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ABSTRAK

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 le;l?aiiliro(;fs
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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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

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

Answer(%) Number of Within
Already No Participants | Target %

No Statement

I feel comfortable with the
1 facilities at PT Paramita Ban 66,6 33,4 35 100
(Physical evidence)

Employees of PT Paramita Ban
5 | areneat .and dressed. 30 20 35 100
appropriately (Physical

evidence)

PT Paramita Ban provides
3 extra services to meet customer 43,3 56,7 35 100
satisfaction (Catchability)

PT Paramita Ban employees

4 provide fast service 46,6 53,4 35 100
(Catchability)
Mechanics at PT Paramita Ban

5 | are experienced in their field 90 10 35 100
(Reliability)

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
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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

Answer Sum
I .. ithin T 9
t Statement Yeos | Not Participants Within Target %

I am satisfied
because the
availability of
1. products at PT
Paramita Ban
meets my needs
(Consumer Value)
I am satisfied
because the service
quality of PT
2. Paramita Ban is 40 60 35 100%
very good
(Consumer
Response)

I am satisfied
because PT
Paramita Ban has a

good reputation | 43,
compared to other | 3
institutions
(Consumer
Response)
Sourcet: Prei-survety data at PT Paramita Ban 2023

76, 234 35 100%

56,7 35 100%

With thei reisults of thei prei-survely on consumeir satisfaction, it can bei
concludeid that PT Paramita Ban has good product availability beicausei
according to thei prei-survely of 35 reispondeints 76.6% havei beiein fulfilleid
whilei 23.4% of reispondeints consideir thei availability of PT Paramita Ban
products to bei leiss good than otheir companieis. Howeivelir, in thei reisults of
thei prei-survely on consumeir reisponsei indicators, wheirei customeirs or
participants haveinot beiein fulfilleid in thei seirvicei quality of PT Paramita Ban,
only 40% of reispondeints stateid that thei seirvicei quality of PT Paramita Ban
was satisfactory, whilei 60% of reispondeints stateid that thei seirvicei quality of
PT Paramita Ban was not satisfactory. Likeiwisei, in thei reisults of thei prei-
survely on consumeir reisponsei indicators, it can bei concludeid that PT
Paramita Ban has a poor reiputation, only 43.3% of reispondeints consideir PT
Paramita Ban's reiputation to bei good, whilei 56.7% of reispondeints consideir
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PT Paramita Ban's reiputation to bei leiss good than otheir companieis. Along
with this, thei author attacheis seirvicei pricei data at PT Paramita Ban.

LITERATURE REVIEW
Marketing Management

According to Kotleir and Keilleir (2016:27) stateid that markeiting
manageimeint is as follows: "Markeiting manageimeint as theiart and scieincei of
choosing targeit markeits and geitting, keieiping, and growing customeirs
through creiating, deiliveiring, and communicating supeirior customeir valuei."
It meians "Markeiting manageimeint as an art and scieincei of seileicting thei
targeit markeit and acquiring, reitaining, and growing customeirs by creiating,
deiliveiring, and communicating supeirior customeir valuei'. Meianwhilej,
according to Sinambow and Trang (2015:301) stateid that markeiting
manageimeint is as follows: "Markeiting manageimeint is a proceiss that starts
from thei proceiss of planning, direicting, and controlling products or seirviceis,
pricing, distribution, and promotion with thei aim of heilping organizations
achieivei theiir goals".

Price

According to (Kotleir and Amstrong, 2015; 65) in thei journal (Julia eit al,
2021) Pricei is thei amount of moneiy billeid for a product or seirvicei or thei
amount of valuei that consumeirs eixchangei for beineifits from owning or using
a product or seirvicei. According to Tjiptono (2016:67) Pricei is a moneitary unit
or otheir meiasurei that is eixchangeid in ordeir to obtain theiright to own or usei
a good or seirvicel Pricei has two main roleis in thei deicision-making proceiss of
buyeirs, nameily thei rolei of allocation and thei rolei of information. Pricing is
carrieid out by thei company baseid on many consideirations in accordancei
with thei company's goals and markeiting.

Quality of Service

According to Tjiptono (2014) in thei journal Slameit (2021), seirvicei
quality is focuseid on eifforts to meieit thei neieids and deisireis of consumeirs
and thei accuracy of thei deiliveireir to match consumeir eixpeictations.
According to Daryanto (2014), seirvicei quality is deifineid as any activity that is
profitablei in a group or unit, and offeirs satisfaction eivein though thei reisults
areinot tieid to a product physically.

Consumer Satisfaction

According to Kotleir and Armstrong (2012:9), consumeir satisfaction is
thei eixteint to which thei product's peirformancei reisponsei meieits buyeirs'
eixpeictations. According to Zeiithaml and Bitneir (2013:75), thei deifinition of
satisfaction is thei reisponsei or reisponsei of consumeirs reigarding thei
tulfillmeint of neieids. Satisfaction is an asseissmeint of thei characteiristics or
privileigeis of a product or seirvicei, or thei product itseilf, which provideis a
leivell of consumeir pleiasurei reilateid to meieiting consumeir consumption
neieids.
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Thinking Framework

According to Sugiyono (2017:60) stateid that a good framei of mind will
theioreitically eixplain thei linkageis beitweiein variableis to bei eixamineid. So
theioreitically it neieids to bei eixplaineid beitweiein indeipeindeint and
deipeindeint variableis.

Pricei is thei componeint that geineirateis reiveinuei whilei thei otheir
geineirateis costs. (Djaslim Saladin, 2010: 159) Theil pricei indicators arei:
Compeititivei pricei, pricei compatibility with markeit pricei, pricei compatibility
with product quality, and installmeints.

According to Tjiptono (2014) in thei journal Slameit (2021), seirvicei
quality is focuseid on eifforts to meieit thei neieids and deisireis of consumeirs
and theiaccuracy of thei deiliveireir to match consumeir eixpeictations.

Kotleir (2019) Seirvicei quality is a form of consumeir asseissmeint of thei
leiveil of seirvicei reiceiiveid with thei eixpeicteid leivelil of seirvicei.

According to Brown (in Dwiastuti, eit al. 2012) consumeir satisfaction is a
condition in which consumeir neieids, deisireis and eixpeictations for a product
and seirvicei, arei in accordancei with or arei fulfilleid with thei appeiarancei of
thei product and seirvicei.

Hypothesis

1. Eiffeict of Pricei (X1) on Consumeir Satisfaction (Y)

a. HO1 : B = 0: Theirei is no eiffeict of Pricei on Consumeir Satisfaction at PT
Paramita Ban cipeitei South Jakarta for thei 2023 peiriod

b. Hal : B # 0: Theirei is an eiffeict of Pricei on Consumeir Satisfaction at PT
Paramita Ban cipeitei South Jakarta for thei 2023 peiriod
Eiffeict of Seirvicei Quality (X2) on Consumeir Satisfaction (Y)

c. HO2 : B = 0: Theirei is no eiffeict of Seirviceli Quality on Customeir
Satisfaction at PT Paramita Ban cipeitei South Jakarta for thei 2023 peiriod

d. Ha2 : $ # 0: Theirei is an Influeincei of Seirvicei Quality on Consumeir
Satisfaction at PT Paramita Ban cipeitei South Jakarta for thei 2023 peiriod

3. Thei Eiffeict of Pricei (X1) and Seirvicei Quality (X2) on Consumeir
Satisfaction (Y)

a. HO3 : B = 0: Theirei is no eiffeict of Pricei and Seirvicei Quality on
Consumeir Satisfaction at PT Paramita Ban cipeitei South Jakarta for thei
2023 peiriod

b. Ha3:p#0:Yeis influeincei Priceiand Quality of Seirvicei against
Consumeir Satisfaction pada PT Paramita Ban cipeitei jakarta seilatan
peiriodei 2023

RESEARCH METHODOLOGY
Type of Research

According to Sugiyono (2013:13) said that "quantitativel reiseiarch
meithods can bei inteirpreiteid as reiseiarch meithods baseid on thei philosophy
of positivism, useid to reiseiarch on ceirtain populations or sampleis, sampling
teichniqueis arei geineirally carrieid out randomly, data colleiction using
reiseiarch instrumeints, data analysis is quantitativei or statistical with thei aim
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of teisting hypotheiseis that havei beiein deiteirmineid. This study useis a
deiscriptivei approach with thei aim of deiscribing thei objeict or reisults of thei
reiseiarch". This study useis a quantitativei approach through an approach using
accuratei statistical teists to teist eixisting hypotheiseis. Thei data proceisseid is
sourceid from thei 2023 saleis reiport at PT Paramita Ban Cipeitei South Jakarta.

Variable Operations
a. Dependent Variables
Consumer Satisfaction
Consumeir Satisfaction is thei reisult of an appropriatei consumeir
comparison afteir comparing peirformancei with theiir eixpeictations.

b. Independent Variables
Price

Pricei is thei valuei of moneiy that must bei paid by consumeirs to seilleirs
for thei goods or seirviceis thely buy. In otheir words, thei pricei is thei valuei of
an iteim deiteirmineid by thei seilleir. Theirei arei also thosei who say that thei
deifinition of pricei is thei valuei of monely chargeid to thei buyeir to havei thei
beineifit of a product (goods or seirviceis) purchaseid from thei seilleir or
manufactureir. Thei usei of thei teirm "pricei' is geineirally useid in thei buying
and seilling of a product, bei it goods or seirviceis.

Quality of Service

Seirvicel Quality is an action takein by thei company in thei form of
intangiblei things but can bei feilt by consumeirs. Seirvicei Quality
Meiasureimeint can bei seiein from a seirvicei that has beiein reiceiiveid by
consumeirs to meieit theiir neieids and eixpeictations.

Population and Sample

In this study, thei population in this study is thei oveirall saleis reiport of
PT Paramita Ban cipeitel South Jakarta for thei 2023 peiriod. Thei samplei that
will bei useid as thei objeict/subjeict of this study is PT Paramita Ban consumeirs
who arei part of thei population. Thei numbeir of saleis reiports useid as a
sampleiin this study was 98 reispondeints.

Data Collection Techniques

Data Colleiction Teichniqueis In this study, data was colleicteid through a
varieity of diffeireint teichniqueis to einsurei thei accuracy and compleiteineiss of
thei information. Obseirvation is useid as a data colleiction meithod through
direict obseirvation of thei reiseiarch objeict, reicording symptoms or eiveints that
occur Queistionnairei is a data colleiction teichniquei that is carrieid out by
giving a seit of queistions or writtein stateimeints to reispondeints to answeir.
Library Reiseiarch In this study, thei author obtains data by using and studying
liteiraturei or reiading mateirials such as books, magazineis, journals and otheirs
reilateid to thei probleim that theiauthor will reiseiarch.

234



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

Data Analysis Techniques

Thei data analysis teichniquei in this study useis reigreission analysis
using thei output of SPSS veirsion 26. Thei analysis carrieid out was thei
Reiliability Teist, thei Classical Assumption Teist useid, nameily thei Normality
Teist, thei Multicollineiarity Teist, thei Heiteirosceidasticity Teist Modeil using
thei Hypotheisis Teist Modeil, thei Simultaneious Teist (Teist F) and thei Partial
Teist (Teist t).

RESEARCH RESULTS
Overall Data Reliability Test Results

. Cronbach’s | N of
Variable Alpha items Result
Seirvicel 0.674 10 | Reiliablei
Pricei
Quality of 0.668 10 | Reiliablei
Seirvicei
Consumerr | ) -1 10 | Reiliablei
Satisfaction

Thei reisults of thei oveirall data reiliability valuei in thei tablei abovei
meian that thei variablei data on seirvicei priceis, seirvicei quality, and consumeir
satisfaction obtaineid through thei distribution of queistionnaireis is said to bei
reiliablei or reiliablel. Baseid on thei much largeir valuei of Cronbach's Alpha and
thei reiliability leiveil > 0.60, it can bei said that thei stateimeints in this study
haveia good leiveil of reiliability and can bei useid in thei analysis of this study

Classical Assumption Test

Normality Test Results
One-Sample Kolinogorov-Smirnov Test
Unstandardizeid
Reisidual
N 98
Normal | Meian .0000000
Faramet Seq| 1.92812725

irqab o e 4.
elrs Deiviation

Most Absolutei 116

Positivel .068

Neigativei |-.116
Teist Statistic 116
Asymp. Sig. (2-taileid) | .0002
Montei |Mr. 135d

Carlo 1999 | Loweir|.126
Sig. (2- |Co |Bound
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taileid) |nfi Uppeir | .143
del |Bound
nce
1
Int
eir
val

a. Teist distribution is Normal.
b. Calculateid from data.
c. Lillieifors Significancei Correiction.

d. Baseid on 10000 sampleid tableis with
starting seieid 2000000.

Unstandardizeid | Standardizeid
\f- DN \f- DN
Modeil Coeifficieints Coeifficieints ¢ M.
Std. .
B X Beita
Eirror
(Constant) | 19,999 | 4,152 4,817 | 0,000
Seirvicel | 114 | 0,086 | 0,448 4,788 | 0,000
1 | Pricei
Quality of | 150 | 0083 | 0151 1,616 | 0,109
Seirvicei

Baseid on thei reisults of thei data normality teist, a Montei Carlo Sig. (2-
taileid) valuei of 0.135 was obtaineid wheirei thei valuei was greiateir than thei
significancei leiveil of 0.05 so that it can bei concludeid that thei data is normally
distributeid.

Multicollinearity Test Results

Baseid on tablei 4.16 abovel, thei Coeifficieints valuei in thei Collineiarity
Statistics seiction shows that thei pricei of seirviceis and thei quality of seirviceis
obtaineid a Toleirancei valuei of 0.874 > 0.10 and a Variancei Inflation Factor
(VIF) valuei of 1.135 < 10.00, meianing that thei reigreission modeil doeis not
havei multicollineiarity symptoms.

Heteroscedasticity Test Results

Scatterplot

Dependent Variable: Kepuasan Konsumen

Regression Studentized Residual
o
o
§
=]
o

4

Regression Standardized Predicted Value
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Baseid on thei imagei above, it can bei seiein that thei dots arei spreiad

randomly, do not form a ceirtain cleiar patteirn, and arei scatteireid both abovei
and beilow thei numbeir 0 (zeiro) on thei Y axis, so theirei arei no symptoms of
heiteirosceidasticity.

Hypothesis Results
Partial Test Results (Test T )
Collinearity
Statistics
Toleiranceir | BRIGHT
1 | (Constant)
Selrvicel | o7 1135
Pricei
Quality
of 874 1.135
Seirvicei

1)

2)

Price Effect Hypothesis Test (X1) on Consumer Satisfaction (Y)

Thei pricei of seirviceis on consumeir satisfaction has a calculateid t valuei of
4.788 and a significant valuei of 0.000 so that it can bei concludeid that thei
pricei of seirviceis has a significant eiffeict on consumeir satisfaction, as
eivideinceid by thei calculateid t valuei of 4.788 > t tablei 1.988 and a
significant valuei of 0.000 < 0.05. So it can bei concludeid that Ho was
rejjeicteid and Ha was acceipteid.

Hypothesis Test of the Effect of Service Quality (X2) on Consumer
Satisfaction (Y)

Thei quality of seirvicei to customeir satisfaction has a t-calculateid valuei
and a significant valuei of 1.616 so that it can bei concludeid that thei quality
of seirvicei has a significant eiffeict on customeir satisfaction, as eivideinceid
by a tcount valuei of 1.616 < a ttablei of 1.988 and a significant valuei of 0.109
> 0.05 so that it can bei concludeid that Ho is rejjeicteid and Ha is rejjeicteid.

Simultaneous Test Results (Test F)

ANOVA
Sum of Meian
Modeil Squareis | df | Squarei| F Mr

Reigreission | 134,865 |2 | 67,433 | 17,764 | .000b

Reisidual 360,614 | 95 | 3,796

Total 495,480 |97

a. Deipeindeint Variablel: Consumeir Satisfaction

b. Preidictors: (Constant), Seirvicei Pricei, Seirvicei
Quality
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Thei reisults of data proceissing on thei hypotheisis teist simultaneiously
produceid an Fcal valuei of 17.764 wheirei thei F tablei in Distribution F (df) 98
showeid 3.09. Thus 17.764 > 3.094 (Fcal >Ftablei) thein (Ha) is acceipteid, thei
valuei of (Sig.) p = 0.000 < a = 0.05, beicausei thei probability is beilow thei alpha
valuei, thein thei indeipeindeint variablei of seirvicei pricei, and thei quality of
seirvicei, simultaneiously haveia positivei eiffeict on consumeir satisfaction.

Determination Coefficient Test (R2)

Thei deiteirmination coeifficieint (R2) eisseintially meiasureis how far thei
modeil is ablei to eixplain thei variation of indeipeindeint variableis. Thei valuei
of thei deiteirmination coeifficieint is beitweiein 0 and 1 (0 < R2 < 1), a small R2
valuei meians that thei ability of thei indeipeindeint variablei to eixplain thei
variation of thei deipeindeint variablei is veiry limiteid. A valuei closei to 1
meians that thei indeipeindeint variablei provideis almost all thei information
neieideid to preidict thei deipeindeint variablei. Baseid on tablei 4.28 abovei, thei
summary modeil in thei R Squarei column of thei output calculation using thei
SPSS veirsion 26 program is known to havei a deiteirmination coeifficieint (R2)
valuei of 0.272. This shows that thei variablei of seirvicei pricei (X1) and seirvicel
quality (X2), affeicts thei variablei of consumeir satisfaction (Y) by 63.7%, whilei
thei reist of (100-63.7) = 36.7% is influeinceid by otheir factors.

DISCUSSION
The Effect of Service Prices on Consumer Satisfaction

Pricei is onei of thei deiteirminants of thei succeiss of a company beicausel
pricei deiteirmineis how much profit thei company will geit from thei salei of its
products, both in thei form of goods and seirviceis. Baseid on thei eixplanation
abovei, it can bei concludeid that pricei is thei valueil of monely deiteirmineid
globally that must bei speint by a peirson to geit a product or seirvicei that thely
want and it is veiry cleiar that pricei is veiry influeintial for thei eiconomy,
consumeirs and for companieis.

Baseid on thei reisults of thei study, it is provein that thei seirvicei pricei
variablei has a significant eiffeict on consumeir satisfaction. In thei reisults of thei
t-teist, thei t-valuei was calculateid at 4.788 > t-tablei was 1.988 and thei
significant valuei was 0.000 < 0.05. So it can bei concludeid that Ho is acceipteid
and Ha is rejjeicteid, meianing that simultaneiously thei seirvicei pricei variablei
has a significant eiffeict on consumeir satisfaction at PT Paramita Ban South
Jakarta. This shows that this study has a significant eiffeict on consumeir
satisfaction in thei pricei of seirviceis at PT Paramita Ban.

The Effect of Service Quality on Consumer Satisfaction

Quality of seirvicei is any activity that is profitablei in a group or unit, and
offeirs satisfaction eivein though thei reisult is not tieid to a product physically.
Quality is oftein consideireid as a reilativei meiasurei of thei goodneiss of a
seirvicei or product which consists of quality of conformity and quality of
deisign. Quality is closeily reilateid to consumeir satisfaction. Quality provideis
an impeitus to consumeirs to eistablish a strong bond of reilationship with thei
company.
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Baseid on thei reisults of theistudy, it is provein that thei variablei of seirvicei
quality has a significant eiffeict on consumeir satisfaction. In thei reisults of thei
t-teist, thei t-valuel was calculateid at 1.616 < t-tablei 1.988 and thei significant
valuei was 0.109 > 0.05. So it can bei concludeid that ho is rejjeicteid and ha is
rejjeicteid, meianing that simultaneiously thei variablei of seirvicei quality doeis
not havei a significant eiffeict on consumeir satisfaction at PT Paramita Ban
South Jakarta. This shows that thei quality of seirvicei at PT Paramita Ban doeis
not havei a significant eiffeict on consumeir satisfaction.

The Effect of Service Prices and Service Quality on Consumer Satisfaction
Baseid on thei reisults of thei study, it is known that showing a calculateid f-
valuei of 17.764 and a significant valuei of 0.000 so that it can bei concludeid that
thei pricei of seirviceis and thei quality of seirviceis simultaneiously havei a
significant eiffeict on consumeir satisfaction, as eivideinceid by thei f-valuei of
17.764 > 3.094 and a significant valuei of 0.000 < 0.05. With thei reisults of thei
simultaneious teist (F teist), thei f valuei is calculateid at 17.764 wheirei thei f
tablei in theil F valuei distribution shows 3.094. Thus 17.764 > 3.094 (Fcal >
Ftablei) thein ha is acceipteid, thei valuei (sig) p=0.000 < a=0.05. And with thei
reisults of thei deiteirmination coeifficieint teist in thei R Squarei column, thei
calculation output reisults arei known to havei a deiteirmination coeifficieint (R2)
valuei of 0.252. This shows that theil variablei of seirvicel priceil and seirvicel
quality affeicts thei consumeir satisfaction variablei by 25.2%, whilei thei
reimaining 74.8% is influeinceid by otheir factors. Beicausei thei probability is
beilow thei alpha valueij, thei variablei of seirvicel pricel, and seirvicei quality
simultaneiously haveia positivei eiffeict on consumeir satisfaction.

CONCLUSIONS AND RECOMMENDATIONS
Conclusions

Baseid on thei eixplanations in thei preivious chapteirs, as weill as thei
analysis and influeincei of Seirvicei Priceis and Seirvicei Quality on Consumeir
Satisfaction at PT Paramita Ban cipeitei South Jakarta for thei 2023 peiriod. So
thei conclusions that can bei drawn arei as follows:

1) Thei Seirvicei Pricei variablei has a significant eiffeict on Consumeir
Satisfaction at PT Paramita Ban Cipeitel South Jakarta for thei 2023
peiriod.

2) Thei Seirvicei Quality variablei has no eiffeict and is not significant on
Consumeir Satisfaction at PT Paramita Ban Cipeitei South Jakarta for thei
2023 peiriod.

3) Thei variableis of Seirvicei Pricei and Seirvicei Quality simultaneiously
havei a significant eiffeict on Consumeir Satisfaction at PT Paramita Ban
cipeitei South Jakarta for thei 2023 peiriod.

Recommendations
Baseid on thei reisults of this study, theirei arei seiveiral suggeistions that arei
useiful for partieis who usei this reiseiarch in thei futurei, nameily thei following;:
1) For Reiseiarcheirs
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This reiseiarch is useid as inspiration in carrying out a useiful activity in thei
tieild of eiducation. Reiseiarcheirs reializeid that thei reisults of this study
weilrel not peirfeict reiseiarch reisults. So in thei futurei, theirei neieids to bei
an improveimeint for reiseiarcheirs to obtain beitteir reisults.

For Companieis

1. PT Paramita Ban should adjust thei pricei of tireis and seirviceis at thei
workshop according to thei beineffits feilt by consumeirs.

2. PT Paramita Ban should pay atteintion to thei condition of thei
consumeir's car so that consumeirs can bei satisfieid with thei eixisting
seirvicel

3. PT Paramita Ban should maximizei eixisting seirviceis and add facilitieis
neieideid by consumeirs so that theiy can bei satisfieid.

ADVANCED RESEARCH
This reiselarch has limitations that can bei consideireid for thei neixt
reiseiarcheir to geit beitteir reiseiarch reisults. Theisei limitations includei:

1) In this study, only thei variableis of seirvicei priceis and seirvicei quality on
consumeir satisfaction arei eixamineid, whilei theirei arei still otheir
variableis that can bei reiseiarcheid.

2) This reiseiarcheir only took a samplei of 98 reispondeints.

3) Thei reiseiarch peiriod is reilativeily short so thei teindeincy cannot bei
known in theilong teirm

4) Thei data useid is seicondary data wheirei theirei may bei eirrors in
einteiring data in thei form of numbeirs.
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