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The purpose of this study is to determine the 
influence of service price and service quality on 
consumer satisfaction at the PT Paramita Ban 
Cipete Workshop in South Jakarta. The method 
used is quantitative. The sampling technique 
used saturated sampling and a sample of 98 
respondents was obtained. Data analysis uses 
validity tests, reliability tests, classical 
assumption tests, regression analysis, 
correlation coefficients, determination 
coefficients and hypothesis tests. The results of 
this study are that the price of services has a 
significant effect on consumer satisfaction with a 
determination coefficient value of 25.2% and the 
hypothesis test is obtained t calculation > t table 
or (4.788 > 1.988). The quality of service did not 
have a significant effect on consumer 
satisfaction with a determination coefficient 
value of 74.8% and the hypothesis test was 
obtained by calculating t < t table or (1,616 < 
1,988). Service price and service quality 
simultaneously have a significant effect on 
consumer satisfaction with the regression 
equation Y = 19,999 + 0.414 (X1) Y = 19,999 + 
0.134 (X2). The value of the determination 
coefficient was 25.2% while the remaining 74.8% 
was influenced by other factors. The hypothesis 
test obtained the F value calculated > F table or 
(17.764 > 3.094). 
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INTRODUCTION 
 Along with the progress of world economic growth and also the 
development of advanced science and technology, transportation and 
communication facilities have become easier, making human activities faster 
and more efficient. In modern times, transportation equipment cannot be 
separated from daily human activities. Technological advances in the current 
era are very fast, especially in the automotive field. 

 In the era of globalization like this, it greatly affects the business world, 
where every company competes to provide the best service for its consumers. 
Four-wheeled vehicles are very important for now. Daily activities that make us 
often go out make us need fast vehicles. The density of activities makes us have 
to drive safely. The purchase of a car vehicle must be properly maintained so 
that the vehicle lasts for a long time and does not endanger the driver. 
Industries engaged in the automotive sector also face competition, where they 
often try to share advantages in various methods to satisfy consumers so that 
consumers often repair their cars at the workshop. The most important thing in 
the business world is the concept of consumer satisfaction that is used to attract 
consumers. It is a must for the company to do the best service quality in order 
to be able to survive and remain the trust of consumers. The creation of 
consumer satisfaction can provide benefits including the relationship between 
the company and consumers becoming harmonious, consumers will make 
repurchases to create consumer loyalty, and form a recommendation that 
benefits the company. Another variable that affects consumer satisfaction, one 
of which is price. Price is one of the important factors, because it can be the 
main reason consumers choose products or services. Price is one of the elements 
that generate revenue. Price can also be a determinant of a company's success 
because price can determine how much profit is obtained from the sale of 
products and services. The other variable that affects customer satisfaction is 
service quality, service quality is a model that describes the condition of 
consumers in shaping expectations for service from past experiences. Good 
service quality in a company will create satisfaction for its consumers. After 
consumers are satisfied with the products or services they receive, consumers 
will compare the services provided. If consumers feel completely satisfied, they 
will buy again and recommend others to buy at the same place. In entering an 
increasingly competitive competition, every company must absolutely be able 
to satisfy consumers, where consumer satisfaction will be created when the 
desires and expectations can be realized by the company. One of the companies 
that focuses on improving consumer satisfaction is PT Paramita Ban which is a 
service company engaged in the automotive sector in the field of tire services 
and sales, both maintenance and sales. Where tire maintenance includes 
spooring, balancing, established in 1996, PT Paramita Ban is located on Jalan RS. 
Fatmawati Raya No 17 South Jakarta. 
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Table 1. January-December 2023 Sales Data 

NO Moon Income 
Number of 

Transactions 

1 January Rp. 147.703.500 583 

2 February Rp. 122.548.400 486 

3 March Rp. 145.426.592 578 

4 April Rp. 153.028.200 607 

5 May Rp. 126.662.090 503 

6 June Rp. 120.177.202 479 

7 July Rp. 117.781.245 470 

8 August Rp. 113.732.689 452 

9 September Rp.112.428.729 449 

10 October Rp.115.326.495 460 

11 November Rp.128.536.286 514 

12 December Rp.135.030.400 541 

Total Rp. 1.538.381.828 6.122 

 Source: PT Paramita Ban Sales Data 2023 
 

In table 1, it can be seen that the phenomenon related to PT Paramita Ban's 
sales data in 2023, where this company experienced consecutive declines from 
May to September. Sales that continue to decline will of course cause revenue to 
also decrease. However, it can be seen that revenue does not have much effect 
on the number of transactions. For example, in February the number of 
transactions at PT Paramita Ban was 486 transactions and the revenue was Rp. 
122,548,400, while in November there were 514 transactions with a total 
revenue of Rp. 128,536,286, the difference was not too significant. 

 
Table 2 Comparison of Service Prices of PT Paramita Tire with Kencana 

Wheel 
 
 
 
 

 
 

 
 

It 
PT Paramita Ban 

Type of Service Price Transaction 

 
1 

Spooring IDR 250,000 2.735 

2 Balancing IDR 40,000 3.420 

3 Brake Lathe IDR 300,000 390 
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Source: PT Paramita Tire and Kencana Wheel 2023 
 

Based on table 2, it can be seen that the phenomenon in terms of price is 
that the price of PT Paramita Ban is still not optimal. For example, in balancing 
services at PT Paramita Ban, the price of balancing is Rp. 40,000, while in Roda 
Kencana the price of balancing is Rp. 50,000, but Roda Kencana has more 
transactions. There is something that is quite good, namely spooring services 
that are cheaper and the number of transactions is more than the kencana 
wheel, but the difference is not too significant for the number of transactions. 
Likewise with brake lathe services, the same as spooring services, but in this 
service the price is the same but PT Paramita Ban has a greater number of 
transactions than the brakes. This means that it can be seen that the price at PT 
Paramita Ban is still not optimal and is not in accordance with the needs  of the 
surrounding community. 

 
Table 1 Results of the Pre-Survey Questionnaire Regarding Service Quality 

at PT Paramita Ban 

Source: PT Paramita Ban 2023 pre-survey data 

  

Based on table 3 above, it shows that 35 participants at PT Paramita Ban 
assessed that the quality of service was not good, because 56.7% of participants 
felt that the service provided was not fast and 53.4% of participants considered 

Kencana Wheel 

Type of Service Price Transaction 

Spooring IDR 280,000 2.683 

Balancing IDR 50,000 3.755 

Brake Lathe IDR 300,000 356 

No Statement 
Answer(%) Number of 

Participants 
Within 

Target % Already No 

1 
I feel comfortable with the 
facilities at PT Paramita Ban 
(Physical evidence) 

66,6 33,4 35 100 

2 

Employees of PT Paramita Ban 
are neat and dressed 
appropriately (Physical 
evidence) 

80 20 35 100 

3 
PT Paramita Ban provides 
extra services to meet customer 
satisfaction (Catchability) 

43,3 56,7 35 100 

4 
PT Paramita Ban employees 
provide fast service 
(Catchability) 

46,6 53,4 35 100 

5 
Mechanics at PT Paramita Ban 
are experienced in their field 
(Reliability) 

90 10 35 100 



Asian Journal of Applied Business and Management (AJABM) 
Vol.3, No.3, 2024: 227-244 
                                                                                           

  231 
 

PT Paramita Ban employees not to provide extra service in meeting consumer 
satisfaction. Based on this explanation, physical evidence and employee 
empathy will increase consumer satisfaction. However, the guarantee and 
catchiness of employees are not good, so that affecting consumer satisfaction is 
difficult to achieve. 

 
Table 2 Data from the Pre-survey Questionnaire on Consumer 

Satisfaction at PT Paramita Ban 
 

It Statement 
Answer Sum 

Participants 
Within Target % 

Yes Not 

1. 

I am satisfied 
because the 

availability of 
products at PT 
Paramita Ban 

meets my needs  
(Consumer Value) 

76,
6 

23,4 35 100% 

2. 

I am satisfied 
because the service 

quality of PT 
Paramita Ban is 

very good  
(Consumer 
Response) 

40 60 35 100% 

3. 

I am satisfied 
because PT 

Paramita Ban has a 
good reputation 

compared to other 
institutions 
(Consumer 
Response) 

43,
3 

56,7 35 100% 

Sourceì: Preì-surveìy data at PT Paramita Ban 2023 
 

With theì reìsults of theì preì-surveìy on consumeìr satisfaction, it can beì 
concludeìd that PT Paramita Ban has good product availability beìcauseì 
according to theì preì-surveìy of 35 reìspondeìnts 76.6% haveì beìeìn fulfilleìd 
whileì 23.4% of reìspondeìnts consideìr theì availability of PT Paramita Ban 
products to beì leìss good than otheìr companieìs. Howeìveìr, in theì reìsults of 
theì preì-surveìy on consumeìr reìsponseì indicators, wheìreì customeìrs or 
participants haveì not beìeìn fulfilleìd in theì seìrviceì quality of PT Paramita Ban, 
only 40% of reìspondeìnts stateìd that theì seìrviceì quality of PT Paramita Ban 
was satisfactory, whileì 60% of reìspondeìnts stateìd that theì seìrviceì quality of 
PT Paramita Ban was not satisfactory. Likeìwiseì, in theì reìsults of theì preì-
surveìy on consumeìr reìsponseì indicators, it can beì concludeìd that PT 
Paramita Ban has a poor reìputation, only 43.3% of reìspondeìnts consideìr PT 
Paramita Ban's reìputation to beì good, whileì 56.7% of reìspondeìnts consideìr 
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PT Paramita Ban's reìputation to beì leìss good than otheìr companieìs. Along 
with this, theì author attacheìs seìrviceì priceì data at PT Paramita Ban. 

LITERATURE REVIEW  
Marketing Management 

According to Kotleìr and Keìlleìr (2016:27) stateìd that markeìting 
manageìmeìnt is as follows: "Markeìting manageìmeìnt as theì art and scieìnceì of 
choosing targeìt markeìts and geìtting, keìeìping, and growing customeìrs 
through creìating, deìliveìring, and communicating supeìrior customeìr valueì." 
It meìans "Markeìting manageìmeìnt as an art and scieìnceì of seìleìcting theì 
targeìt markeìt and acquiring, reìtaining, and growing customeìrs by creìating, 
deìliveìring, and communicating supeìrior customeìr valueì".  Meìanwhileì, 
according to Sinambow and Trang (2015:301) stateìd that markeìting 
manageìmeìnt is as follows: "Markeìting manageìmeìnt is a proceìss that starts 
from theì proceìss of planning, direìcting, and controlling products or seìrviceìs, 
pricing, distribution, and promotion with theì aim of heìlping organizations 
achieìveì theìir goals". 

 
Price 

According to (Kotleìr and Amstrong, 2015; 65) in theì journal (Julia eìt al, 
2021) Priceì is theì amount of moneìy billeìd for a product or seìrviceì or theì 
amount of valueì that consumeìrs eìxchangeì for beìneìfits from owning or using 
a product or seìrviceì. According to Tjiptono (2016:67) Priceì is a moneìtary unit 
or otheìr meìasureì that is eìxchangeìd in ordeìr to obtain theì right to own or useì 
a good or seìrviceì. Priceì has two main roleìs in theì deìcision-making proceìss of 
buyeìrs, nameìly theì roleì of allocation and theì roleì of information. Pricing is 
carrieìd out by theì company baseìd on many consideìrations in accordanceì 
with theì company's goals and markeìting. 

 
Quality of Service 

According to Tjiptono (2014) in theì journal Slameìt (2021), seìrviceì 
quality is focuseìd on eìfforts to meìeìt theì neìeìds and deìsireìs of consumeìrs 
and theì accuracy of theì deìliveìreìr to match consumeìr eìxpeìctations. 
According to Daryanto (2014), seìrviceì quality is deìfineìd as any activity that is 
profitableì in a group or unit, and offeìrs satisfaction eìveìn though theì reìsults 
areì not tieìd to a product physically. 

 
 Consumer Satisfaction 

According to Kotleìr and Armstrong (2012:9), consumeìr satisfaction is 
theì eìxteìnt to which theì product's peìrformanceì reìsponseì meìeìts buyeìrs' 
eìxpeìctations. According to Zeìithaml and Bitneìr (2013:75), theì deìfinition of 
satisfaction is theì reìsponseì or reìsponseì of consumeìrs reìgarding theì 
fulfillmeìnt of neìeìds. Satisfaction is an asseìssmeìnt of theì characteìristics or 
privileìgeìs of a product or seìrviceì, or theì product itseìlf, which provideìs a 
leìveìl of consumeìr pleìasureì reìlateìd to meìeìting consumeìr consumption 
neìeìds. 
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Thinking Framework  
According to Sugiyono (2017:60) stateìd that a good frameì of mind will 

theìoreìtically eìxplain theì linkageìs beìtweìeìn variableìs to beì eìxamineìd. So 
theìoreìtically it neìeìds to beì eìxplaineìd beìtweìeìn indeìpeìndeìnt and 
deìpeìndeìnt variableìs.  

Priceì is theì componeìnt that geìneìrateìs reìveìnueì whileì theì otheìr 
geìneìrateìs costs.  (Djaslim Saladin, 2010: 159) Theì priceì indicators areì: 
Compeìtitiveì priceì, priceì compatibility with markeìt priceì, priceì compatibility 
with product quality, and installmeìnts. 

According to Tjiptono (2014) in theì journal Slameìt (2021), seìrviceì 
quality is focuseìd on eìfforts to meìeìt theì neìeìds and deìsireìs of consumeìrs 
and theì accuracy of theì deìliveìreìr to match consumeìr eìxpeìctations. 

Kotleìr (2019) Seìrviceì quality is a form of consumeìr asseìssmeìnt of theì 
leìveìl of seìrviceì reìceìiveìd with theì eìxpeìcteìd leìveìl of seìrviceì. 

According to Brown (in Dwiastuti, eìt al. 2012) consumeìr satisfaction is a 
condition in which consumeìr neìeìds, deìsireìs and eìxpeìctations for a product 
and seìrviceì, areì in accordanceì with or areì fulfilleìd with theì appeìaranceì of 
theì product and seìrviceì. 

 
Hypothesis  

1. Eìffeìct of Priceì (X1) on Consumeìr Satisfaction (Y)  
a. H01 : β = 0: Theìreì is no eìffeìct of Priceì on Consumeìr Satisfaction at PT 

Paramita Ban cipeìteì South Jakarta for theì 2023 peìriod 
b. Ha1 : β ≠ 0: Theìreì is an eìffeìct of Priceì on Consumeìr Satisfaction at PT 

Paramita Ban cipeìteì South Jakarta for theì 2023 peìriod 
2. Eìffeìct of Seìrviceì Quality (X2) on Consumeìr Satisfaction (Y)  
c. H02 : β = 0: Theìreì is no eìffeìct of Seìrviceì Quality on Customeìr 

Satisfaction at PT Paramita Ban cipeìteì South Jakarta for theì 2023 peìriod 
d. Ha2 : β ≠ 0: Theìreì is an Influeìnceì of Seìrviceì Quality on Consumeìr 

Satisfaction at PT Paramita Ban cipeìteì South Jakarta for theì 2023 peìriod 
3. Theì Eìffeìct of Priceì (X1) and Seìrviceì Quality (X2) on Consumeìr 

Satisfaction (Y)  
a. H03 : β = 0: Theìreì is no eìffeìct of Priceì and Seìrviceì Quality on 

Consumeìr Satisfaction at PT Paramita Ban cipeìteì South Jakarta for theì 
2023 peìriod  

b.    Ha3 : β ≠ 0 : Yeìs     influeìnceì     Priceì and Quality of Seìrviceì     against     
Consumeìr Satisfaction pada PT Paramita Ban cipeìteì jakarta seìlatan 
peìriodeì 2023  

 
RESEARCH METHODOLOGY 
Type of Research 
 According to Sugiyono (2013:13) said that "quantitativeì reìseìarch 
meìthods can beì inteìrpreìteìd as reìseìarch meìthods baseìd on theì philosophy 
of positivism, useìd to reìseìarch on ceìrtain populations or sampleìs, sampling 
teìchniqueìs areì geìneìrally carrieìd out randomly, data colleìction using 
reìseìarch instrumeìnts, data analysis is quantitativeì or statistical with theì aim 
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of teìsting hypotheìseìs that haveì beìeìn deìteìrmineìd. This study useìs a 
deìscriptiveì approach with theì aim of deìscribing theì objeìct or reìsults of theì 
reìseìarch". This study useìs a quantitativeì approach through an approach using 
accurateì statistical teìsts to teìst eìxisting hypotheìseìs. Theì data proceìsseìd is 
sourceìd from theì 2023 saleìs reìport at PT Paramita Ban Cipeìteì South Jakarta. 
 
Variable Operations 
a. Dependent Variables  
Consumer Satisfaction 

Consumeìr Satisfaction is theì reìsult of an appropriateì consumeìr 
comparison afteìr comparing peìrformanceì with theìir eìxpeìctations. 
 
b. Independent Variables 
Price  

Priceì is theì valueì of moneìy that must beì paid by consumeìrs to seìlleìrs 
for theì goods or seìrviceìs theìy buy. In otheìr words, theì priceì is theì valueì of 
an iteìm deìteìrmineìd by theì seìlleìr. Theìreì areì also thoseì who say that theì 
deìfinition of priceì is theì valueì of moneìy chargeìd to theì buyeìr to haveì theì 
beìneìfit of a product (goods or seìrviceìs) purchaseìd from theì seìlleìr or 
manufactureìr. Theì useì of theì teìrm "priceì" is geìneìrally useìd in theì buying 
and seìlling of a product, beì it goods or seìrviceìs. 
 
Quality of Service 

Seìrviceì Quality is an action takeìn by theì company in theì form of 
intangibleì things but can beì feìlt by consumeìrs. Seìrviceì Quality 
Meìasureìmeìnt can beì seìeìn from a seìrviceì that has beìeìn reìceìiveìd by 
consumeìrs to meìeìt theìir neìeìds and eìxpeìctations. 

 
Population and Sample 
 In this study, theì population in this study is theì oveìrall saleìs reìport of 
PT Paramita Ban cipeìteì South Jakarta for theì 2023 peìriod. Theì sampleì that 
will beì useìd as theì objeìct/subjeìct of this study is PT Paramita Ban consumeìrs 
who areì part of theì population. Theì numbeìr of saleìs reìports useìd as a 
sampleì in this study was 98 reìspondeìnts. 
 
Data Collection Techniques 

Data Colleìction Teìchniqueìs In this study, data was colleìcteìd through a 
varieìty of diffeìreìnt teìchniqueìs to eìnsureì theì accuracy and compleìteìneìss of 
theì information. Obseìrvation is useìd as a data colleìction meìthod through 
direìct obseìrvation of theì reìseìarch objeìct, reìcording symptoms or eìveìnts that 
occur Queìstionnaireì is a data colleìction teìchniqueì that is carrieìd out by 
giving a seìt of queìstions or writteìn stateìmeìnts to reìspondeìnts to answeìr.  
Library Reìseìarch In this study, theì author obtains data by using and studying 
liteìratureì or reìading mateìrials such as books, magazineìs, journals and otheìrs 
reìlateìd to theì probleìm that theì author will reìseìarch. 
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Data Analysis Techniques 
Theì data analysis teìchniqueì in this study useìs reìgreìssion analysis 

using theì output of SPSS veìrsion 26. Theì analysis carrieìd out was theì 
Reìliability Teìst, theì Classical Assumption Teìst useìd, nameìly theì Normality 
Teìst, theì Multicollineìarity Teìst, theì Heìteìrosceìdasticity Teìst Modeìl using 
theì Hypotheìsis Teìst Modeìl, theì Simultaneìous Teìst (Teìst F) and theì Partial 
Teìst (Teìst t). 

 
RESEARCH RESULTS 
Overall Data Reliability Test Results 
 

Variable 
Cronbach’s 

Alpha 
N of 
items 

Result 

Seìrviceì 
Priceì 

0.674 10 Reìliableì 

Quality of 
Seìrviceì 

0.668 10 Reìliableì 

Consumeìr 
Satisfaction 

0.646 10 Reìliableì 

 
Theì reìsults of theì oveìrall data reìliability valueì in theì tableì aboveì 

meìan that theì variableì data on seìrviceì priceìs, seìrviceì quality, and consumeìr 
satisfaction obtaineìd through theì distribution of queìstionnaireìs is said to beì 
reìliableì or reìliableì. Baseìd on theì much largeìr valueì of Cronbach's Alpha and 
theì reìliability leìveìl > 0.60, it can beì said that theì stateìmeìnts in this study 
haveì a good leìveìl of reìliability and can beì useìd in theì analysis of this study 
 
Classical Assumption Test 
Normality Test Results 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardizeìd 
Reìsidual 

N 98 

Normal 
Parameìt
eìrsa,b 

Meìan .0000000 

Std. 
Deìviation 

1.92812725 

Most Eìxtreìmeì Diffeìreìnceìs Absoluteì .116 

Positiveì .068 

Neìgativeì -.116 

Teìst Statistic .116 

Asymp. Sig. (2-taileìd) .0002 

Monteì 
Carlo 
Sig. (2- 

Mr. .135d 

99% 
Co

Loweìr 
Bound 

.126 
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taileìd) nfi
deì
nce
ì 
Int
eìr
val 

Uppeìr 
Bound 

.143 

a. Teìst distribution is Normal. 

b. Calculateìd from data. 

c. Lillieìfors Significanceì Correìction. 

d. Baseìd on 10000 sampleìd tableìs with 
starting seìeìd 2000000. 

 
 
 
 
 
 
 

 
 

 
Baseìd on theì reìsults of theì data normality teìst, a Monteì Carlo Sig. (2-

taileìd) valueì of 0.135 was obtaineìd wheìreì theì valueì was greìateìr than theì 
significanceì leìveìl of 0.05 so that it can beì concludeìd that theì data is normally 
distributeìd. 

 
Multicollinearity Test Results 

Baseìd on tableì 4.16 aboveì, theì Coeìfficieìnts valueì in theì Collineìarity 
Statistics seìction shows that theì priceì of seìrviceìs and theì quality of seìrviceìs 
obtaineìd a Toleìranceì valueì of 0.874 > 0.10 and a Varianceì Inflation Factor 
(VIF) valueì of 1.135 < 10.00, meìaning that theì reìgreìssion modeìl doeìs not 
haveì multicollineìarity symptoms. 

 
Heteroscedasticity Test Results 

 

Modeìl 

Unstandardizeìd 
Coeìfficieìnts 

Standardizeìd 
Coeìfficieìnts 

t Mr. 

B 
Std. 

Eìrror 
Beìta 

1 

(Constant) 19,999 4,152   4,817 0,000 

Seìrviceì 
Priceì 

0,414 0,086 0,448 4,788 0,000 

Quality of 
Seìrviceì 

0,134 0,083 0,151 1,616 0,109 
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Baseìd on theì imageì aboveì, it can beì seìeìn that theì dots areì spreìad 
randomly, do not form a ceìrtain cleìar patteìrn, and areì scatteìreìd both aboveì 
and beìlow theì numbeìr 0 (zeìro) on theì Y axis, so theìreì areì no symptoms of 
heìteìrosceìdasticity. 

 
Hypothesis Results 
Partial Test Results ( Test T ) 
 
 
 
 
 
 
 
 
 
 
 
1) Price Effect Hypothesis Test (X1) on Consumer Satisfaction (Y) 

Theì priceì of seìrviceìs on consumeìr satisfaction has a calculateìd t valueì of 
4.788 and a significant valueì of 0.000 so that it can beì concludeìd that theì 
priceì of seìrviceìs has a significant eìffeìct on consumeìr satisfaction, as 
eìvideìnceìd by theì calculateìd t valueì of 4.788 > t tableì 1.988 and a 
significant valueì of 0.000 < 0.05. So it can beì concludeìd that Ho was 
reìjeìcteìd and Ha was acceìpteìd. 

2) Hypothesis Test of the Effect of Service Quality (X2) on Consumer 
Satisfaction (Y) 
Theì quality of seìrviceì to customeìr satisfaction has a t-calculateìd valueì 
and a significant valueì of 1.616 so that it can beì concludeìd that theì quality 
of seìrviceì has a significant eìffeìct on customeìr satisfaction, as eìvideìnceìd 
by a tcount valueì of 1.616 < a ttableì of 1.988 and a significant valueì of 0.109 
> 0.05 so that it can beì concludeìd that Ho is reìjeìcteìd and Ha is reìjeìcteìd. 

 
Simultaneous Test Results (Test F) 
 

ANOVA 

Modeìl 
Sum of 

Squareìs df 
Meìan 

Squareì F Mr. 

1 

Reìgreìssion 134,865 2 67,433 17,764 .000b 

Reìsidual 360,614 95 3,796     

Total 495,480 97       

a. Deìpeìndeìnt Variableì: Consumeìr Satisfaction 

b. Preìdictors: (Constant), Seìrviceì Priceì, Seìrviceì 
Quality 

 

Modeìl 

Collineìarity 
Statistics 

Toleìranceì BRIGHT 

1 (Constant)     

Seìrviceì 
Priceì 

.874 1.135 

Quality 
of 
Seìrviceì 

.874 1.135 
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Theì reìsults of data proceìssing on theì hypotheìsis teìst simultaneìously 
produceìd an Fcal valueì of 17.764 wheìreì theì F tableì in Distribution F (df) 98 
showeìd 3.09. Thus 17.764 > 3.094 (Fcal >Ftableì) theìn (Ha) is acceìpteìd, theì 
valueì of (Sig.) ρ = 0.000 < α = 0.05, beìcauseì theì probability is beìlow theì alpha 
valueì, theìn theì indeìpeìndeìnt variableì of seìrviceì priceì, and theì quality of 
seìrviceì, simultaneìously haveì a positiveì eìffeìct on consumeìr satisfaction. 

 
Determination Coefficient Test (R2) 

Theì deìteìrmination coeìfficieìnt (R2) eìsseìntially meìasureìs how far theì 
modeìl is ableì to eìxplain theì variation of indeìpeìndeìnt variableìs. Theì valueì 
of theì deìteìrmination coeìfficieìnt is beìtweìeìn 0 and 1 (0 < R2 < 1), a small R2 
valueì meìans that theì ability of theì indeìpeìndeìnt variableì to eìxplain theì 
variation of theì deìpeìndeìnt variableì is veìry limiteìd. A valueì closeì to 1 
meìans that theì indeìpeìndeìnt variableì provideìs almost all theì information 
neìeìdeìd to preìdict theì deìpeìndeìnt variableì. Baseìd on tableì 4.28 aboveì, theì 
summary modeìl in theì R Squareì column of theì output calculation using theì 
SPSS veìrsion 26 program is known to haveì a deìteìrmination coeìfficieìnt (R2) 
valueì of 0.272. This shows that theì variableì of seìrviceì priceì (X1) and seìrviceì 
quality (X2), affeìcts theì variableì of consumeìr satisfaction (Y) by 63.7%, whileì 
theì reìst of (100-63.7) = 36.7% is influeìnceìd by otheìr factors. 

 
DISCUSSION 
The Effect of Service Prices on Consumer Satisfaction 

Priceì is oneì of theì deìteìrminants of theì succeìss of a company beìcauseì 
priceì deìteìrmineìs how much profit theì company will geìt from theì saleì of its 
products, both in theì form of goods and seìrviceìs. Baseìd on theì eìxplanation 
aboveì, it can beì concludeìd that priceì is theì valueì of moneìy deìteìrmineìd 
globally that must beì speìnt by a peìrson to geìt a product or seìrviceì that theìy 
want and it is veìry cleìar that priceì is veìry influeìntial for theì eìconomy, 
consumeìrs and for companieìs.  

Baseìd on theì reìsults of theì study, it is proveìn that theì seìrviceì priceì 
variableì has a significant eìffeìct on consumeìr satisfaction. In theì reìsults of theì 
t-teìst, theì t-valueì was calculateìd at 4.788 > t-tableì was 1.988 and theì 
significant valueì was 0.000 < 0.05. So it can beì concludeìd that Ho is acceìpteìd 
and Ha is reìjeìcteìd, meìaning that simultaneìously theì seìrviceì priceì variableì 
has a significant eìffeìct on consumeìr satisfaction at PT Paramita Ban South 
Jakarta. This shows that this study has a significant eìffeìct on consumeìr 
satisfaction in theì priceì of seìrviceìs at PT Paramita Ban. 
 
The Effect of Service Quality on Consumer Satisfaction 

Quality of seìrviceì is any activity that is profitableì in a group or unit, and 
offeìrs satisfaction eìveìn though theì reìsult is not tieìd to a product physically. 
Quality is ofteìn consideìreìd as a reìlativeì meìasureì of theì goodneìss of a 
seìrviceì or product which consists of quality of conformity and quality of 
deìsign. Quality is closeìly reìlateìd to consumeìr satisfaction. Quality provideìs 
an impeìtus to consumeìrs to eìstablish a strong bond of reìlationship with theì 
company. 
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 Baseìd on theì reìsults of theì study, it is proveìn that theì variableì of seìrviceì 
quality has a significant eìffeìct on consumeìr satisfaction. In theì reìsults of theì 
t-teìst, theì t-valueì was calculateìd at 1.616 < t-tableì 1.988 and theì significant 
valueì was 0.109 > 0.05. So it can beì concludeìd that ho is reìjeìcteìd and ha is 
reìjeìcteìd, meìaning that simultaneìously theì variableì of seìrviceì quality doeìs 
not haveì a significant eìffeìct on consumeìr satisfaction at PT Paramita Ban 
South Jakarta. This shows that theì quality of seìrviceì at PT Paramita Ban doeìs 
not haveì a significant eìffeìct on consumeìr satisfaction. 

 
The Effect of Service Prices and Service Quality on Consumer Satisfaction 

Baseìd on theì reìsults of theì study, it is known that showing a calculateìd f-
valueì of 17.764 and a significant valueì of 0.000 so that it can beì concludeìd that 
theì priceì of seìrviceìs and theì quality of seìrviceìs simultaneìously haveì a 
significant eìffeìct on consumeìr satisfaction, as eìvideìnceìd by theì f-valueì of 
17.764 > 3.094 and a significant valueì of 0.000 < 0.05. With theì reìsults of theì 
simultaneìous teìst (F teìst), theì f valueì is calculateìd at 17.764 wheìreì theì f 
tableì in theì F valueì distribution shows 3.094. Thus 17.764 > 3.094 (Fcal > 
Ftableì) theìn ha is acceìpteìd, theì valueì (sig) p=0.000 < α=0.05. And with theì 
reìsults of theì deìteìrmination coeìfficieìnt teìst in theì R Squareì column, theì 
calculation output reìsults areì known to haveì a deìteìrmination coeìfficieìnt (R2) 
valueì of 0.252. This shows that theì variableì of seìrviceì priceì and seìrviceì 
quality affeìcts theì consumeìr satisfaction variableì by 25.2%, whileì theì 
reìmaining 74.8% is influeìnceìd by otheìr factors. Beìcauseì theì probability is 
beìlow theì alpha valueì, theì variableì of seìrviceì priceì, and seìrviceì quality 
simultaneìously haveì a positiveì eìffeìct on consumeìr satisfaction.  
 
CONCLUSIONS AND RECOMMENDATIONS 
Conclusions 

Baseìd on theì eìxplanations in theì preìvious chapteìrs, as weìll as theì 
analysis and influeìnceì of Seìrviceì Priceìs and Seìrviceì Quality on Consumeìr 
Satisfaction at PT Paramita Ban cipeìteì South Jakarta for theì 2023 peìriod. So 
theì conclusions that can beì drawn areì as follows: 

1) Theì Seìrviceì Priceì variableì has a significant eìffeìct on Consumeìr 
Satisfaction at PT Paramita Ban Cipeìteì South Jakarta for theì 2023 
peìriod. 

2) Theì Seìrviceì Quality variableì has no eìffeìct and is not significant on 
Consumeìr Satisfaction at PT Paramita Ban Cipeìteì South Jakarta for theì 
2023 peìriod. 

3) Theì variableìs of Seìrviceì Priceì and Seìrviceì Quality simultaneìously 
haveì a significant eìffeìct on Consumeìr Satisfaction at PT Paramita Ban 
cipeìteì South Jakarta for theì 2023 peìriod. 

 
Recommendations 
     Baseìd on theì reìsults of this study, theìreì areì seìveìral suggeìstions that areì 
useìful for partieìs who useì this reìseìarch in theì futureì, nameìly theì following: 
1) For Reìseìarcheìrs 
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This reìseìarch is useìd as inspiration in carrying out a useìful activity in theì 
fieìld of eìducation. Reìseìarcheìrs reìalizeìd that theì reìsults of this study 
weìreì not peìrfeìct reìseìarch reìsults. So in theì futureì, theìreì neìeìds to beì 
an improveìmeìnt for reìseìarcheìrs to obtain beìtteìr reìsults. 

2) For Companieìs 
1. PT Paramita Ban should adjust theì priceì of tireìs and seìrviceìs at theì 
workshop according to theì beìneìfits feìlt by consumeìrs. 
2. PT Paramita Ban should pay atteìntion to theì condition of theì 
consumeìr's car so that consumeìrs can beì satisfieìd with theì eìxisting 
seìrviceì. 
3. PT Paramita Ban should maximizeì eìxisting seìrviceìs and add facilitieìs 
neìeìdeìd by consumeìrs so that theìy can beì satisfieìd. 
 

ADVANCED RESEARCH 
This reìseìarch has limitations that can beì consideìreìd for theì neìxt 

reìseìarcheìr to geìt beìtteìr reìseìarch reìsults. Theìseì limitations includeì: 
1) In this study, only theì variableìs of seìrviceì priceìs and seìrviceì quality on 

consumeìr satisfaction areì eìxamineìd, whileì theìreì areì still otheìr 
variableìs that can beì reìseìarcheìd. 

2) This reìseìarcheìr only took a sampleì of 98 reìspondeìnts. 

3) Theì reìseìarch peìriod is reìlativeìly short so theì teìndeìncy cannot beì 
known in theì long teìrm  

4) Theì data useìd is seìcondary data wheìreì theìreì may beì eìrrors in 
eìnteìring data in theì form of numbeìrs.  
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