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The aim of this research is to analyze the 
influence of product quality, service quality and 
distribution channels on customer satisfaction at 
PT Suminsurya Machinedolestari. The research 
method used in this research is quantitative 
research. The sampling technique used simple 
random sampling and a sample size of 50 
customers was obtained. The research results 
obtained from this research show that from the 
results of the t test, the tcount results for all 
variables are greater than table and the 
significance is smaller than 0.05, so it can be 
concluded that partially product quality has a 
significant effect on customer satisfaction, 
partially service quality has a significant effect 
on customer satisfaction and partially 
distribution channels have a significant effect on 
customer satisfaction. From the results of the F 
test, it was found that simultaneously the three 
customer satisfaction factors, namely product 
quality, service quality and distribution 
channels, had a significant effect on customer 
satisfaction with a Fcount value greater than 
Ftable (14.824 > 2.80) and a significance of 0.000 
which was below 0. 05. From the results of the 
coefficient of determination test, it was found 
that 45.8% of the customer satisfaction variable 
was influenced by product quality, service 
quality and distribution channel variables, while 
the remaining 54.2% was explained by the 
influence of other factors or variables outside of 
the research such as price, brand image. , and 
others not discussed in this study. 
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INTRODUCTION  
Every company is faced with increasingly tight business competition due 

to developments in the industrial world. The increasing intensity of competition 
and the number of competitors requires every company to always pay attention 
to customer needs and desires, and strive to meet customer expectations 
(Kindström, 2010). Customer satisfaction is very important in building good 
relationships with customers (Khan et al., 2022). To meet the needs of 
customers, a company must know how to place goods and services at the right 
place, quality, service and time in order to compete in the competitive business 
world (Dereli, 2015). 

Customer satisfaction is a very important element in creating maximum 
sales as a result of evaluating whether the experience felt is in line with what 
was expected (Berry et al., 2006). PT Suminsurya Machinedolestari is a 
distributor company operating in the steel and machinery industry. The 
products of this company are widely used in the steel industry, palm oil, lathe 
workshops and the like. During the Covid-19 pandemic, the steel distributor 
business experienced a drastic decline in sales due to activity restrictions 
implemented by the government, causing the company's sales turnover to 
decline. 

The problem of declining sales due to the difficulty of growing and 
maintaining customer demand in the midst of the Covid-19 pandemic has 
resulted in a decline in customer satisfaction caused by a mismatch in 
expectations regarding the product, interest in repurchasing and willingness to 
recommend the product to others. Product incompatibility because there are 
still customers who are not sure about the quality of the products provided 
(Dehghani, 2018), the services offered and the goods delivery process which 
tends to be problematic causes a decrease in customer satisfaction in purchasing 
products. 

To see the development of customer satisfaction with a product, 
companies can pay attention to the quality of the product produced (Chavez et 
al., 2016), which includes the overall performance, features, durability, 
reliability and aesthetics inherent in the product. By paying attention to product 
quality, companies can carry out a comprehensive customer evaluation of the 
product standards they have so that they can influence consumers' views of the 
product. However, without good product quality, consumers and customers 
will not be interested in buying back the products offered by the company 
because they will not get good satisfaction with using the product (Syafarudin, 
2021). Product quality can be improved by adding product features that suit 
customer needs and creating the right quality for a product because almost 
every company uses the quality of a product to attract consumers when 
marketing its products (Solimun & Fernandes, 2018). 

Apart from that, customer satisfaction is also influenced by the quality of 
service provided by the company. This is because service quality is related to 
the provision of services to customers. The quality of service provided by the 
company is still not good as can be seen from the complaints that still arise from 
the services provided regarding physical evidence such as the lack of additional 
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steel machines and repairs causing reliability in machine operations taking a 
long time. 

The responsiveness of employees who do not properly respond to 
customer complaints and wishes, the guarantees given to customers regarding 
the dissatisfaction they experience, and the sense of empathy or attention 
shown to customers who find it difficult to express their complaints affect 
customer satisfaction. If the service is provided quickly and responsively by the 
company, consumers will immediately make a decision to buy the product 
offered because the satisfaction they get from using the product is achieved. 

The development of customer satisfaction can also be seen in the 
company's distribution channels (Xu et al., 2022). This is because distribution 
channels are one of the marketing methods carried out by companies to 
consumers and customers. Distribution channels with slow product delivery 
due to limited supplies so that steel deliveries are carried out in stages and 
there are often delays in the delivery of goods so that customers feel 
disappointed and switch to other companies' steel products (MacCarthy et al., 
2016), customers who have ordered but not yet delivered, deliveries via 
delivery services do not arrive while invoices are combined and the lack of cars 
in distribution on the grounds that they are currently under repair causes a 
decrease in customer satisfaction. If customer satisfaction can be achieved with 
products that are easily available and can be reached by buyers quickly and 
easily (Shiau & Luo, 2012), then buyers will immediately buy the products 
offered without thinking again. Based on the background description above, the 
aim of this research is to analyze the influence of product quality, service 
quality and distribution channels on customer satisfaction at PT Suminsurya 
Machinedolestari. 
 
THEORETICAL REVIEW 
The Influence of Product Quality on Customer Satisfaction 

According to Chandra & Megawati (2022), product quality is a difference 
in the amount of quality and a difference in quantity in the materials or 
attributes used, where the better the product quality, the more satisfied 
customers will be and make repeat purchases. According to Aisyah et al. (2022), 
product quality is closely related to product performance, where products that 
have good performance will always be in demand by users and will generate 
interest in buying goods. The good benefits that arise from using the product 
will tend to increase customer satisfaction. 

 
The Influence of Service Quality on Customer Satisfaction 

According to Kusmadeni (2022), service quality shows how far the 
difference is between reality and customer expectations regarding the service 
received/obtained. Service quality really depends on the employee's ability to 
provide service. The better the quality of service provided, the higher the 
satisfaction felt by customers. 

According to Priyowibowo et al. (2022), service quality is the overall 
characteristic of a product that influences its ability to satisfy consumer needs. 
Service quality is considered good if the service provided is in accordance with 
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what consumers expect, so that the higher the quality of service provided, the 
higher the customer or consumer satisfaction with the service. 

 
The Influence of Distribution Channels on Customer Satisfaction 

According to Nasruddin & Nurchayati (2019), a distribution channel is a 
route or series of intermediaries in conveying goods from producers to 
consumers. Having a good distribution channel can guarantee the availability 
of products needed by customers easily and quickly so that customers will feel 
satisfied and continue to make repeat purchases. 

According to Pandeirot et al. (2021), a good distribution channel will 
make it easier for customers to transact with the company so that customers are 
satisfied and continue to make purchases at the company. Choosing the right 
distribution channel will influence the smooth flow of products or goods to 
customers quickly. Meanwhile, for the Conceptual Framework that the author 
has implemented, this can be seen in the following conceptual framework 
image: 

 

 

Figure 1.1 Conceptual Framework 

METHODOLOGY   
The research was carried out at PT Suminsurya Machinedowisata located 

at Jl. Irian Barat 320, Kongsi VI, Percut Sei Tuan District, Medan City, North 
Sumatra Province. This research uses quantitative research methods. 
Quantitative research is a research approach that focuses on collecting and 
analyzing data in the form of numbers or numerical data. Quantitative research 
methods are used to test hypotheses, identify patterns, and make 
generalizations that can be applied to a broader population. One of the main 
goals of quantitative research is to test hypotheses or predictive statements 
about relationships between variables.  

This method allows researchers to collect empirical data that can be used 
to prove or disprove the hypothesis. Quantitative methods are used to describe 
certain phenomena or variables and measure them objectively. This allows 
researchers to present information about how often or how large an event or 
characteristic is. Through data analysis, quantitative research helps authors to 
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make predictions about future behavior or events based on patterns or 
relationships identified in the data related to Analysis of the Influence of 
Product Quality, Service Quality and Distribution Channels on Customer 
Satisfaction at PT Suminsurya Machinedolestari. Quantitative research is 
directed at producing empirical evidence that is reliable and scientifically 
accepted. The population in this research is 64 customers of PT Suminsurya 
Machinedolestari in 2022. Meanwhile, the sample is as follows, with a 
population of 64 customers and an error rate of 5%, the sample for this research 
is:    

  

So the sample in this study was 50 respondents, and 30 respondents were 
chosen randomly for testing validity and reliability. 

     
Table 1. Operational Research Variables 

Variable Variable Definition Variable Indicator Measurement 
Scale 

Product 
Qualit
y (X1) 

Product quality is the 
ability of an item to 
provide results or 
performance that 
match or even exceed 
what customers want. 
Source: (Pandeirot et 
al., 2021) 

1. Performance 
2. Feature 
3. Durability 
4. Reability 
5. Esthetica 
Source: (Bago et 
al., 2022) 

Likert 

Service 
Quality 
(X2) 

Service quality is the 
expected level of 
excellence and control 
over that level of 
excellence to fulfill 
customer desires. 
 
Source: (Bago et al., 
2022) 

1. Tangibility 
2.  Reability 
3. Responsiveness 
4. Assurance 
5. Emphaty 
Source: Wijaya and 
Sujana (2020:12) 

Likert 

Distributio
n Channels 
(X3) 

Distribution channels 
are routes or a series 
of intermediaries, both 
managed by 
marketers and 
independent, in 
conveying goods from 
producers to 

1. Product 
availability 

2. Ease of getting 
products 

3. Speed of 
product delivery 

4. On time 
delivery 

Likert 
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consumers. 
 
Source: (Nasruddin & 
Nurchayati, 2019) 

 
Source: (Priyana, 
2018) 

Customer 
Satisfacti
on (Y) 

Customer satisfaction 
is a feeling that arises 
after comparing 
performance as 
expected, not 
according to or even 
exceeding customer 
expectations. 
Source: (Desafitri et 
al., 2022) 

1. Matching 
expectations 

2. Intention to 
repurchase 

3. Willin
gness 
to 
recom
mend 

Source: 
(Suhardi 
et al., 
2022) 

Likert 

 

Validity and Reliability Test 
Validity Test 

According to Sugiyono (2017), a validity test is a test used to measure 
whether a questionnaire is valid or not. To determine whether an item is 
suitable for use or not, namely by carrying out a correlation coefficient 
significance test with a significance level of 0.05 which is considered valid if it 
correlates significantly with the correlation coefficient. If r count is greater than 
r table then a questionnaire is said to be valid, conversely if r count is smaller 
than r table then a questionnaire is said to be invalid. 
1. If r count > r table then the question item is said to be valid 
2. If r count < r table then the question item is said to be invalid 
 
Reliability Test 

According to Sugiyono (2017), reliability testing was carried out with the 
aim of determining the consistency of measuring instruments in questionnaires 
with the Cronbach Alpha scale, where the items included in the test were valid 
items with a limit of 0.6 to determine their reliability. 
 
Classical Assumptions Test 

The classical assumption test is a statistical requirement that must be 
carried out in multiple linear regression analysis based on ordinary least 
squares. In OLS there is only one dependent variable, while there are more than 
one independent variable. According to Ghozali (2018: 159), to determine the 
accuracy of the model, it is necessary to test several classical assumptions, 
namely, normality test, multicollinearity test, heteroscedasticity test and 
autocorrelation test. 
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Normality Test 
The normality test is used to test whether the regression model in this 

study has residuals that are normally distributed or not. An indicator of a good 
regression model is having normally distributed data. The way to detect 
whether the residuals are normally distributed or not can be done using the 
non-parametric Kolmogorov-Smirnov (K-S) statistical test contained in the SPSS 
program. Data distribution can be said to be normal if the significance value is 
> 0.05 (Ghozali, 2021). Detecting whether the data is normally distributed or not 
can also be done using a more reliable method, namely by looking at the 
Normal Probability Plot. A good regression model is normally distributed data, 
namely by detecting and seeing the distribution of data (points) on the diagonal 
axis of the graph. 2. 
 
Multicollinearity Test 

The multicollinearity test is used to test whether a research regression 
model has a correlation between independent (free) variables. A good 
regression model is one where there is no correlation between the independent 
variables and is free from symptoms of multicollinearity. To find out whether 
or not there are symptoms of multicollinearity is by looking at the magnitude of 
the VIF (Variance Inflation Factor) value and also the Tolerance value. 
Tolerance measures the variability of a selected variable that is not explained by 
other independent variables. The values used to indicate the presence of 
symptoms of multicollinearity are the VIF value < 10.00 and the Tolerance value 
> 0.10 (Imam Ghozali, 2018). 
 
Heteroscedasticity Test 

The heteroscedasticity test aims to test whether in the regression model 
there is an inequality of variance from the residuals of one observation to 
another (Imam Ghozali, 2018). Testing heteroscedasticity can be done by 
looking at the scatterplot graph between SRESID and ZPRED, namely whether 
there is a certain pattern or not. The basis for decision making is as follows: 1. If 
there is a certain pattern, such as the points forming a certain regular pattern 
(wavy, widening then narrowing, then this indicates heteroscedasticity has 
occurred. 2. If there is no clear pattern, the points points spread above and 
below the number 0 on the Y axis, then heteroscedasticity does not occur (Imam 
Ghozali, 2018). As a way to strengthen the scatterplot test, there is another way, 
namely by testing the park test. Namely if the independent variable has a 
significance level value exceeding 0.05 so it can be concluded that there are no 
symptoms of heteroscedasticity in the regression model of this research. 
 
Multiple Linear Regression Analysis 

In this research, the data analysis technique uses multiple linear 
regression, namely an analysis technique to determine the effect of independent 
variables on the dependent variable. The model in this research is: 
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Information: 
Y: Customer Satisfaction 
a : Constant 
b1, b2, b3: Regression coefficient X1: Product Quality 
X2: Service Quality 
X3 : Distribution Channels 
e : Standard Error 
 
Hypothesis Testing 
Partial Hypothesis Test (t Test) 

According to Ghozali (2021), the t test is used to test the hypothesis of 
two samples in the form of interval or ratio data. If the significant value of t 
<0.05, then partially the independent variable has a significant influence on the 
dependent variable and vice versa. 
Simultaneous Hypothesis Testing (F Test) 
According to Ghozali (2021), the F test generally shows whether all the 
variables in the regression model have a joint influence on the dependent 
variable and dependent variable. 
Coefficient of Determination (R2) 
According to Ghozali (2021), the coefficient of determination (R²) is used with 
the aim of measuring the ability of the regression model to explain variations in 
the dependent variable. 
 
RESULTS 
Descriptive Statistical Analysis 

This research was conducted at PT Suminsurya Machinedolestari with 
independent variables, namely product quality, service quality and distribution 
channels and the dependent variable, namely customer satisfaction. 

 
Table 1.1 Descriptive Statistical Analysis 

Source: Research Results (2023) 
 

Descriptive statistics are used in analyzing data to describe or describe 
the data that has been collected so that it is easier to understand. The results of 
descriptive statistical analysis research can be seen in table 1.1 with a total of 50 
data. 

1. Product quality has a minimum value of 30 and a maximum value of 50 
with an average value of 40.18 and a standard deviation of 7.523. This 
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shows that the standard deviation value tends to be quite varied or it can 
be said that the data collected is good. 

2. Service quality has a minimum value of 30 and a maximum value of 49 
with an average value of 44.08 and a standard deviation of 3.109. This 
shows that the standard deviation value tends to be quite varied or it can 
be said that the data collected is good. 

3. The distribution channel has a minimum value of 24 and a maximum 
value of 40 with an average value of 38.12 and a standard deviation of 
2.980. This shows that the standard deviation value tends to be quite 
varied or it can be said that the data collected is good. 

4. Customer satisfaction has a minimum value of 15 and a maximum value 
of 29 with an average value of 24.18 and a standard deviation of 3.874. 
This shows that the standard deviation value tends to be quite varied or it 
can be said that the data collected is good. 

 
Classic Assumption Test Results 
Normality Test Results 

The function of the normality test is to see how the regression results are 
by measuring whether the data is normal or not. To test whether the data is 
normally distributed or not, there are two ways to detect it, namely: 
1. Chart analysis 
Test results using graphic analysis can be done using histogram graphs and P-
Plot normality. 

a. Histogram graph 

Figure 1.1 Histogram graphic results 
Source: Research Results (2023) 

 
In accordance with Figure 1.2, it shows that the curve is curved and forms 

a bell shape, so it can be concluded that the data is normally distributed. 
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b. Normality of Probability Plots 

Figure 1.2 P-Plot Normality Test Results 
Source: Research Results (2023) 

 
In accordance with Figure 1.3, it can be concluded that the data is 

normally distributed. This is indicated by the presence of data points that 
spread along and approach the axis line. 

 
2. Statistical Analysis 

Analytical data normality testing can be done using the Kolmogorov-
Smirnov test. 

 
Table 1.2 Normality Test Results 

 

 Source: Research Results (2023) 
 

Based on table 1.2, the Asymp value is obtained. A Sig of 0.2 which has a 
value greater than 0.05 indicates that the regression model is normally 
distributed.  
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Multicollinearity Test Results 

Table 1.3 
Multicollinearity Test Results 

 

 
Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   

Kualitas_Produk ,894 1,118 

Kualitas_Pelayanan ,878 1,140 

Saluran_Distribusi ,968 1,033 

Source: Research Results (2023) 
From the results of table 1.3, it shows that each research variable 

(product quality, service quality and distribution channels) has a tolerance 
value > 0.1 and a VIF value < 10, which indicates that there is no 
multicollinearity of the independent variables in the research. 

 
Heteroscedasticity Test Results 
In this research, heteroscedasticity testing was carried out using the Scatterplot 
test and the Glejser test. 
1. Scatterplot Graphics 

Figure 1.3 Scatterplot Heteroscedasticity Test Results 

Source: Research Results (2023) 
Based on Figure 1.3, it can be concluded that the regression model does 

not have heteroscedasticity. This can be seen from the spread of data points that 
do not form a particular pattern. 
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2. Glejser test 

Table 1.4 Glejser Heteroscedasticity Test Results 

Source: SPSS Output Results 

Based on table 1.4, it can be seen that all variables have a significance 
value (Sig.) > 0.05, namely product quality with a significance value of 0.079, 
service quality with a significance value of 0.245 and distribution channels with 
a significance value of 0.343 so that the data concludes that there are no 
symptoms. heteroscedasticity. 

 
Results of Multiple Linear Regression Analysis 

This analysis will explain the equation of multiple linear regression of 
the three independent variables, namely product quality, service quality and 
distribution channels. 

 
Table 1.5 Multiple Linear Regression Results 

 
Source: Research Results (2023) 
 

From table 1.5, the following results are obtained: 
Customer Satisfaction = -18.162 + 0.160 Product_Quality + 0.569 
Service_Quality + 0.285 Distribution_Channel + e 
 

1. A constant value of -18.162 means that if product quality, service quality 
and distribution channels are considered constant, then customer 
satisfaction is -18.162. 

2. The regression coefficient value is positive at 0.160, which means that if 
every 1 unit increase in product quality under conditions where other 
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variables are considered constant, customer satisfaction will increase by 
0.160. 

3. The regression coefficient value is positive at 0.569, which means that if 
every 1 unit increase in service quality under conditions where other 
variables are considered constant, customer satisfaction will increase by 
0.569. 

4. The positive regression coefficient value of 0.285 means that if every 
increase in the distribution channel is 1 unit under conditions where other 
variables are considered constant, customer satisfaction will increase by 
0.285. 
 

Hypothesis Test Results 
t Test Results 

Table 1.6 t test results 
 

 
Source: Research Results (2023) 
 

Based on table 1.6, it can be explained that the partial test results in this study 
were obtained: 

1. The product quality variable produces a tcount value of 2.791, table 
2.0129 with a significance value of 0.008. So the comparison results for 
this variable are 2.791 > 2.0129 and 0.008 < 0.05 with the conclusion that 
product quality has a significant effect on customer satisfaction. 

2. The service quality variable produces a tcount value of 4.067, table 2.0129 
with a significance of 0.000. So the comparison results for this variable 
are 4.067 > 2.0129 and 0.000 < 0.05 with the conclusion that service 
quality has a significant effect on customer satisfaction. 

3. The distribution channel variable produces a tcount value of 2.051, table 
2.0129 with a significance value of 0.046. So the comparison results for 
this variable are 2.051 > 2.0129 and 0.046 < 0.05 with the conclusion that 
distribution channels have a significant effect on customer satisfaction. 
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F Test Results  
Table 1.7 F Test Results 

 

 
Source: Research Results (2023) 
 

Based on table 1.7, the value of Fcount > Ftable (14.824 > 2.80) and Sig. 
equal to 0.000 < 0.05, meaning that simultaneously product quality, service 
quality and distribution channels have a significant effect on customer 
satisfaction. 

 
Coefficient of Determination Results 
 

Table 1.8 Results of Determination Coefficient 

 
Based on table 1.8, the variable correlation coefficient is 0.458. This figure 

means that the variables product quality, service quality and distribution 
channels influence customer satisfaction by 45.8% while the remaining 54.2% is 
influenced by other variables outside this research. 

 
 
DISCUSSION 
The Influence of Product Quality (X1) on Customer Satisfaction (Y) 

Based on the research results, hypothesis H1 is accepted, which means 
product quality has a significant effect on customer satisfaction. The results of 
this research are in line with research conducted by Aisyah et al (2022) which 
states that product quality has a positive and significant effect on customer 
satisfaction. This is because the quality of goods is closely related to product 
performance, where products have function and usefulness, durability, reliability 
in available steel products and meet the Indonesian National Standards (SNI). 

Apart from that, having various types and sizes of steel that cannot easily 
expand will always be in demand by customers/users which will create interest 
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in purchasing the product. The good benefits that arise from using the product 
will tend to increase satisfaction so that consumers will only use products from 
the company because they are considered to have provided a guarantee of good 
quality, thereby creating a sense of satisfaction for their customers. 
 
Effect of Service Quality (X2) on Customer Satisfaction (Y) 

The results of the research hypothesis H2 were accepted, which means 
that service quality has a significant effect on customer satisfaction. The results of 
this research are in line with research conducted by Priyowibowo et al (2022) 
which states that service quality has a positive and significant effect on customer 
satisfaction. With good quality service in a company, it will create satisfaction for 
its customers. Employees who provide comfort in providing services to 
customers such as maintaining cleanliness and tidiness, providing immediate 
service if there are difficulties experienced by customers, providing options for 
products needed by customers, responsiveness provided by employees in 
providing explanations and guarantees of good service such as informing good 
promotions and product types will create satisfaction for customers in 
purchasing company products. 

 
Influence of Distribution Channels (X3) on Customer Satisfaction (Y) 

The results of the research hypothesis H3 were accepted, which means 
that distribution channels have a significant effect on customer satisfaction. The 
results of this research are in line with research conducted by Pandeirot et al 
(2021) which states that distribution channels have a positive and significant 
effect on customer satisfaction. A good distribution channel will make it easier 
for customers to transact with the company so that customers feel satisfied and 
always decide to purchase from the company. The majority of customers assess 
that the distribution of steel products by the company is timely and easy so that 
customers can easily obtain the desired products using the company's 
distribution channel system. Customers also assess that the number of product 
transportation vehicles provided by the company is sufficient so that product 
availability and ease of product distribution are fast so that customers feel 
satisfied. 

 
Influence of Product Quality, Service Quality and Distribution Channels on 
Customer Satisfaction 

The results of the research hypothesis H4 are accepted with a Fcount value 
greater than Ftable with a value of 14.824 > 2.80 and a significance of 0.000 which 
is smaller than 0.05, which means that product quality, service quality and 
distribution channels have a significant effect on customer satisfaction by 45.8%.  
 
CONCLUSIONS AND RECOMMENDATIONS 

This research aims to examine the influence of product quality, service 
quality and distribution channels on customer satisfaction. The research results 
show that: 1) The results of the product quality hypothesis test show a 
significance value of 0.008 <0.05 so that partially product quality has a significant 
effect on customer satisfaction; 2) The results of the service quality hypothesis test 
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show a significance value of 0.000 <0.05 so that partially service quality has a 
significant effect on customer satisfaction; 3) The results of the distribution 
channel hypothesis test show a significance value of 0.046 <0.05 so that partially 
the distribution channel has a significant effect on customer satisfaction; 4) The 
results of the F test hypothesis test show a significance value of 0.000 < 0.05 so 
that simultaneously product quality, service quality and distribution channels 
have a significant effect on customer satisfaction by 45.8%. 

Based on the research results, suggestions that can be given are as follows: 
For companies, companies should continue to improve the quality of their 
products so that they are of higher quality, such as increasing sales of steel 
products that have good materials, strong durability and thick layers as well as 
providing good information and service as well as increasing product 
distribution times and ease of obtaining products to increase customer 
satisfaction. 

 
FURTHER  STUDY 

For future researchers, it is hoped that this research can be used as a 
reference in similar research and it is recommended for future researchers to 
observe other factors that influence customer satisfaction such as brand image, 
price and promotion so that the results obtained can be developed; 3) For Prima 
Indonesia University, it is hoped that this research can help as an example for 
future research.   
 

 
REFERENCES 
 
Aisyah, S., Ramadhan, R. R., & Siregar, D. I. (2022). Pengaruh Kualitas Produk, 

Kualitas Pelayanan dan Harga Terhadap Kepuasan Konsumen (Studi Pada 
Konsumen VGY Wallpaper Pekanbaru). ECOUNTBIS: Economics, 
Accounting and Business Journal, 2(1), 247–254. 
https://jom.umri.ac.id/index.php/ecountbis/article/view/407 

Bago, R., Sutardjo, A., & Anggraini, M. D. (2022). PENGARUH KUALITAS 
PELAYANAN DAN KUALITAS PRODUK TERHADAP KEPUASAN 
KONSUMEN PADA CAFÉ’ ELS COFFE DI PADANG. Matua, 4(2), 215–
226. https://ejurnal-unespadang.ac.id/index.php/MJ/article/view/571 

Berry, L. L., Wall, E. A., & Carbone, L. P. (2006). Service Clues and Customer 
Assessment of the Service Experience: Lessons from Marketing. Academy of 
Management Perspectives, 20(2), 43–57. 
https://doi.org/10.5465/amp.2006.20591004 

Chandra, B. A., & Megawati. (2022). Pengaruh Kualitas Produk Dan Kualitas 
Pelayanan Terhadap Kepuasan Konsumen Pada Brasserie Resto Di Kota 
Palembang 2021 – 2022. Pulikasi Riset Mahasiswa Manajemen, 4(1), 36–42. 
https://doi.org/https://doi.org/10.35957/prmm.v4i1.3493 

Chavez, R., Yu, W., Feng, M., & Wiengarten, F. (2016). The Effect of Customer‐
Centric Green Supply Chain Management on Operational Performance and 
Customer Satisfaction. Business Strategy and the Environment, 25(3), 205–220. 
https://doi.org/10.1002/bse.1868 



East Asian Journal of Multidisciplinary Research (EAJMR)  

Vol. 2, No. 12, 2023:  4797-4814                                                                                              

  4813 
 

Dehghani, M. (2018). Exploring the motivational factors on continuous usage 
intention of smartwatches among actual users. Behaviour & Information 
Technology, 37(2), 145–158. https://doi.org/10.1080/0144929X.2018.1424246 

Dereli, D. D. (2015). Innovation Management in Global Competition and 
Competitive Advantage. Procedia - Social and Behavioral Sciences, 195, 1365–
1370. https://doi.org/10.1016/j.sbspro.2015.06.323 

Desafitri, L., Irfal, & Justin, B. (2022). Pengaruh Kualitas Pelayanan Terhadap 
Kepuasan Konsumen Di Kedai Kopi Uptown Brew, Greenlake City, 
Tangerang. Jurnal Manajemen Dan Bisnis, 4(3), 402–408. 
https://ejournal.undiksha.ac.id/index.php/Prospek/article/view/54963 

Ghozali, I. (2021). Aplikasi Analisis Multivariate dengan Program IBM SPSS 26. 
Badan Penerbit Universitas Diponegoro. 

Imam Ghozali. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS 
25. Badan Penerbit Universitas Diponegoro. 

Khan, R. U., Salamzadeh, Y., Iqbal, Q., & Yang, S. (2022). The Impact of 
Customer Relationship Management and Company Reputation on 
Customer Loyalty: The Mediating Role of Customer Satisfaction. Journal of 
Relationship Marketing, 21(1), 1–26. 
https://doi.org/10.1080/15332667.2020.1840904 

Kindström, D. (2010). Towards a service-based business model – Key aspects 
for future competitive advantage. European Management Journal, 28(6), 479–
490. https://doi.org/10.1016/j.emj.2010.07.002 

Kusmadeni, D. (2022). PENGARUH KUALITAS PELAYANAN, PROMOSI 
DAN CITRA MEREK TERHADAP KEPUASAN PELANGGAN STUDI 
KASUS: HOTEL DI PANGKALPINANG. JEM Jurnal Ekonomi Dan 
Manajemen, 7(2), 69–79. 
https://journal.stiepertiba.ac.id/index.php/jem/article/view/128 

MacCarthy, B. L., Blome, C., Olhager, J., Srai, J. S., & Zhao, X. (2016). Supply 
chain evolution – theory, concepts and science. International Journal of 
Operations & Production Management, 36(12), 1696–1718. 
https://doi.org/10.1108/IJOPM-02-2016-0080 

Nasruddin, N., & Nurchayati, N. (2019). Pengaruh Promosi dan Saluran 
Distribusi terhadap Kepuasan Pelanggan. Journal of Management and 
Bussines (JOMB), 1(2), 232–245. https://doi.org/10.31539/jomb.v1i2.677 

Pandeirot, A. A., Soegoto, A. S., & Kawet, R. C. (2021). PENGARUH KUALITAS 
PRODUK DAN DISTRIBUSI TERHADAP KEPUASAN PELANGGAN 
PADA PT. UNILEVER, TBK CABANG AMURANG DIMASA PANDEMI 
COVID-19. Jurnal EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan 
Akuntansi, 9(4), 1303–1312. 
https://doi.org/https://doi.org/10.35794/emba.v9i4.37344 

Priyana, R. Y. (2018). PENGARUH KUALITAS PRODUK, HARGA, DAN 
SALURAN DISTRIBUSI TERHADAP KEPUASAN PELANGGAN DI CV 
BINTANG PERKASA SRAGEN. SMOOTING, 16(2), 55–61. 
https://ejournal.unsa.ac.id/index.php/smooting/article/view/499 

 
 



Chaisar, Siregar, Wati, Dewi 

4814 

Priyowibowo, E., Gusfriyanto, H., & Hadibrata, B. (2022). Faktor-faktor yang 
mempengaruhi kepuasan pelanggan: kualitas pelayanan, harga dan 
kualitas produk (literature review strategic marketing management). Jurnal 
Ilmu Multidisplin, 1(1), 118–126. 
https://doi.org/https://doi.org/10.38035/jim.v1i1.19 

Shiau, W.-L., & Luo, M. M. (2012). Factors affecting online group buying 
intention and satisfaction: A social exchange theory perspective. Computers 
in Human Behavior, 28(6), 2431–2444. 
https://doi.org/10.1016/j.chb.2012.07.030 

Solimun, S., & Fernandes, A. A. R. (2018). The mediation effect of customer 
satisfaction in the relationship between service quality, service orientation, 
and marketing mix strategy to customer loyalty. Journal of Management 
Development, 37(1), 76–87. https://doi.org/10.1108/JMD-12-2016-0315 

Sugiyono. (2017). Metode Penelitian Kuantitatif, Kualitatif, dan R&D. CV. Alfabeta. 
Suhardi, Y., Zulkarnaini, Z., Burda, A., Darmawan, A., & Klarisah, A. N. (2022). 

Pengaruh Harga, Kualitas Pelayanan dan Fasilitas terhadap Kepuasan 
Pelanggan. Jurnal STEI Ekonomi, 31(02), 31–41. 
https://doi.org/10.36406/jemi.v31i02.718 

Syafarudin, A. (2021). The Effect of Product Quality on Customer Satisfaction 
Implications on Customer Loyalty in the Era Covid-19. Ilomata International 
Journal of Tax and Accounting, 2(1), 71–83. 
https://doi.org/10.52728/ijtc.v2i1.204 

Xu, Z., Zhu, G., Metawa, N., & Zhou, Q. (2022). Machine learning based 
customer meta-combination brand equity analysis for marketing behavior 
evaluation. Information Processing & Management, 59(1), 102800. 
https://doi.org/10.1016/j.ipm.2021.102800 

 


