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Abstract—Consumer satisfaction is the most dominant factor in meeting one of the needs of consumers and factors that can meet
consumer satisfaction include service quality and price. Research conducted at Ayam Geprek ldola Pematang Siantar City, the
results of the study with the help of SPSS found that the intrument of research variables had valid and reliable criteria. For the
coefficient of determination, strong correlation results from service quality and price to consumer satisfaction and have a positive
direction coefficient of service quality and price to consumer satisfaction. The results of the hypothesis found that service quality
has a positive and significant effect on customer satisfaction, price also has a positive and significant effect on customer satisfaction.
With good service quality and good and affordable prices, it will be able to generate customer satisfaction.
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1. INTRODUCTION

Nowadays, economic growth in an area is expected to be a support for success and become a potential success for the
area which will indirectly have an impact on the economy of the people in the area, the improvement of the economy
of a developing community can be a sign that there is an increase in the community's economy as well (Siregar et al.,
2020). This can be seen with the many emergence of the culinary industry that is so rapid today, because food and
drink are basic needs for all and can become such a profitable business. In Indonesia, the growth of the food and
beverage industry in the third quarter of 2022 reached 3.57% (Mahadi, 2022), likewise to the growth of the culinary
industry in the city of Pematang Siantar. Pematang Siantar City is the second largest city in North Sumatra after Medan
City (Situmorang & Bagus, 2017), currently there are hundreds of culinary businesses with various types of food that
consumers can choose from (Wijaya et al., 2021), where one of them is the culinary business of Ayam Geprek Idola.
Geprek chicken is the first culinary product to be present in Yogyakarta City which is the creation of Mrs. Ruminah
(Sekarani et al., 2022), Geprek chicken is chicken that is fried with flour and then crushed with sambal bajak
(Valentina, 2018), and currently the geprek chicken culinary business has become one of the culinary businesses in
Pematang Siantar City.

In building the progress of the culinary business, Ayam Geprek ldola expects maximum satisfaction from
consumers arising from the product process it sells to consumers. Pemberton (2018) stated that 81% of marketers view
customer satisfaction as a key competitive area in their industry, every business venture should treat their costumer
satisfactionas an important business factor and always strive to improve it, as a 5% increase in retention from
consumers will result in more than a 25% increase in profits (Reichheld, 2001). Customer satisfaction is essential to
a successful business, no matter how innovative the product is or for a price that feels competitive (Patel, 2022),
costumer satisfactionwill logically precede consumer confidence (Leninkumar, 2017), with high consumer
satisfaction, it means that consumers will have more tendency to recommend a business that has been run and will
also give a positive opinion and satisfaction can be based on several factors, such as service quality and price (Hutagaol
& Erdiansyah, 2020).

According to Bernazzani (2022) there are 5 (five) benefits of consumer satisfaction, namely: costumer
satisfactionhelps businesses to become superior, costumer satisfactionwill help in understanding business
improvement, customer satisfaction leads to higher customer loyalty and advocacy. Customer satisfaction increases
customer retention and reduces the percentage of consumers to make a disconnection with a business, and lastly that
costumer satisfactionleads to a lifetime assessment of the consumer. The most basic purpose of a business is to create
a sense of satisfaction to consumers (Uncles et al., 2013), customer satisfaction is thought about the essence of success
in today’s highly competitive world of business (Mulat, 2017), customer satisfaction is the extent to which the
performance provided by a product is commensurate with the expectations of the buyer (Terpstra & Verbeeten, 2014).
Customer satisfaction as satisfaction level of a person felt state resulting from comparing a product perceived
performance or relation to the person expectation, which is interpreted as the level of one’s feelings after comparing
performance or performance with expectations — hope (Lin et al., 2017), and conduct post-purchase evaluations where
the alternative chooses at least to provide results that are equal to or exceed customer expectations, whereas
dissatisfaction arises if the results obtained do not meet customer expectations (Yap et al., 2012). Customers that are
angry or dissatisfied will cause problems, because they can move to other companies and spread negative news from
mouth to mouth (Mao, 2010).
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Opinions from (Pulido et al., 2014) that to get customer satisfaction there are 3 (three) ways, namely:
consistency with consumers, emotional consistency and consistency in communication. To get costumer
satisfactioncan be measured by product quality, emotional factors, price and convenience (Nova, 2012), however, the
problem of costumer satisfaction felt not as expected because consumers do not have a sense of pride when consuming
Ayam Geprek ldola Pematangsiantar because of the many similar products in other culinary places and the culinary
of Ayam Geprek ldola Pematangsiantar has not been registered in delivery services such as Gofood or other online
food applications, so consumers still have to come directly to make purchases to Ayam Geprek Idola Pematangsiantar.

Satisfaction from consumers can have an impact on the good form of service quality of a business. Gong & Yi
(2018) stated that satisfaction from consumers is driven by the quality of service. Satisfied consumers will become
loyal buyers when the business venture can be trusted and provide customer service where a study shows there is a
60% to 70% chance that satisfied consumers will return to make new purchases (Ameritas, 2020), consumers are most
concerned about the quality of service (Arlen, 2022). Research (Haryati et al., 2021) explains that service quality plays
an important role in customer satisfaction. Service quality is an important thing that should be maintained by all
persons who being employee in certain company (Surahman et al., 2020), excellence in customer service is a hallmark
of success in the service industry and among product manufacturers who need reliable service (Zeithaml, 2009), high
quality of service reduces marketing costs because the company maintains consumer, the quality of service has
implications for marketing managers and a much better situation will occur if the quality of service is related to
customer satisfaction (Bhatta & Durgapal, 2016). If consumers feel the quality of service they receive is high, then
consumer preferences for service providers will be high compared to other service providers (Rahmah et al., 2021),
consumers are most concerned about the quality of service (Arlen, 2022), the loyalty of a customer towards a specific
brand or company can be enhanced by providing a gift, discount voucher, and freebies during the event or festival for
encouraging the repurchase intention (Chee & Husin, 2020). Customer satisfaction is the consumer's response to the
service by comparing it with what is expected (Susilowati & Yasri, 2019).

In maintaining the growth of the food and beverage industry, business owners should be able to maintain
customer satisfaction (Danurdara, 2021), service quality that is important for culinary businesses such as restaurants
as a marketing strategy in order to create customer satisfaction and survive in business competition (Ma’ruf, 2021),
quality of service can be intended to be a way in which consumers will be served in an organization that can be good
or bad (Elisabeth et al., 2019), the quality of service in a service company is often conditioned as a comparison between
the expected service and the service received significantly (Desiyanti et al., 2018), service quality in the other hand,
has always been the very consideration in measuring customer loyalty and satisfaction in the restaurant industry
(Sunaryo et al., 2019). Service quality can be measured by reliability, assurance, tangibles, empathy, responsiveness
(Tjiptono & Chandra, 2011). However, the problem found that the building is not spacious so that there is no boundary
wall between the kitchen and the dining room of the restaurant, which causes consumer comfort to be disturbed when
enjoying food and drink dishes, furthermore, the responsiveness of employees is still not good in providing good
service, which causes consumers to have to wait to get service in ordering food, so it is not in accordance with
consumer expectations. The lack of optimal service in such a way will have an impact on customer satisfaction and
will indirectly interfere with the ongoing business.

In addition to service quality, price factors also affect customer satisfaction. The price can be said to be the
value of going to buy a limited quantity, or which becomes another measure of the goods or services (Siahaan et al.,
2014), or as the amount of money charged to a product or service exchanged by a consumer to obtain and have product
benefits (Nguyen & Meng, 2016). A study from Phan et al., (2016) stated that price is an important element in
consumer satisfaction. Price sends an important message to consumers where a reasonable pricing strategy not only
has a positive impact on costumer satisfaction (Melanie, 2017). In markets with increasing volume and price pressure,
the right pricing approach is essential to remain competitive (Meckes, 2018), in terms of price strategy, price is one
of the elements that influence the activities of the company, which operated to create a competitive advantage
(Prasilowati et al., 2021), many small businesses use price to compete, change market share, or create different revenue
scenarios. Price determines the future of the product, acceptability of the product to the customers and return and
profitability from the product (Mayuri, 2022), the price assessment can be seen from the suitability of sacrifice from
the consumer to the value received after making a purchase, and from there the consumer will perceive, from the
product or service (Aeni et al., 2019), Setting prices too high will cause sales to decrease, but if the price is too low it
will reduce the profits that can be obtained by the company’s organization (Subaebasni et al., 2019).

Make the price correctly and fairly so as not to make losses for consumers, price is very important because it
can determine a decent value for your product and for use by consumers (Cambell, 2022), costumer satisfaction
considered to be able to influence the intention and action of repurchase and in turn, contribute to the sales and revenue
potential of the organization (Zhao et al., 2021), and prices are determined through affordability, discounting and the
method of referrals (Simatupang et al., 2021). The price problem is still unable to meet costumer satisfaction where
consumers still tend to see that prices are still relatively more expensive than other competitors, because consumers
also reach prices that make consumers want to buy at the low prices given. Furthermore, discounts that are not in
accordance with consumers' wishes because there are still many consumers really want discounts or discounts for
every purchase in large quantities, while discounts are given at certain times only, it shows that the price is still not
able to support consumer satisfaction.
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2. RESEARCH METHODS

This research was conducted to determine the results of the effect of service quality and price on consumer satisfaction.
The research was conducted during March 2023 to consumers who came in the culinary business of Ayam Geprek
Idola, the culinary was located on Jalan Jawa No 86, Bantan Village, West Siantar District, Pematang Siantar City,
North Sumatra. Data obtained through questionnaires given to visiting consumers, and the results were obtained by
182 consumers, this shows that the sample size is in accordance with 100 — 200 (Hair et al., 2010), each instrument
item of the research questionnaire is tested for validity with a correlation limit < 0,30 (Sugiono, 2019)S, as well as
conducting reliability test tests with cronbach alpa limits 0,70 (Eisingerich & Rubera, 2010), Then conduct a
coefficient of determination test, regression equation (Suliyanto, 2011), and hypothesis test. The hypotheses of this
study are:

H1: that the quality of service has a positive influence on consumer satisfaction.

H2: that price has a positive influence on consumer satisfaction.

3. RESULTS AND DISCUSSION
3.1 Validity test

The validity test is used to determine that the instrument item of the study has a valid form, and for more details it can
be seen in table 1 below.

Table 1. Validity Test

Variabel Corrected Item-Total Correlation Critical t Criteria
Service quality ,616 0,30 Valid
Price ,680 0,30 Valid
Costumer satisfaction ,655 0,30 Valid

Table 1 shows the results for the variable quality of service corrected item-total correlation 0.616, price
corrected item-total correlation 0,680 and costumer satisfaction corrected item-total correlation 0,655 while the
recommended correlation limit is 0.30. This shows that the criteria for each variable quality of service, price and
costumer satisfaction have valid criteria because the corrected item-total correlation > 0.30

3.2 Reliability test

The reliability test is used to find out that the instrument item of the variable has a reliability value, and for more
details it can be seen in table 2 below.

Table 2. Reliability Test

Variabel Cronbach’s Alpha Limit Reliability Criteria
Service quality ,909 0,70 Reliable
Price ,895 0,70 Reliable
Costumer satisfaction ,908 0,70 Reliable

The results from table 2 show that the result of cronbach's alpha for service quality is 0.909, for the price the
value of cronbach's alpha is 0.895 and the value of cronbach's alpha for costumer satisfactionis 0.908, while the limit
limit specified is 0.70, this means that the research variables of service quality, price and costumer satisfactionhave
reliable criteria.

3.3 Coefficient of determination

The coefficient of determination is carried out with the intention of measuring the ability of the model to explain how
the influence of independent variables together (stimultan) affects the dependent variables, and for more details can
be seen in table 3 below.

Table 3. Coefficient of determination

Model R R Square Adjusted R Square Std. Error of the Estimate
1 .8272 0,684 0,681 4,293

a. Predictors: (Constant), Service Quality, Price

b. Dependent Variable: Costumer Satisfaction

Table 3 shows the results for the coefficient of determination of service quality, price to consumer satisfaction
with R Square results of 0.684 or 68%, this means that the ability of service quality and price to explain consumer
satisfaction is 68%, while the remaining 22% is not discussed in this study, such as product quality, discounts, location
and other variables. For the correlation or R value of 0.82, the correlation range has a very strong value.
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3.4 Multiple regression equation

Table 4. Multiple categorical equation

Coefficients?
Unstandardized Coefficients Standardized Coefficients

Model B Std. Error Beta t Sig.
1 (Constant) 2,156 2,254 ,956  ,340
Service quality ,606 ,047 ,688 12,923 1,000
Price ,260 ,069 ,202 3,794 1,000

a. Dependent Variable: Costumer Satisfaction

The results of the multiple linear regression equations seen in table 4 show a model Y = 2.156 + 0.606 X1 +
0.260 X2. The explanation of the equation is that when the value of service quality and price value is zero (0), then
the value of consumer satisfaction is 2,156, then when the value of the coefficient of service quality direction is 0.606
and the price value of the coefficient of direction is 0.260 and the quality of service and price increases by one (1)
unit, the value for customer satisfaction of service quality is 0.606 and the price is 0.260. Furthermore, the results of
the equation show that the results of the equation produce a positive direction coefficient of service quality and price
to consumer satisfaction, and the most dominant value is the quality of service compared to price to customer
satisfaction, in line with the opinion of (Albari & Kartikasari, 2019) that the quality of service has the greatest positive
influence on consumer satisfaction, consumers will feel happy if they get excellent service and will not pay attention
to other factors such as price and others in increasing satisfaction for these consumers. With good prices and good
service quality, it will increase customer satisfaction (Grace et al., 2022)

3.5 Hypothesis Test
Table 5. Hypothesis Test

Coefficients®

Model t Sig.
(Constant) 2,12 0,035
1 Service quality 18,642 0
Price 10,717 0

a. Dependent Variable: Costumer Satisfaction

The results of table 5 of the hypothesis test showed a calculated value for service quality of 18,642, while to
get the hypothesis result was carried out by the method of tcount > ttable value and also a sigcount value of < a 0.05.
Then the result of the hypothesis was found that the value of the count was 18.642 and to determine the ttabel was
carried out by the method df (n-k): 1.973, the conclusion that the value of the count was 18.642 > ttable 1.973 and the
value of sigcount < a 0.05, this means that the hypothesis H1 is accepted, that the quality of the service has a positive
and significant influence on customer satisfaction. And the result of t count the value 10.717 and sig count 0.00.
Meanwhile, to get the hypothesis answer, it is done by comparing the value of t count with t table and also sig count
<0 0.05. To get t the table is done by means of df(n-k) :1.973, then the conclusion is that the calculation is 10.717 >
t table 1.973 and siq calculate 0.00 < o, 0.05 which means that the H2 hypothesis is accepted that price has a positive
influence on consumer satisfaction.

3.6 Discussion
3.6.1 The effect of service quality on customer satisfaction

A successful company is a company that focuses on its customers, and makes the customers as its loyal customer
(Mutagien & Prabandari, 2013), service quality is the whole customers’ attitude towards a service, which is formed
by a series of both successful and not successful service experiences (Susanti & Juliani, 2021). High service quality
can be achieved by identifying problems in service and defining measures for service performances and outcomes as
well as level of customer satisfaction (Suciptawati et al., 2019), Service quality is an abstract conception and is like
to be understood because the quality of service has intangible characteristics (intangibility), varied (variability), non-
durable (perishability), and production and consumption of services occur simultaneously (inseparability) (Putra &
Amrial, 2021), the results showed that the quality of service has a positive and significant influence on customer
satisfaction, this is in line with the research of (Maharsi et al., 2021), (Utomo et al., 2022) that customer satisfaction
is influenced by the high or low quality of service. Services are well able to determine the satisfaction of consumers
is the quality of services (Mahsyar & Surapati, 2020). Service quality has a positive impact on customer satisfaction.
Service quality as a scale determine which service does provide client’s needs, and indicate a comparison between
clients expectation with clients perceptions (Monther & Mahadevan, 2019), the service quality measures and
techniques to makes customer happy and retain the customer to maximize the profitability (Murad & Ali, 2015).
Service quality plays crucial role in the operational activities of a company since service quality heavily affects the
satisfaction (Sutrisno et al., 2019).
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Different opinions come from (Manalu & Akbar, 2019) that the relationship between service quality on
consumer satisfaction has no significant effect, this is because the quality of service provided is not so good to
consumers that consumers feel disappointed even though and far from consumer expectations (Sege et al., 2017). The
implementation of service quality for service companies can be used as a competitive advantage as expressed by
several experts, namely another important factor in improving service quality is that superior quality is proven to be
a competitive strategy in competitive advantage (Evy da Silva, 2020). The three indicators of product and service
quality most influential to customer satisfaction and loyalty are response accuracy, product uniqueness, and
employees' attention that makes customers happy and want to return restaurant (Naini et al., 2022), therefore, the
dimension of service quality is a good comparison or basis for setting customer expectations, so that service providers
and end users can check what is expected or unexpected in a reciprocal relationship (Okolie & Udom, 2022), if the
service quality provided is good and appropriate, customer satisfaction will be achieved, and the consumer's desire to
return will be greater (Wirakananda & Sunaryo, 2021), satisfaction or dissatisfaction occurs when the customer
evaluates expectations with the performance or results received (Ramadhaniati et al., 2020), that it is the customer
who decides what is good or bad quality does not mean that the customer is always right or that the customer can
always fully articulate or verbalize his needs and wishes (Condro & Wibowo, 2013).

3.6.2 The effect of price on consumer satisfaction

Consumers use the price as a consideration in determining the purchase of a product, when should the purchase be
made and how much the need for products purchased in accordance with the ability of consumer purchasing power
(Haq, 2018). Price is the only element of the marketing mix that provides income or income for the company, while
the other three elements (product, distribution, and promotion) cause costs (expenses) (Kadir et al., 2022), pricing is
determined through price affordability, discounts / rebates, and payment (Simatupang et al., 2021), the results showed
that price is able to affect consumer satisfaction positively and significantly, this is in line with the research (Zardi et
al., 2019) price has significant effect to customer satisfaction and where the price of a low-high product can be a
significant effect on the customer's intention to buy a product. Customer satisfaction can also be formed when
sacrifices are issued in accordance with the value received, which means the price of the product in accordance with
the benefits obtained (Wantara & Tambrin, 2019), price play vital role in switching behaviour from one service to
another.(Ali Qalati et al., 2019), price/cost of ownership remains the most influential decision driver, with nearly half
of consumers considering it one of the top three factors for choosing a product or service (Jayasinghe, 2016)

Other opinions such as Madistriyatno & Nurzaman (2020) and Fakhrizza et al., (2021) stated that the price had
no significant effect on consumer satisfaction, this can happen when there are frequent changes in the price of the
product, making customers dissatisfied (Alfian & Noersanti, 2020), customers perceived whether it is low or high
based on their comparison against referent price.(Hasim et al., 2020), many companies are paying less attention to this
factor by setting price too high so that the company could not survive a long period or out of business because that
does not fix the price according to the market (Foster, 2016).

Customer satisfaction is assessed after transaction or as a result of a comparison between what is felt and what
is hoped (Rufaidah et al., 2022), the fairness of the price will influence the perception of the customers and it ultimately
will influence their willingness to become a customer (Razak et al., 2016). To find out the price that is suitable for
consumers, the company must conduct deep research in order to determine the price that is suitable for consumers so
that it makes transactions between buyer and seller fluently (Manguyoga & Ganawati, 2019), if the price are low,
customer satisfaction will also decrease (Kencana, 2018). Consumer satisfaction arises from performance expectations
in meeting customer satisfaction needs (Ernest Grace et al., 2021), a satisfied consumer believes that the value of
goods and services is comparable with the price, which will encourage them to repurchase the products (Zhao et al.,
2021).

Consumer satisfaction is the result of an evaluation of product expectations and perceptions by consumers
achieved or exceeded (Butarbutar et al., 2021), consumers use price as a consideration in determining whether or not
to purchase products, when to purchase it and how much is the need for the product to be purchased according to the
purchasing power of consumers (Djunaidi et al., 2020). The better service a company can present in a relatively cheap
price but with good benefits and services, the more satisfied consumers will feel about the services used (Josua et al.,
2017).

4. CONCLUSION

The conclusion that can be given that the quality of service and price is able to affect consumer satisfaction positively
and significantly, this indicates that consumers always want quality services and prices that are in accordance with the
ability of consumers to make transactions. With good service quality and prices that are in accordance with consumer
capabilities, it will be able to produce consumer satisfaction.

REFERENCES

Aeni, N., Ekhsan, M., & Tanjung, A. (2019). THE EFFECT OF SERVICE PRICE AND QUALITY ON CUSTOMER
SATISFACTION ONLINE TRANSPORTATION SERVICES. Journal of Reseacrh in Business, Economics, and Education,

Copyright © 2023 Kevin Indajang, Page 946
This Journal is licensed under a Creative Commons Attribution 4.0 International License


https://creativecommons.org/licenses/by/4.0/

Ekonomi, Keuangan, Investasi dan Syariah (EKUITAS)
Vol 4, No 3, Februari 2023, Hal 942-950

ISSN 2685-869X (media online)

DOI 10.47065/ekuitas.v4i3.3090

1(1), 3-10. https://doi.org/10.1177/1094670508328986

Albari, A., & Kartikasari, A. (2019). The Influence of Product Quality, Service Quality and Price on Customer Satisfaction and
Loyalty. Asian Journal of Entrepreneurship and Family Business, 3(2), 49-64.
https://www.researchgate.net/publication/339796640

Alfian, D., & Noersanti, L. (2020). Effect of Price, Service Quality and Location on Customer Satisfaction and Customer Loyalty
(Case Study on Pasar Jaya Klender SS). Indonesian College of Economics, 1-29.

Ali Qalati, S., Li, W., Igbal, S., Yassir Hussain, R., Wen Yuan, L., & Ali, S. (2019). Impact of Price on Customer Satisfaction;
mediating role of Consumer Buying Behavior in Telecoms Sector. International Journal of Research Impact of Price on
Customer Satisfaction, 06(04), 150-165. https://journals.pen2print.org/index.php/ijr/

Ameritas. (2020). Why Good Customer Service is Important. Ameritas.Com. https://www.ameritas.com/insights/why-good-
customer-service-is-important/

Arlen, C. (2022). The 5 Service Dimensions All Customers Care About. Serviceperformance.Com.
https://www serviceperformance.com/the-5-service-dimensions-all-customers-care-about/

Bernazzani, S. (2022). What Is Customer Satisfaction? 5 Reasons 1It’s Important in Service. Blog.Hubspot.Com.
https://blog.hubspot.com/service/what-is-customer-satisfaction

Bhatta, K. R., & Durgapal, B. P. (2016). SERVICE QUALITY PERCEPTIONS AND CUSTOMER SATISFACTION IN
SERVICE QUALITY PERCEPTIONS AND CUSTOMER. Indian Journal of Commerce & Management Studies, VII(1), 1-
7.

Butarbutar, M., Efendi, E., Simatupang, S., Butarbutar, N., & Sinurat, D. N. (2021). Analisis Faktor-Faktor Yang Mempengaruhi
Kepuasan  Konsumen Pininta  Coffee  Pematangsiantar. Maker:  Jurnal Manajemen, 7(2), 200-207.
https://doi.org/10.37403/mjm.v7i2.395

Cambell, P. (2022). IMPORTANCE OF PRICING: WHY PRICING IS IMPORTANT FOR SAAS AND BEYOND. Profirwell.
https://www.priceintelligently.com/blog/bid/157964/two-reasons-why-pricing-is-the-most-important-aspect-of-your-business

Condro, R., & Wibowo, S. (2013). THE EFFECT OF SERVICE QUALITY ON CUSTOMERS’ SATISFACTION: With Ethnicity
as Dummy a Variable (A Study on PT. Bank Rakyat Indonesia (Persero) Thk. Pasuruan Branch). Jurnal limiah Mahasiswa
Fakultas Ekonomi Dan Bisnis Universitas Brawijaya, 2(2), 1-17. https://www.ptonline.com/articles/how-to-get-better-mfi-
results

Danurdara, A. B. (2021). A Study of Service Quality on Customer Satisfaction and its Impact on Customer Loyalty : The Case of
Food and Beverage Industry in Bandung. Budapest International Research and Critics Institute-Journal (BIRCI-Journal), 4(4),
9106-9112.

Desiyanti, N. L., Sudja, I. N., & Budi Martini, L. K. (2018). Effect of Service Quality on Customer Satisfaction, Customer Delight
and Customer Loyalty (Study on LPD Desa Adat Sembung and LPD Desa Adat Seseh). International Journal of Contemporary
Research and Review, 9(03), 20660-20668. https://doi.org/10.15520/ijcrr/2018/9/03/483

Djunaidi, F. G., Hatuwe, R. S. M., Tenriawali, A. Y., Umagapy, H. I., & Umanailo, M. C. B. (2020). Analysis of Factors Affecting
Customer Satisfaction Using Eucalyptus Oil on Walbarua Kettle in Ubung Village. Kawanua International Journal of
Multicultural Studies, 1(1), 1-6. https://doi.org/10.30984/kijms.v1il.4

Eisingerich, A. B., & Rubera, G. (2010). Drivers of Brand Commitment: A Cross-National Investigation. Journal of International
Marketing, 18(2), 64—79. https://doi.org/10.1509/jimk.18.2.64

Elisabeth, D. R., Nasir, A., & Suyono, J. (2019). The Effect of Service Quality on Customer Satisfaction at Koperasi Karyawan
PT. Lotus Indah Textile Industry. IJEBD (International Journal Of Entrepreneurship And Business Development), 2(2), 172—
178. https://doi.org/10.29138/ijebd.v2i2.766

Ernest Grace, Rosita Manawari Girsang, Sudung Simatupang, Vivi Candra, & Novelyn Sidabutar. (2021). Product Quality and
Customer Satisfaction and Their Effect on Consumer Loyalty. International Journal of Social Science, 1(2), 69-78.
https://doi.org/10.53625/ijss.v1i2.138

Evy da Silva, M. (2020). Quality of Service and Price Perception Affect Customer Loyalty With Consumer Satisfaction As a
Mediation ~ Variables.  Journal of Applied Management and  Business (JAMB), 1(2), 61-67.
https://doi.org/10.37802/jamb.v1i2.144

Fakhrizza, F. A. R., Marsudi, M., & Praharjo, A. (2021). The Effect of Price on Customer Satisfaction Mediated by Brand Image.
Jamanika (Jurnal Manajemen Bisnis Dan Kewirausahaan), 1(3), 166-172. https://doi.org/10.22219/jamanika.v1i3.17766

Foster, B. (2016). The Effect of Price and Service Quality on Customer Satisfaction in Mutiara Hotel Bandung. American Research
Journal of Humanities and Social Sciences, 2, 1-12. https://doi.org/10.21694/2378-7031.16008

Gong, T., & Vi, Y. (2018). The effect of service quality on customer satisfaction, loyalty, and happiness in five Asian countries.
Psychology & Marketing, 35(6), 427-442. https://doi.org/https://doi.org/10.1002/mar.21096

Grace, E., Onita Sari Sinaga, Silalahi, M., Ambarita, M. H., & Simatupang, S. (2022). Harga dan Kualitas Pelayanan Serta
Pengaruhnya Terhadap Kepuasan Pelanggan. Buletin Poltanesa, 23(1), 35-44. https://doi.org/10.51967/tanesa.v23i1.931

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2010). Multivariate Data Analysis (7th Editio). Prentice Hall.

Hag, I. N. (2018). Determination of Price and Customer Satisfaction. Journal of Economicate Studies, 1, 97-108.
https://doi.org/10.32506/joes.v1i2.179

Haryati, Akib, H., Baharuddin, A., Nur, A. C., & Nasrullah, M. (2021). Effect of Service Quality on Company Customer
Satisfaction. Ponisi Business Administratuion Review, 3(1), 53-58. https://doi.org/10.52728/ijtc.v2i2.220

Hasim, M. A., Manaf, S. A., & Ali, A. M. (2020). Role Of Price Towards Customer Satisfaction. European Journal of Molecular
and Clinical Medicine, 7(3), 4179-4190.

Hutagaol, D. C., & Erdiansyah, R. (2020). The Effect of Service Quality, Price, Customer Satisfaction on Customer Loyalty of Air
Asia Customers. Tarumanagara International Conference on the Applications of Social Sciences and Humanities (TICASH
2019), 439, 356-363. https://doi.org/10.2991/assehr.k.200515.063

Jayasinghe, I. (2016). Customer Decision Making Criteria and the Importance of Price. Stax Inc. https://medium.com/stax-
insights/consumer-decision-making-criteria-and-the-importance-of-price-1783d5589a8e

Josua, F., Alwie, A. F., & Hendriani, S. (2017). The Effect of E-Service Quality and Price on Customer Satisfaction and Loyalty
of Traveloka in Pekanbaru. An International Journal Of Economics, Business and Aplications, 2(1), 9-22.

Copyright © 2023 Kevin Indajang, Page 947
This Journal is licensed under a Creative Commons Attribution 4.0 International License


https://creativecommons.org/licenses/by/4.0/

Ekonomi, Keuangan, Investasi dan Syariah (EKUITAS)
Vol 4, No 3, Februari 2023, Hal 942-950

ISSN 2685-869X (media online)

DOI 10.47065/ekuitas.v4i3.3090

https://ijeba.ejournal.unri.ac.id/index.php/IJEBA/article/view/4644

Kadir, A., Jayen, F., & Asruni. (2022). Influence of Price and Product Quality on Consumer Satisfaction in Royyan Gems Shop in
Martapura  City, Banjar Regency South  Borneo. Archives of Business Research, 10(3), 2-8.
https://doi.org/10.14738/abr.1003.11995

Kencana, P. N. (2018). The Effect of Price and Product Quality on Customer Satisfaction. PINISI Discretion Review, 2(1), 53-60.
https://doi.org/10.26858/pdr.v2i1.13230

Leninkumar, V. (2017). The Relationship between Customer Satisfaction and Customer Trust on Customer Loyalty. International
Journal of Academic Research in Business and Social Sciences, 7(4). https://doi.org/10.6007/ijarbss/v7-i4/2821

Lin, Z., Chen, Y., & Filieri, R. (2017). Resident-tourist value co-creation: The role of residents’ perceived tourism impacts and life
satisfaction. Tourism Management, 6(November), 436-442.

Ma’ruf, K. (2021). The Effect of Service Quality on Customer Satisfaction of Sate H. Pardi Restaurant Branch Dr. M. Isa.
Intternational Journal of Marketing & Human Resorce Rersearch, 2(2), 89-97.
http://140.116.249.155/file.php/66423/CB_Final-Telecom_in_Vietnam.pdf

Madistriyatno, H., & Nurzaman, F. (2020). The Impact of Product Quality and Price on Consumer Satisfaction of PD Jamu Seduh
Utama Pamanukan. International Journal of Progressive Sciences and Technologies (IJPSAT), 23(2), 639-643.
https://ijpsat.es/index.php/ijpsat/article/view/2410

Mahadi, T. (2022). Kemenperin: Industri Makanan dan Minuman Tumbuh 3,57% pada Kuartal 11l 2022. Kontan.Co.ld.
https://industri.kontan.co.id/news/kemenperin-industri-makanan-dan-minuman-tumbuh-357-pada-kuartal-iii-2022

Maharsi, A. R., Njotoprajitno, R. S., Hadianto, B., & Wiraatmaja, J. (2021). The Effect of Service Quality and Customer
Satisfaction on Purchasing Intention: A Case Study in Indonesia. Journal of Asian Finance, Economics and Business, 8(4),
475-482. https://doi.org/10.13106/jafeb.2021.vol8.n04.0475

Mahsyar, S., & Surapati, U. (2020). Effect of Service Quality and Product Quality on Customer. International Journal of Economics,
Business and Accounting Research (IJEBAR), 4(1), 204-211.

Manalu, V. G., & Akbar, I. (2019). Effect of Service Quality on Customer Satisfaction Through Brand Experience and Brand
Awareness in Postal and Delivery Services. Indonesian Journal Of Business And Economics, 2(1), 237-241.
https://doi.org/10.25134/ijbe.v2i1.1862

Manguyoga, I. P. D., & Ganawati, N. (2019). The Influence of Product Quality and Price on Customer Satisfaction in UD Y uli
Yadnya Wood Company in Kerobokan, Badung. Warmadewa Management and Business Journal (WMBJ) Agustus, 1(2), 55—
59. https://ejournal.warmadewa.ac.id/index.php/wmbjhttp://dx.

Mao, J. (2010). Customer Brand Loyalty. International Journal of Business and Management, 5(7), 213-217.
https://doi.org/10.5539/ijbm.v5n7p213

Mayuri. (2022). Importance of Pricing. Economicsdiscussion.Net. https://www.economicsdiscussion.net/pricing/importance-of-
pricing/31838

Meckes, R. (2018). The Importance of Pricing. Simon-Kucher. https://www.simon-kucher.com/en/blog/the-importance-of-pricing

Melanie.  (2017). How Your Pricing Strategy Affects Customer  Satisfaction.  Unleashedsoftware.Com.
https://www.unleashedsoftware.com/blog/pricing-strategy-affects-customer-satisfaction

Monther, W., & Mahadevan, A. (2019). The Impact of Service Quality on Customer Satisfaction: A Study of Arab restaurants in
Malaysia. International Journal of Accounting & Business Management, 7(1), 103-120.

Mulat, G. W. (2017). The Effects of Service Quality on Customer Satisfaction: A Study among Private Banks in Mekelle Town.
European Journal of Business and Management Www.liste.Org ISSN, 9(13), 72—79. www.iiste.org

Murad, S., & Ali, M. (2015). Impact of Service Quality on Customer Satisfaction in Restaurant Industry. SINGAPOREAN JOuRNAI
Of BUSINESS EcONOmIcS, ANd MANAGEmENT StudIES, 4(6), 71-81.

Mutagien, C. A., & Prabandari, S. P. (2013). THE INFLUENCE OF SERVICE QUALITY, RESTAURANT IMAGE, AND
CUSTOMER PERCEIVED VALUE ONCUSTOMER SATISFACTION AND CUSTOMER LOYALTY IN RESTAURANT
INDUSTRY (Study Case on Customer of Natural Strawberry Land and Resto, Lembang). Jurnal limiah Mahasiswa Fakultas
Ekonomi Dan Bisnis Universitas Brawijaya, 3(1), 1-16. https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/1537

Naini, N. F., Santoso, S., Andriani, T. S., Claudia, U., & Nurfadillah. (2022). The Effect of Customer Experience and Service
Quality on Customer Satisfaction on Customer Loyalty. Journal of Consumer Sciences, 7(1), 34-50.
https://doi.org/10.5220/0011243000003376

Nguyen, A., & Meng, J. (2016). How source of funds affects buyer’s judgments of price fairness and subsequent response. Journal
of Product & Brand Management, 25(7), 710-720. https://doi.org/10.1108/JPBM-02-2016-1104

Nova, F. (2012). Republic Relations (Ed.1). Media Bangsa.

Okolie, U. C., & Udom, I. D. (2022). SERVICE QUALITY DELIVERY AND ITS IMPACT ON CUSTOMER SATISFACTION:
A STUDY OF BANKS IN BENIN CITY, EDO STATE, NIGERIA. Indonesian Journal of Digital Business, 2(1), 28-37.
Patel, N. (2022). Customer Satisfaction: Benefits, Examples & Importance. Neilpatel.Com. https://neilpatel.com/blog/benefits-and-

importance-of-customer-satisfaction/

Pemberton, C. (2018). Key Findings From the Gartner Customer Experience Survey. Gartner.Com.
https://www.gartner.com/en/marketing/insights/articles/key-findings-from-the-gartner-customer-experience-survey

Phan, A., Huong, T., & Nguyen, T. (2016). an Analysis of Factors Impact on Customer Satisfaction in Vietnam Restaurants: Case
of Fast Food Restaurants. International Journal of Business and Management Review, 4(6), 1-17. www.eajournals.org

Prasilowati, S. L., Suyanto, S., Safitri, J., & Wardani, M. K. (2021). The Impact of Service Quality on Customer Satisfaction: The
Role of Price. Journal of Asian Finance, Economics and Business, 8(1), 451-455.
https://doi.org/10.13106/jafeb.2021.vol8.n01.451

Pulido, A., Stone, D., & Strevel, J. (2014). The three Cs of customer satisfaction: Consistency, consistency, consistency.
Www.Mckinsey.Com, March, 1-4.
http://www.mckinsey.com/insights/consumer_and_retail/the_three_cs_of_customer_satisfaction_consistency_consistency_co
nsistency

Putra, P., & Amrial. (2021). THE EFFECT OF SERVICE QUALITY ON CUSTOMER SATISFACTION ON PT. BANK
BUKOPIN KABUPATEN SIDRAP, SULAWESI SELATAN. Jurnal limu Ekonomi & Manajemen, 08(02), 91-98.

Copyright © 2023 Kevin Indajang, Page 948
This Journal is licensed under a Creative Commons Attribution 4.0 International License


https://creativecommons.org/licenses/by/4.0/

Ekonomi, Keuangan, Investasi dan Syariah (EKUITAS)
Vol 4, No 3, Februari 2023, Hal 942-950

ISSN 2685-869X (media online)

DOI 10.47065/ekuitas.v4i3.3090

Rahmah, N., Kara, M. H., Bakry, M., & Muin, R. (2021). International Journal of Multicultural and Multireligious Understanding
Effect of Service Quality on Customer Loyalty with Customer Satisfaction as an Intervening Variable in Shariah Hotel ( Study
at Pesonna Hotel in Makassar , South Sulawesi ). International Journal of Multicultural and Multireligious Understanding,
8(4), 224-232.

Ramadhaniati, S., Susanti, E., Wiwaha, A., & Tyas, I. W. (2020). EFFECT OF SERVICE QUALITY AND PRICE ON
CUSTOMER SATISFACTION. International Journal of Digital Entrepreneurship and Business (IDEB), 1(1), 1-10.

Razak, I., Nirwanto, N., & Triatmanto, B. (2016). The Impact of Product Quality and Price on Customer Satisfaction with the
Mediator of Customer Value. Journal of Marketing and Consumer Research, 30(2012), 59-68.

Reichheld, F. (2001). Prescription for cutting costs. Bain & Company. Boston: Harvard Business School Publishing. In Bain &
Company. Harvard Business School Publishing. https://media.bain.com/Images/BB_Prescription_cutting_costs.pdf

Rufaidah, E., Daffa, M. B., Mirza, A. D., & BR. (2022). How Product Quality , Price and Service Quality Impact Customer
Satisfaction ? Case Study at Son Hajisony Meatball. Economic Education and Entrepreneurship Journal, 5(2), 23-34.

Sege, F. O. B., Tumbel, T. M., & Walangitan, O. F. C. (2017). EFFECT OF QUALITY OF SERVICE ON CUSTOMER
SATISFACTION ON GALAXY MART MANADO. Jurnal Administrasi Bisnis (JAB), 5(004), 410-422.
https://doi.org/10.33096/jmb.v8i2.954

Sekarani, R., Nissa, I., & Kyuna, H. (2022). Jadi Kuliner yang Dicintai Masyarakat Luas, Ternyata Begini Sejarah Ayam Geprek
Pertama di Indonesia. Suara.Com. https://www.suara.com/lifestyle/2022/03/11/160000/jadi-kuliner-yang-dicintai-
masyarakat-luas-ternyata-begini-sejarah-ayam-geprek-pertama-di-indonesia

Siahaan, M., Pangemanan, S., & Pandowo, M. (2014). Price, Brand Equity, and Perceived Quality on Purchase Intention of Honda
Scooter Motorcycle in Manado. Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 2(1), 441-449.
https://doi.org/10.35794/emba.v2i1.4008

Simatupang, S., Candra, V., Putri, D. E., Grace, E., & Hamdani, E. (2021). Product Quality Ability, Price and Product Design
Influence Adidas Shoes Purchase Decision. International Journal of Multi Science, 2(7), 1-4.

Siregar, R. T., Silitonga, H. P., & Putri, J. A. (2020). Strategi Pengembangan Usaha Mikro, Kecil, Dan Menengah (UMKM) Di
Kota Pematangsiantar. Jurnal Konsep Bisnis Dan Manajemen, 6(2), 133-142.

Situmorang, C., & Bagus, |. (2017). Daya Tarik Wisata Unggulan Di Daerah Transit Kota Pematangsiantar , Sumatera Utara.
Jurnal Destinasi Pariwisata, 5(1), 170-179.

Subaebasni, S., Risnawaty, H., & Arie Wicaksono, A. (2019). Effect of Brand Image, the Quality and Price on Customer
Satisfaction and Implications for Customer Loyalty PT Strait Liner Express in Jakarta. International Review of Management
and Marketing, 9(1), 90-97. http:www.econjournals.comDOI:https://doi.org/10.32479/irmm.7440

Suciptawati, N. L. P., Paramita, N. L. P. S. P., & Aristayasa, I. P. (2019). Customer satisfaction analysis based on service quality:
Case of local credit provider in Bali. Journal of Physics: Conference Series, 1321(2), 1-7. https://doi.org/10.1088/1742-
6596/1321/2/022055

Sugiono. (2019). Metode Penelitian Kuantitatif, Kualitatif, dan R&D (Cetakan-1). Alfabeta.

Suliyanto. (2011). Ekonometrika Terapan: Teori dan Aplikasi Dengan SPSS. Andi.

Sunaryo, |., Prasetyo, I. R., Hardjomidjojo, P., & Nurdianchah, L. (2019). Effects of Food Quality, Service Quality, Price,
Environment, and Location Towards Customer Loyalty of Indonesia’S Local Fast Food Industry. J@¢ti Undip : Jurnal Teknik
Industri, 14(3), 119-128. https://doi.org/10.14710/jati.14.3.119-128

Surahman, I. G. N., Yasa, P. N. S., & Wahyuni, N. M. (2020). The Effect of Service Quality on Customer Loyalty Mediated by
Customer Satisfaction in Tourism Villages in Badung Regency. Jurnal Ekonomi & Bisnis JAGADITHA, 7(1), 46-52.
https://doi.org/10.22225/jj.7.1.1626.46-52

Susanti, Y. F., & Juliani, D. (2021). The Effect of Service Quality on Customer Satisfaction and Trust in Using Tokopedia Services.
ADI International Conference Series, 3(1), 241-255. https://adi-journal.org/index.php/conferenceseries/article/view/364

Susilowati, Y., & Yasri, Y. (2019). The Effect of Service Quality and Customer Satisfaction Toward Word of Mouth Intention.
Advances in Economics, Business and Management Research, 64, 677—685. https://doi.org/10.2991/piceeba2-18.2019.52

Sutrisno, A., Andajani, E., & Widjaja, F. N. (2019). The Effects of Service Quality on Customer Satisfaction and Loyalty in a
Logistics Company. KnE Social Sciences, 2019, 85-92. https://doi.org/10.18502/kss.v3i26.5360

Sze Chee, V., & Md Husin, M. (2020). The Effect of Service Quality, Satisfaction and Loyalty toward Customer Retention in the
Telecommunication Industry. International Journal of Academic Research in Business and Social Sciences, 10(9), 55-71.
https://doi.org/10.6007/ijarbss/v10-i9/7496

Terpstra, M., & Verbeeten, F. H. M. (2014). Customer satisfaction: Cost driver or value driver? Empirical evidence from the
financial services industry. European Management Journal, 32(3), 499-508.
https://doi.org/https://doi.org/10.1016/j.em;j.2013.07.001

Tjiptono, F., & Chandra, G. (2011). Service Quality & Satisfaction Service Quality and Statisfaction (Edisi-3). Andi.

Uncles, M. D., East, R., & Lomax, W. (2013). Good customers: The value of customers by mode of acquisition. Australasian
Marketing Journal (AMJ), 21(2), 119-125. https://doi.org/https://doi.org/10.1016/j.ausm;j.2013.02.003

Utomo, P., Krisnanti, M., Zaman, K., Hendriawan, A., & Manan, A. (2022). Procedia of Social Sciences and Humanities The Effect
of Service Quality on Customer Satisfaction at Masagung Workshop During a Pandemic Covid 19. Procedia of Social Sciences
and Humanities Proceedings of the 1st SENARA, 0672(c), 395-403.

Valentina, J. (2018).  Three  places to  enjoy fiery hot  ‘ayam  geprek. — The  Jakarta  Post.
https://www.thejakartapost.com/life/2018/05/12/three-places-to-enjoy-fiery-hot-ayam-geprek.html

Wantara, P., & Tambrin, M. (2019). The Effect of Price and Product Quality Towards Customer Satisfaction and Customer Loyalty
on Madura Batik. International Tourism and Hospitality Journal, 2(1), 1-9.
https://rpajournals.com/ithj:https://rpajournals.com/ithj

Wijaya, A., Simarmata, H. M. P., Chandra, E., Fahri, M. |., & Sisca, S. (2021). Pengaruh Fasilitas Terhadap Minat Beli Konsumen
Dengan Word of Mouth Sebagai Pemediasi Pada Publik Kopi Pematangsiantar. SULTANIST: Jurnal Manajemen Dan
Keuangan, 9(2), 175-184. https://doi.org/10.37403/sultanist.v9i2.356

Wirakananda, 1. M. P., & Sunaryo. (2021). The Effect Of Service Quality Towards Customer Satisfaction And Revisit Intention
At Warunk Upnormal Pahlawan Trip In Kota Malang (A Study On Students of Universitas Brawijaya). Jurnal IImiah

Copyright © 2023 Kevin Indajang, Page 949
This Journal is licensed under a Creative Commons Attribution 4.0 International License


https://creativecommons.org/licenses/by/4.0/

Ekonomi, Keuangan, Investasi dan Syariah (EKUITAS)
Vol 4, No 3, Februari 2023, Hal 942-950

ISSN 2685-869X (media online)

DOI 10.47065/ekuitas.v4i3.3090

Mahasiswa FEB. https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/7255

Yap, B. W., Ramayah, T., & Wan Shahidan, W. N. (2012). Satisfaction and trust on customer loyalty: A PLS approach. Business
Strategy Series, 13(4), 154-167. https://doi.org/10.1108/17515631211246221

Zardi, H., Wardi, Y., & Evanita, S. (2019). Effect of Quality Products, Prices, Locations and Customer Satisfaction to Customer
Loyalty Simpang Raya Restaurant Bukittinggi “Salero Nan Tau Raso.” Advances in Economics, Business and Management
Research, 64, 856-865. https://doi.org/10.2991/piceeba2-18.2019.75

Zeithaml, V. A. (2009). Delivering Quality Service. Free Press.

Zhao, H., Yao, X, Liu, Z., & Yang, Q. (2021). Impact of Pricing and Product Information on Consumer Buying Behavior With
Customer  Satisfaction in a  Mediating Role.  Frontiers in  Psychology, 12(December), 1-11.
https://doi.org/10.3389/fpsyg.2021.720151

Copyright © 2023 Kevin Indajang, Page 950
This Journal is licensed under a Creative Commons Attribution 4.0 International License


https://creativecommons.org/licenses/by/4.0/

