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Abstract - Competition in the Event Organizer (EO) and Wedding Organizer (WO) businesses in Surabaya and its surroundings is increasing, so it is important to pay attention to consumers to stay loyal to the business. Mahar Agung Organizer, who is one of the EOs and WOs in Surabaya, found a problem phenomenon regarding the significant decline in the number of clients from 2018-2020. This indicates that consumer loyalty and brand choices from consumers towards EO services, especially at Mahar Agung Organizer, have also decreased. This study aims to examine and analyze consumer satisfaction and brand choice on consumer loyalty at Mahar Agung Organizer. This research approach is in the type of quantitative research with simple random sampling totaling 75 samples from the Mahar Agung Organizer customer population for the period 2018-2019, amounting to 300 customers. The method of data collection by distributing online questionnaires was measured using a Likert scale. The research data analysis technique used multiple linear regression analysis with the help of SPSS. The results of this study found that, Customer Satisfaction has a significant effect on Consumer Loyalty at Mahar Agung Organizer and Brand Choice has a significant effect on Consumer Loyalty at Mahar Agung Organizer.
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1. Introduction
Event organizer (EO) or wedding organizer (WO) is an organization that provides services for various events, such as wedding reception events (Andri, 2019).  The large series of events for brides-to-be makes them ask for help from EO or WO to make it easier, so that it becomes a business industry (Anggraini, 2020).  The rapid development of the EO business occurs in major cities in Indonesia, such as in Surabaya (Bestari & Megasari, 2020). Mahar Agung Organizer is a company engaged in EO and WO services in Surabaya that has been experienced since 2009. The increase in business competition in Surabaya, gave rise to the phenomenon of problems in Mahar Agung Organizer which experienced a decrease in the number of events from 2018 as many as 197 events, in 2019 as many as 103 events, and in 2020 as many as 57 events. The decline is the result of clients not returning to use or not recommending services to others, which has an impact on the loyalty of consumers. The thing that can influence consumer loyalty to a brand is consumer satisfaction (Kataria & Saini, 2020) and also brand choice (Pardede, 2017). Based on this phenomenon to increase loyalty, this study is used to test and analyze the growth of consumer satisfaction and brand choice for the loyalty of Mahar Agung Organizer consumers.
2. Literature Review
2.1 Previous Research
The research of Boonlertvanich (2018) aims to develop a comprehensive model that represents the relationship between service quality, consumer satisfaction, trust and loyalty. The results showed that the quality of service felt by customers directly and indirectly affects, through consumer satisfaction and trust, attitude and behavioral loyalty. Putra (2017) wrote research that aims to find out whether or not there is an influence of service quality on consumer loyalty through consumer satisfaction as an intervening variable. The results of this study show a positive and significant influence between the variables of consumer satisfaction on consumer loyalty. The research of Mahmud (2017) aims to create a strong brand image and establish a different position in the minds of consumers, factors, which directly affect the choice of customer's brand, must be identified by the organization and formulate the appropriate strategy. Findings from a survey of literature show that, a number of factors influencing the choice of customer brand and the dynamics of consumer minds influence consumers in every purchase decision.
2.2 Theoretical Foundations
2.2.1 Customer Satisfaction
Consumer satisfaction is the feeling of consumer satisfaction after comparing the performance of a product or service with its expectations, and if the product or service fails to meet expectations, then the customer feels dissatisfied, but if it is in accordance with expectations, then the customer will feel satisfied, and if it exceeds expectations, the customer will be very satisfied and happy (Khoi et al., 2019). consumer satisfaction indicators according to Tjiptono (2014: 101) are as follows: 
1. Conformity Expectations, which is the degree of conformity between the performance of the product expected by the customer and that felt by the customer.
2. Interest in Revisiting, is the willingness of customers to visit again or make repurchases of related products.
3. Willingness to Recommend, is the customer’s willingness to recommend the products he has felt to friends or family.
2.2.2 Brand Choice
According to Cuneo et al. (2019) brand choice is determined by drivers and purchase behavior.  Drivers are categorized on the basis of price and quality/image, while purchase behavior is categorized as hybrid and polarized. The explanation of brand selection according to Kotler and Keller (2012) is that consumers determine which brand to buy, each brand has its own differences.  Indicators brand choice (Hsu et al., 2012) is:
1. Perception of intelligence in choosing merit.
2. Perception of superiority of merit.
3. The perception of civility in choosing services.
2.2.3 Consumer Loyalty
According to Lovelock, et al (2011) the willingness of customers to always use the company’s products in the long term and not recommend the company's products to their friends and colleagues. Meanwhile, according to Srivastava (2015) customer loyalty is a form of strong commitment to repurchase products or replace them with other products consistently in the future. According to Kotler and Keller (2012) consumer loyalty in general can be measured by the following indicators:
1. Loyalty to the purchase of the product, the person who is loyal to a brand will make a purchase on a recurring basis. 
2. Resistance to negative influences regarding the company, loyal people will remain loyal to products or services that have been used frequently.
3. Referencing the total existence of the company, loyalty includes affection in the sense, that the emotionality of the customer-pun is involved in the use of the product or service of a brand.
3. Research Concept
3.1 Analytical Models
	The following is the analysis model used in this study:
[image: ]
Figure 3.1 Analysis Methods
Source: Data processed by the author, 2022
3.2 Hypothesis
Based on theoretical studies, the hypotheses in this study are:
H1: Customer satisfaction has a significant effect on the loyalty of Mahar Agung Organizer consumers.
H2: Brand choice has a significant effect on the loyalty of Mahar Agung Organizer consumers.
4. Research Methods
4.1 Types of Research, Samples, and Data Collection
This research approach is of the quantitative research type. According to Sugiyono (2017) quantitative research is a research method based on the philosophy of positivism, as a scientific method or scientific. This research was carried out at the Mahar Agung Organizer located in the city of Surabaya. The sampling technique used is simple random sampling with the population used is Mahar Agung Organizer customers for the period 2018 to 2019 which amounted to 300 customers.  Determination of the number of samples used the Slovin formula as follows:

Information:
n: sample size
N: population size
e: degree of error (this study is 10%)
It can be seen that the number of samples in this study is as follows:

Based on the calculations above, it can be seen that the samples in this study amounted to 75 samples. The data collection used in this study by distributing questionnaires online in the form of closed questionnaires based on the answer choices that have been provided and measured using the Likert scale score 1-5.
4.2 Variables and Operational Definitions
The operational definition of variables in this study is:
Table 4.1 Operational Definitions
	Variable
	Variable Operational Definition
	Indicators
	Source

	Customer Satisfaction (X1)
	Satisfaction consumers is someone's feeling of pleasure or disappointment that arises from comparing the perceived performance of the product (or result) against their expectations.
	1. Conformity of expectations.
2. Interest in using the services of an organizer is back.
3. Willingness to recommend.
	Kotler (2009:139)

	Brand Choice (X2)
	Brand choice is the purchase or repeated purchase of a certain brand of product by consumers.
	1. Perception of intelligence in choosing merit.
2. Perception of superiority of merit.
3. The perception of civility in choosing services.
	Wierenga (1974:2)

	Consumer loyalty (Y)
	Consumer loyalty is the willingness of customers to always use the company's products in the term g and recommend the company's products to their friends and colleagues.
	1. Loyalty to the purchase of products.
2. Resistance to negative influences regarding the company.
3. Referencing in total the existence of the company.
	Lovelock, et al (2011)


Source: Processed data, 2022.
The data analysis technique used in this study is a method of multiple linear regression analysis with the help of SPSS (Statistical Product and Service Solutions). Researchers want to see and analyze the influence of free variables on bound variables as well as analyze the indicators used in the study.
5. Research Result and Discussion
5.1 Research Description
The largest respondents were women at 78.7% (59 people). The majority of respondents were aged 25-30 years at 82.6% (62 people). The most professions of consumers are 40% (30 people). Overall, 75 respondents have used the services of Mahar Agung Organizer 1 time (100%). The most sources of information from Instagram are 56% (42 people). Based on the questionnaire, the mean of the consumer satisfaction variable was 4.63 which was close to a score of 5. The mean of the brand choice variable is 4.53 which is close to the score of 5. The mean of the consumer loyalty variable was 4.53 which was close to the score of 5.
5.2 Validity Test
Table 5. 1 Validity Test Results
	Indicators
	Pearson Correlation
	 Sig value.  (2-
tailed)
	Conclusion

	Customer Satisfaction (X1)

	X1.1
	0,749
	0,000
	Valid

	X1.2
	0,675
	0,000
	Valid

	X1.3
	0,777
	0,000
	Valid

	Brand Choice (X2)

	X2.1
	0,813
	0,000
	Valid

	X2.2
	0,799
	0,000
	Valid

	X2.3
	0,764
	0,000
	Valid

	Consumer Loyalty (Y)

	Y.1
	0,644
	0,000
	Valid

	Y.2
	0,731
	0,000
	Valid

	Y.3
	0,812
	0,000
	Valid


Source: Processed data, 2022
Based on Table 5. 1 shows the result that each statement item used is valid.
5.3 Reliability test
Table 5. 2 Reliability Test Results
	Indicators
	Number of Samples
	Cronbach's Alpha
	Conclusion

	Customer Satisfaction (X1)

	X1.1
	75
	
0,656
	Reliable

	X1.2
	75
	
	Reliable

	X1.3
	75
	
	Reliable

	Brand Choice (X2)

	X2.1
	75
	
0,713
	Reliable

	X2.2
	75
	
	Reliable

	X2.3
	75
	
	Reliable

	Consumer Loyalty (Y)

	Y.1
	75
	
0,757
	Reliable

	Y.2
	75
	
	Reliable

	Y.3
	75
	
	Reliable


Source: Processed data, 2022
Based on Table 5. 2 shows the result that each statement item used is reliable.
5.4 Normality Test
Table 5. 3 Kolmogorov-Smirnov Normality Test Results
	
	Unstandardized Residual

	N
	75

	Asymp. Sig. (2-tailed)
	0,052


Source: Processed data, 2022
Based on Table 5. 3 it can be said that the residual is normally distributed because the output shows the result that the significance value (Asymp. Sig 2-tailed) of 0.052, which is more than 0.05.
5.5 Heteoskedasticity Test
Table 5. 4 Heteroskedasticity Test Results
	Type
	Sig.
	Conclusion

	Customer satisfaction (X1)
	0,370
	No Heteroskedasticity occurs

	Brand Choice (X2)
	0,082
	No Heteroskedasticity occurs

	Dependent Variable: Consumer loyalty (Y)


Source: Processed data, 2022
Based on Table 5. 4 it can be seen that the significance value of all research variables is greater than 0.05, so it can be concluded that there is no heteroskedasticity in all research variables.
5.6 Multicholinearity Test
Table 5. 5 Multicholinearity Test Results
	Type
	Colinearity Statistics
	Conclusion

	
	Tolerance
	VIF
	

	Customer Satisfaction (X1)
	0,795
	1,257
	No Multicholinearity

	Brand Choice (X2)
	0,796
	1,257
	No Multicholinearity

	Dependent Variable: Consumer loyalty (Y)


Source: Processed data, 2021.
Based on Table 5. 5 it can be seen that the tolerance value of the consumer satisfaction variable and brand choice is more than 0.100 and the VIF (Variance Inflation Factor) value is less than 10, so it can be concluded that there is no multicholinearity between independent variables.

5.7 Linearity Test
Table 5. 6 Linearity Test Results
	Variable
	Sig.
	Information

	Customer satisfaction (X1)
	Linearity
	0,000
	Linear Relationships

	
	Deviation from Linearity
	0,817
	

	Brand Choice (X2)
	Linearity
	0,000
	Linear Relationships

	
	Deviation from Linearity
	0,181
	


Source: Processed data, 2022
In Table 5. 6 it is known that the value of linearity significance in the customer satisfaction variable is 0.000 < 0.05 and the deviation from linearity is 0.817 > 0.05, so it can be said that there is a linear relationship between the customer satisfaction variable and consumer loyalty. In the value of the significance value of linearity in the brand choice variable of 0.000 < 0.05 and the deviation from linearity of 0.181 > 0.05, so it can also be said that there is a linear relationship between the brand choice variable and consumer loyalty.
5.8 Multiple Linear Regression Analysis
Table 5. 7 Multiple Linear Regression Results
	Type
	Beta Coefficient
	t
	Sig.
	Information

	(Constant)
	1,564
	

	 Satisfaction P(X1)
	0,389
	3,066
	0,003
	Significant

	Brand Choice (X2)
	0,489
	4,692
	0,000
	Significant

	Dependent Variable: Consumer loyalty (Y)


Source: Processed data, 2022
Based on Table 5. 7 it can be concluded that the results of the calculation of multiple linear regression equations in this study are:
Y = 1.564 + 0.389X1 + 0.489X2
The value of the constant is 1.564. That is, if there is no influence of the free variable, the value of the variable Y is 0.283. The value of the X1 coefficient of 0.389 is positive, so that if the variable X1 is increased, then the variable Y also increases. The value of the X2 coefficient of 0.489 is positive, so that if the variable X2 is increased, then the variable Y also increases.
5.9 T test
Table 5. 8 t Test Results
	Type
	t
	Sig.

	Customer satisfaction (X1)
	3,066
	0,003

	Brand Choice (X2)
	4,692
	0,000


Source: Processed data, 2022
H1: The significance value of the Customer Satisfaction variable is 0.003 < 0.05. H1 is welcome. 
H2: The significance value of the Brand Choice variable is 0.000 < 0.05. H2 is welcome.
5.10 R Test2
Table 5. 9 Test Results of Correlation Coefficient (R) and Determination (R2)
	R
	R Square

	0,661
	0,437


Source: Processed data, 2022
The value of the correlation coefficient (R) is 0.661 or 61.1% explains that the relationship between independent and dependent variables has a fairly strong relationship because the value is not close to 0. The coefficient of determination (R2) is 0.437 or 43.7% explains that the independent variable can explain the dependent variable of 43.7%, the rest is explained other variables that were not studied in this study.
5.11 Discussion
5.11.1 The Effect of Customer Satisfaction on Consumer Loyalty
The mean value of the total Consumer Satisfaction variable (X1) tends to strongly agree with respondents.  The most approved questionnaire item on the consumer satisfaction variable is "the event that Mahar Agung Organizer organized was in line with my expectations". While item questionnaire that has the most varied answer is "I am willing to recommend Mahar Agung Organizer to others". This means that Mahar Agung Organizer seeks to maintain its market through a program to develop consumer loyalty through consumer satisfaction as an assessment standard.  The overall data shows that the variable of customer satisfaction has a significant effect on consumer loyalty, so that H1 is accepted.
5.11.2 Brand Choice Towards Consumer Loyalty
The mean value of the total Brand Choice variable (X2) tends to strongly agree with the respondents.  The most approved questionnaire item on the brand choice variable is "I think Mahar Agung Organizer always excels when compared to its competitors". While item questionnaire that has the most varied answer n is "I will do a survey first if using another organizer". This means that promotions carried out in accordance with market needs based on brands are considered the most approved by respondents based on the description of research variables on the Mahar Agung Organizer. All data showed that the brand choice variable had a significant effect on consumer loyalty, so H2 was accepted.
5.12 Managerial Implications
Table 5.10 Managerial Implications
	Variable
	Managerial Implications Before Research
	Managerial Implications After Research

	Customer Satisfaction (X1)
	Mahar Agung Organizers are less focused on motivating clients to be willing to recommend services to others
	Mahar Agung Organizer will motivate clients to recommend services in exchange for 10% of turnover when others become clients of Mahar agung Organizer. Mahar Agung Organizer will follow up clients who have used the service at least once every 1 month. Mahar Agung Organizer is ready to help and provide discounts if new clients get recommendations from clients who have used the services of Mahar Agung Organizer.

	Brand Choice (X2)
	Mahar Agung Organizer does not provide education on the advantages of clients using the services of Mahar Agung Organizer compared to others.
	Mahar Agung Organizer will increase the interest of potential customers by controlling employees to be professional, know product knowledge, prioritize client requests, provide the best service, and recommend quality vendors.


Source: Processed data, 2022
6. Conclusions and Suggestions
6.1 Conclusion
Based on the results obtained from the analysis and test of the hypothesis:
1. Customer satisfaction has a significant effect on consumer loyalty to Mahar Agung Organizer. This shows that customer satisfaction that matches or exceeds customer expectations can affect consumer loyalty.
2. Brand choice has a significant effect on consumer loyalty to Mahar Agung Organizer. This shows that strong brand choice in customers can affect consumer loyalty.

6.2 Advice
6.2.1 Practical Advice
Mahar Agung Organizer is expected to increase customer satisfaction by rewarding clients when other recommended people become Mahar Agung Organizer clients. Mahar Agung Organizer will follow up clients who use the service at least once every 1 month. Mahar Agung Organizer will provide discounted prices to recommended clients. Controlling employees to remain professional and provide the best service. Mahar Agung Organizer can do emotional marketing through social media in addition, it can open a new segmentation of 40-year-old consumers who are preparing for their child's wedding.
6.2.2 Suggestions for Further Research
Researchers can deepen this study and add other variables that were not studied in this study, because the R 2 results in the study gave the result that the percentage of the influence of customer satisfaction variables and brand choice on consumer loyalty was only 43.7% which was the rest explained by other variables that were not studied in the study such as trust, price, perceived value.
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