given by the company and the business impact of customer loyalty. 

2.2. Fare 

Rates are something the main thing to be noticed by the sellers in marketing a product. 
In determining the price of an item will usually do a test market (Nusair, Yoon, Naipaul, & 
Parsa, 2010), which means that the price will be set that can be accepted or not by the 
buyer or customer. Price is the amount of money needed to get their products and 
services. From these definitions can be noted that the cost that should be paid buyer 
already includes services that will be provided to the customer is the seller or the buyer. 

The determination of the price level usually required classification of costs to help the 
company's management in achieving goals. For the calculation of the cost of products and 
services, costs are classified according to the objectives and decision-making fungsinya. 
To pricing objectives, among others (Purnomo, Tomoliyus, & Burhaein, 2019; Zineldin, 
2006): 1) an increase in sales of 2). repair and retain market 3) Stabilization of prices 4) 
the achievement of investment targets 5) The maximum profit. 

2.3. Interest 

In the behavior of service provision should be with information and an explanation 
because it is essential for the interests and to reduce the negative perceptions (Ennew & 
Binks, 1999). Therefore, companies can make reference to how this can give a positive 
impression to interest costumer. 
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The fans continue to hold an interest in so far that it becomes part of their everyday 
interests (Phytanza & Burhaein, 2019; Pooley, 1980). Sports enthusiasts trying to establish 
the relationship between the club and the fans, but the formation of a social loyalty 
empowers fans to increase the influence on interest  (Fillis & Mackay, 2014). 

The level of interest in the club sports fans on stakeholders in the network of clubs, played 
a major role in creating value, which is achieved through the ability to influence social 
aspects (Zagnoli & Radicchi, 2010). The relationship between the fans and the team have 
already referred to the fidelity (Funk & James, 2006). 

2.4. Loyalty Behavior 

Frequent and strong relations between the partners tend to increase trust and 
commitment level (Crosby et al., 1990). As a consumer can be loyal because of their belief 
in the goods and is evidenced in their behavior kpola commitment. Objects attitude in 
fulfilling loyalty are the service providers, consumer appeal activities. 

In the context when measured with a brand level, the result is a geographical area rather 
than a service provider as an object. In this sense, loyalty attitude is somewhat similar to 
the concept of attachment to place. On the relationship between psychological 
commitment, resistance to change, and loyalty behavior. that when examining the 
psychological commitment in the context of recreation, more appropriate to switch on 
the behavior of service providers as the attitude object attitude to treat the object settings 
(Kyle, Graefe, Manning, & Bacon, 2004). 

 

3. Method 

This type of research is descriptive with mixed qualitative and quantitative approach 
(Creswell, J., 2009), population in this study is the Athlete Club Basketball “Sahabat” of 
Yogyakarta, with the number of 20 people, the study sample was determined by random 
sampling. The technique of collecting data using questionnaires. SPSS.21 using data 
analysis techniques.  

Hope this research is the actual search in Club Basketball “Sahabat” of Yogyakarta through 
the following variables: 

a. Variable Quality of Service (X1) 

b. Variable Cost (X2) 

c. Variable Interests Athletes at Club “Sahabat” of Yogyakarta (Y1) 

d. Variable Loyalty Club Companion Athletes in Yogyakarta (Y2) 

Model and Hypothesis of this research can be described: 
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Figure 1 Model and Hypothesis Research 

Source: Authors’ Research, 2019 

 

4. Result 

Figure 2 Satisfaction with Tools 

 

Source: Authors’ analysis data, 2019 
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The level of satisfaction of athletes to the equipment owned by the club basketball 
“Sahabat” Yogyakarta by 55% declare good equipment available, while the ratings were 
at 45% and there is nothing to say that the equipment owned by the club basketball 
Yogyakarta companions in bad condition. This shows that most members of the basketball 
club have the satisfaction of exercise equipment that is owned by the club. 

Figure 3 Diagram of Satisfaction with Staff 

 

Source: Authors’ analysis data, 2019 

 

The study of athlete satisfaction on the performance of staff showed that the staff which 
is owned by the club is considered by 50% of respondents have a good performance and 
50% had a middle performance, and 0% had a poor performance. So it can be seen that 
the satisfaction of athletes to basketball club Yogyakarta companions still 50:50. 

Figure 4 Satisfaction with Training Program 

 

Source: Authors’ analysis data, 2019 

 

Results of research conducted can be seen that most of the club athletes shows that 
athletes satisfied with the training program provided by the club. It can be seen from the 
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assessment of respondents to the exercise program given to the club, by 60% of 
respondents stated that the exercise program were given a nice, 40% of respondents 
stated that the program was being, and 0% of respondents said in a statement given 
exercise program bad. 

Figure 5 Diagram Satisfaction Of Service 

 

Source: Authors’ analysis data, 2019 

The level of respondent satisfaction with services provided show that most of the 
respondents have a good level of satisfaction with the services provided by the club. This 
is indicated by 55% of respondents said that the services provided are nice, 45% of 
respondents rate the service provided was and 0% of respondents said that the services 
provided by the club bad. 

 

Table 1 Table Satisfaction Cost 

Cost 

 frequency Percent valid Percent Cumulative Percent 

valid 

middle 11 55.0 55.0 55.0 

nice 8 40.0 40.0 95.0 

bad 1 5.0 5.0 100.0 

Total 20 100.0 100.0  

Source: Authors’ analysis data, 2019 
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Table 2 Table Satisfaction Loyalty 

Attitude 

 frequency Percent valid Percent Cumulative Percent 

valid 

middle 7 35.0 35.0 35.0 

nice 13 65.0 65.0 100.0 

Total 20 100.0 100.0  

Source: Authors’ analysis data, 2019 

The respondents for satisfaction with the fees charged by the club as much as 11 
respondents mengangga fees charged currently, 8 respondents say good, and one 
respondent stated that the fees charged bad (table 1). From these results it can be seen 
that most respondents consider the cost given is not too burdensome for the 
respondents. While looking at the level of loyalty of respondents to the basketball club 
Yogyakarta “Sahabat”, 13 of 20 respondents said well (65%) and 7 respondents (35%) 
have a loyalty that middle (table 2). 

So from this study showed that customer trust is strongly influenced by the good facilities, 
appropriate tariffs, staff were nice, the service was very good, and therefore in this study 
obtained very significant results to customer satisfaction or athletes in the Club Basketball 
“Sahabat” of Yogyakarta. 

 

6. Discussion, and Conclusions 

The results above show the characteristics of the study sample. Quality of service is an 
effort to meet the needs and desires of customers and how to meet customer 
expectations. Expressed satisfaction about the facilities and equipment (45%) Average 
and (55%) Good, tools like that to measure the perceived value of customer relationships 
19 (Ulaga & Eggert, 2006). 

This study gives the assumption that the customer perception of brand image and 
corporate image was first evaluated by the perceived quality, while for athletes 
satisfaction based on comparison of rates and the overall factor is the athlete declared 
55% Middle (40%) Good (5%) Bad. To level sample behavioral states (35%) middle (65%) 
good. 

Customer trust is strongly influenced by the good facilities, appropriate tariffs, nice staff, 
a very nice service, and therefore in this study obtained very significant results to 
customer satisfaction or athletes in the Club Basketball “Sahabat” of Yogyakarta. 
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