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Abstract

The purpose of this study was to prove and analyze the effect of simultaneously and partially the
quality of service with the dimensions of reliability, responsiveness, assurance, empathy and
tangibles on customer satisfaction at PT. Pelindo Marine Service.

Explanation research type with a quantitative approach, data collection by providing a list of
questions to selected respondents. This research was conducted at PT. PMS with a research
population of 110 customers. Based on Slovin's formula, the number of samples was 86 people.
Sampling using a sampling technique method. Data analysis used multiple linear regression, in
order to analyze the effect of the independent variable service quality on the dependent variable
of customer satisfaction. Hypothesis testing using F test and t test.

The results of this study, simultaneously and partially the quality of service with the dimensions
of reliability, responsiveness, assurance, empathy and tangibles affect customer satisfaction at
PT. Pelindo Marine Service. The reliability variable is the most dominant factor influencing
customer satisfaction. The magnitude of the contribution value given by the service quality
variable with the dimensions of tangibles, reliability, responsiveness, assurance and empathy for
customer satisfaction is 66.3%, while the remaining 33.7% is influenced by other factors.

Keywords: Service Quality, Reliability, Responsiveness, Assurance, Empathy, Tangibles,
Customer Satisfaction

1. Introduction

PT. Pelindo Marine Service (PMS) is a subsidiary of PT. Pelindo which is engaged in shipping
services. Services provided by PT. PMS, one of which is managing scouting and towage as a
means of assisting shipping services in mandatory piloting areas spread across 10 ports, namely
Tanjung Perak Port in Surabaya, Tanjung Emas Port in Semarang, Tanjung Intan Port in Cilacap,
Tanjung Wangi Port in Banyuwangi, Benoa Port in Bali, Lembar Port. Mataram, Kupang Tenau
Port, Banjarmasin Kotabaru Port, and Sampit Port.

Other business fields are towage (providing facilities and services for pushing or pulling ships),
various ships providers (providing various types of ships), marine logistics (providing facilities
and services to fulfill the logistical needs of ships and ship crews), docking facilities (providing
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facilities and shipbuilding services for ship maintenance and repair), and other marine services
(providing other facilities and services related to ship management and operation).

PT. PMS has succeeded in running several business segments with full effort, resulting in
optimal results both operationally and financially. These business segments include pilotage
services carried out in international waters through the International Marine Service business unit
domiciled in Batam. Another business segment that has been previously operated is gas
distribution services by PT. Pelindo Energi Logistics at Benoa Harbor.

The purpose of this study is to prove and analyze whether service quality with the dimensions of
Reliability, Responsiveness, Assurance, Empathy, Tangibles has an effect on customer
satisfaction at PT. Pelindo Marine Service. The ability of PT. PMS in meeting consumer needs
can be measured by the level of customer satisfaction. Consumer satisfaction can shape
perceptions and can further position the company's products in the eyes of consumers.
Parasuraman, Zeithami and Berry (1988) classify the dimensions of service quality into 5
dimensions known as the service quality method, namely: tangibles, reliability, responsiveness,
assurance and empathy.

Lupiyoadi (2013:228) states that the level of consumer satisfaction can be shown from a person's
feelings resulting from a comparison between the performance of the services they receive with
their expectations when they will use the service. Hamdani (2006: 182) states that customer
satisfaction is actually determined by service quality with 5 measurement dimensions, namely
reliability, responsiveness, assurance, physical evidence and empathy provided by service
providers to consumers. Tangibles is a service quality dimension that includes the tangible
physical evidence such as the appearance or appearance of the physical form, the ease of
equipment, the appearance of employees and the communication system. Reliability is a service
quality dimension related to the company's ability to provide the promised service quickly.
Natalisa (2008), an indicator that shows the reliability of a company is the company's accuracy in
handling consumers. Responsiveness is a dimension of service quality, a company is considered
to have high responsiveness if the company has a clear and varied program, definite consumer
waiting time, speed of service and accurate and complete information services for its consumers.
Assurance is a dimension of service quality which includes ability, courtesy, trustworthiness.
Natalisa (2008), company assurance is considered to be able to provide good assurance to its
consumers if the company can provide a sense of security for its consumers, maintain the
confidentiality of consumer data and can provide professional services for consumers. Empathy
is a dimension of the company's service quality, which includes ease of relationship, good
communication and understanding of users. Companies are expected to have understanding and
knowledge of customers, understand specific customer wants and needs and provide comfortable
service times. The company's empathy is related to the attention and service provided by the
company to customers.
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2. Literature Review
2.1. Service quality

Tjiptono (2004:2) service quality is a measure of the perfection of a product or service consisting
of design quality and conformity quality. Design quality is a specific function of a product or
service, conformity quality is a measure of how big the level of conformity between a product or
service is with pre-determined quality requirements or specifications. Vargo and Lusch in
Tjiptono (2011: 3), service is a process of interaction in doing something to someone. According
to Gummesson in Tjiptono and Chandra (2011:17) service is something that can be exchanged
through buying and selling but cannot be felt physically.

Lukman (2000:11) service quality as a service promise so that those served feel benefited.
Ibrahim (1997:1) service quality is a basic business strategy that produces goods and services
that can meet the needs and satisfaction of internal and external consumers, explicitly or
implicitly. Wyckof (1990) defines service quality as the expected level of excellence and control
over the level of excellence to meet customer desires. Parasuraman et al. (1988) service quality
as a reflection of consumers' evaluative perceptions of the services received at a certain time.

2.2. Dimensions of Service Quality

Tjiptono and Chandra (2011:232-233), Reliability, is a service quality dimension related to the
knowledge, courtesy and ability of company employees to foster self-confidence and have no
doubts about the company's existence. The attributes of this dimension are: providing services as
promised, reliable in handling customer service, delivering services correctly from the first time,
delivering services according to the promised time and storing documents without errors.

Responsiveness is a service quality dimension related to the willingness of service providers to
help customers and provide services quickly. The attributes of this dimension are: informing
customers about the certainty of the delivery time of services, prompt service for customers,
willingness to help customers and readiness to respond to customer requests.

Assurance, relates to the knowledge and courtesy of employees and their ability to generate trust
and confidence. The attributes of this dimension are: the ability of employees to build customer
trust, make customers feel safe when conducting transactions, employees are consistently polite
and employees are able to answer customer questions.

Empathy is concerned with the care of service providers to customers so that they can give
personal attention to customers. The attributes of this dimension are: giving individual attention
to customers, employees treating customers with great care, seriously prioritizing customer
interests, employees understanding customer needs and comfortable operating hours.

Tangibles, relating to the appearance of physical facilities, equipment, and service provider
personnel. The attributes of this dimension are: modern equipment, visually appealing facilities,
neat and professional looking employees and materials related to visually appealing services.
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2.3. Customer satisfaction

Supranto (2001), customer satisfaction is a characteristic of customers who are surprised by their
expectations. Tse, Wilson (2001), customer satisfaction is the customer's response to the
perceived evaluation between previous expectations and perceived actual performance.
Parasuraman et al. (2004) customer satisfaction as a comparison between expected service and
performance. Tjiptono (2005), customer satisfaction is an after-purchase evaluation in which the
chosen alternative at least gives the same results or exceeds customer expectations, while
dissatisfaction arises if the results obtained do not meet customer expectations. The definition of
customer satisfaction generally states that customer satisfaction is an evaluation or post
consumption of a product or service.

Satisfaction is a feeling of pleasure or disappointment experienced by a person after comparing
the perceived performance or outcome of a product with expectations. (Nasse, 2022). From
various opinions expressed by experts, it can be concluded that the definition of customer
satisfaction is by comparing the perceived performance or results with expectations. If the
perceived results are below expectations, then the customer will be disappointed, dissatisfied or
even dissatisfied, but on the contrary if it is in line with expectations, the customer will be
satisfied and if the performance exceeds expectations, the customer will be satisfied and if the
performance exceeds expectations, the customer will be very satisfied (Kotler, 2010-2009;
Nasse, 2019). Based on the description, in this study customer satisfaction is defined as a
person's feelings of pleasure or disappointment experienced after comparing the perception of the
performance or results of a product with his expectations.

2.4. Customer Satisfaction Indicator

Kottler (2011), indicators of consumer satisfaction include: 1). Re-purchase, related to consumer
behavior to repurchase, where the customer will return to the company to look for
goods/services. 2). Creating Word-of-Mouth, customers will say good things about the company
to others. 3). Creating Brand Image, customers will pay less attention to brands and
advertisements of competing products. 4). Making purchasing decisions in the same company.
5). Purchase another product from the same company.

Irawan (2008), customer satisfaction is a consequence of comparisons made by customers
comparing the level of perceived benefits to the benefits expected by customers. Customer
satisfaction indicators include: 1). Satisfaction, which is an expression of feeling satisfied or
dissatisfied from customers when receiving services. 2). Always buy a product, that is, customers
will continue to use and continue to buy a product if their expectations are achieved. 3). Will
recommend to others, namely customers who are satisfied after using a product or service will
tell it to others and are able to create new customers. 4). Fulfillment of customer expectations
after buying a product, namely whether or not the quality of a product or service after purchasing
a product with the expectations that the customer wants.

Kotler (2005), indicators of customer satisfaction include: 1). Complaint handling system and
consumer suggestions, a consumer-oriented company will provide broad opportunities for
consumers to submit suggestions and complaints, for example by providing suggestion boxes,
comment cards and others. 2). In the company's reputation survey system, research on consumer
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satisfaction is generally carried out by conducting surveys through various media, either by
telephone, post, or by direct interviews. 3). Consumer analysis system, the company will contact
its customers or at least find out which customers have made transactions and stopped buying
products or who have moved suppliers, in order to find out the reason why the customer left.
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Figure 1 Research Conceptual Framework
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3. Research Method

This research is an explanation research with a quantitative approach, the population in this study
is 110 customers. Sampling was carried out using the Sampling Technique method. Based on the
formula proposed by Slovin (in Umar, 1999) with an error tolerance level of 5%, the number of
samples was 86 people. The measurement scale uses a Likert scale with an interval of 1 to 5
which relates to statements about attitudes.

The technique used in collecting data in this study is a survey technique with a questionnaire
instrument, namely making a list of statements related to this research variable, then distributed
to all respondents who are the research targets or conducted interviews to answer the statements
in the questionnaire. Data analysis used multiple linear regression, which aims to analyze the
effect of independent variables on the dependent variable. Hypothesis testing using the F test and
t test.

4. Result

4.1. Validity test

Based on the results of the validity test, the results of the analysis show that all question items in
the research instrument have R count > 0.361, meaning that all question items are valid and can
be used to measure research variables.
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Table 1.Instrument Validity Test Results

Variable Indicator | R Count RTable Validity
RL1 0,899 0,361 Valid
RL2 0,887 0,361 Valid
Reliability (X1) RL3 0,932 0,361 Valid
RL4 0,934 0,361 Valid
RL5 0,853 0,361 Valid
RP1 0,962 0,361 Valid
Responsiveness RP2 0,865 0,361 Valid
<) RP3 0,962 0,361 Valid
RP4 0,915 0,361 Valid
AS1 0,902 0,361 Valid
AS2 0,886 0,361 Valid
Assurance (Xz) AS3 0,912 0,361 Valid
AS4 0,682 0,361 Valid
EP1 0,919 0,361 Valid
EP2 0,933 0,361 Valid
Empathy (Xa) EP3 0,959 0,361 Valid
EP4 0,933 0,361 Valid
EP5 0,888 0,361 Valid
TG1 0,750 0,361 Valid
Tangibles (X0 TG2 0,662 0,361 Valid
TG3 0,842 0,361 Valid
TG4 0,807 0,361 Valid
cs1 0,906 0,361 Valid
Ccs2 0,881 0,361 Valid
g;tsé‘;;zflron - Cs3 0,901 0,361 Valid
Cs4 0,881 0,361 Valid
CS5 0,918 0,361 Valid

4.2. Reliability Test
In this study, the reliability test was carried out using the Cronbachs Alpha reliability test. In this
test, the instrument is declared reliable if it has a cronbach's alpha > 0.7. Based on the results of
the reliability test in the table above, the test results show that the Cronbachs alpha value of all
instruments is > 0.7 which indicates that all instruments are quite reliable in measuring research

variables.
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Table 2. Reliability Test Results

Variable Cronbachs Alpha | Cut Value Reliability
Reliability (X1) 0,964 0,7 Reliable
Responsiveness (X2) 0,967 0,7 Reliable
Assurance (X3) 0,933 0,7 Reliable
Empathy (X4) 0,973 0,7 Reliable
Tangibles (Xs) 0,892 0,7 Reliable
Customer Satisfaction (Y) | 0,964 0,7 Reliable

4.3. Simultaneous Test (F Test)

Table 3. Simultaneous Test Results

F Count Significance of F . Test Results
34,399 0,000

Based on the results of the regression analysis, the significant value of the F test results is 0.000.
The significant value of the simultaneous test results <0.05 means that the service quality
variable simultaneously with elements of Reliability, Responsiveness, Assurance, Empathy,
Tangibles has an effect on customer satisfaction at PT. PMS.

4.4. Partial Effect Test (t Test)

Table 4.Partial Test Results

Independent Variable | Regression Coefficient | T Count Significance
Constant -0,432 0,019 0,985
Reliability (X1) 0,324 3,548 0,001
Responsiveness (X2) | 0,308 2,656 0,010
Assurance (X3) 0,231 2,204 0,030
Empathy (X4) 0,137 2,520 0,014
Tangibles (Xs) 0,244 2,218 0,029

Based on the results of the partial test in table 4, the following results were obtained: The
significant value of the influence of the reliability variable on customer satisfaction is 0.001 with
a T count of 3.548 and the regression coefficient is positive at 0.324 with a significant value less
than <0.05 and the regression coefficient is positive, then reliability has a positive and significant
effect on customer satisfaction at PT. PMS. This shows that the reliability of PT. PMS is one of
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the factors that influence customer satisfaction, the better the reliability of PT. PMS, the higher
the customer satisfaction of PT. PMS.

The significant value of the influence of the responsiveness variable on satisfaction is 0.010 with
a T count of 2.656 and the regression coefficient is positive at 0.308 with a significant value less
than <0.05 and the regression coefficient is positive, then responsiveness has a positive and
significant effect on customer satisfaction at PT. PMS. This shows that the responsiveness of PT.
PMS is one of the factors that affect customer satisfaction, the better the responsiveness, the
higher the customer satisfaction.

The significant value of the influence of the assurance variable on customer satisfaction is 0.030
with a T count of 2.204 and the regression coefficient is positive at 0.231 with a significant value
less than <0.05 and the regression coefficient is positive, so Assurance has a positive and
significant effect on customer satisfaction. This shows that the trust of service users/customers to
PT. PMS is one of the factors that affect customer satisfaction, the higher the customer
assurance, the higher the customer satisfaction.

The significant value of the influence of the Empathy variable on customer satisfaction is 0.014
with a T count of 2.520 and the regression coefficient is positive at 0.137 with a significant value
less than <0.05 and the regression coefficient is positive, then Empathy has a positive and
significant effect on customer satisfaction. This shows that Empathy at PT. PMS is one of the
factors that influence customer satisfaction, the better Empathy PT. PMS to customers, the
higher the customer satisfaction.

The significant value of the effect of the tangibles variable on customer satisfaction is 0.029 with
a T count of 2.218 and the regression coefficient is positive at 0.244 with a significant value less
than <0.05 and the regression coefficient is positive, then tangibles has a positive and significant
effect on customer satisfaction. This shows that the tangibles of PT. PMS is one of the factors
that affect customer satisfaction, the better the tangibles, the higher the value of customer
satisfaction.

4.5. Multiple Linear Analysis

Based on the results of the regression analysis, the regression constant value is -0.585 with the
reliability variable regression coefficient of 0.324, the responsiveness variable regression
coefficient is 0.308, the assurance variable regression coefficient is 0.231, the empathy variable
regression coefficient is 0.137 and the tangible variable regression coefficient is 0.244, so that
the regression equation is obtained as follows:Y=-
0,432+0,324X1+0,308X>+0,231X3+0,137X4+0,244 X5

The interpretation of the regression equation, the regression constant is very low and even has a
negative value, indicating that the value of the customer satisfaction variable will be very low
without good service quality. Reliability regression coefficient of 0.324 indicates that the
increase in reliability of PT. PMS of 1 unit will increase customer satisfaction by 32.4% provided
that the value of other service quality variables remains constant. The responsiveness variable
coefficient of 0.308 indicates that customer satisfaction will increase by 30.8% if there is an
increase in the responsiveness of PT. PMS is 1 unit with the provision that the value of other
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service quality variables remains constant.

Assurance variable regression coefficient of 0.231 indicates an increase in customer satisfaction
of 23.1% can occur if PT. PMS increased the assurance variable by 1 unit. Furthermore, on the
empathy variable PT. PMS increased by 1 unit will increase customer satisfaction by 13.7%. The
tangible variable of customer satisfaction will increase by 24.4% if there is an increase in the
tangibles of PT. PMS is 1 unit.

4.6. Coefficient of Determination (R)

The results of the regression analysis of the adjusted R Square regression model value of 0.663.
This means that the amount of contribution given by all service quality variables with elements
of reliability, responsiveness, assurance, empathy and tangibles towards customer satisfaction is
66.3%, while the remaining 33.7% variance in customer satisfaction is influenced by other
factors.

Table 5. Coefficient of Determination

RSquare Adjusted RSquare
0,683 0,663

In regression analysis, the partial effect of the independent variable on the dependent variable is
seen from the significance, the smaller the significance value, the greater the contribution of the
independent variable to the dependent variable. The results of the regression analysis in the
figure show that the significance value of the reliability variable is 0.001. The significance of the
responsiveness variable is 0.010. The significance of the Assurance variable is 0.030. The
significance of the empathy variable is 0.014 and the significance of the tangible variable is
0.029 customer satisfaction PT. PMS.

5. Discussion

Reliability PT. PMS. The results of the analysis in the study indicate that the average score of
respondents’ answers to the reliability variable tends to be high, this indicates that according to
the perception of most of the customers of PT. PMS is a company that has a high level of
reliability, this is especially true in terms of providing services related to information, PT. PMS
has provided correct and precise information.

Responsiveness PT. PMS, has a very good category, especially in terms of handling customers,
the service process has been carried out well. Responsiveness variable tends to be high, this
shows that according to the perception of most customers who have ever received service, most
respondents consider that PT. PMS has very good Responsiveness, according to most service
respondents at PT. PMS has been implemented quickly and precisely, besides that the officers are
always ready to respond to customer requests.

Assurance PT. PMS, has a very good category in building assurance to customers. PT. PMS can
create a sense of security for customers when making payments so that customers can feel the
high element of assurance services from PT. PMS. This is mainly because PT. PMS is able to
build assurance to its customers, both new customers and old customers.

Empathy PT. PMS, is one of the service quality variables that is believed to have an effect on
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customer satisfaction. Based on the results of the analysis in this study, the results of the analysis
show that the average score of respondents' answers on the empathy variable tends to be high,
this indicates that most customers consider that PT. PMS has given customer empathy well.
Empathy given by PT. PMS can be in the form of services to customers that have been in
accordance with their needs, service time received by customers, attention given to customers.
Tangibles PT. PMS, the analysis in this study shows that the average score of respondents'
answers on the tangible variable is very high, this indicates that PT. PMS already has good
Tangibles in terms of buildings, facilities, facilities and infrastructure. Based on the information
obtained by PT. PMS already has adequate facilities and infrastructure to support customer
service.

6. Conclusion

Service quality with elements of reliability, responsiveness, assurance, empathy and tangibles
simultaneously affect customer satisfaction. Based on the results of the analysis in this study, the
significance value of the F test results in the regression analysis was 0.000 with an F count of
34,399 with a significance value obtained <0.05, the quality of service with elements of
reliability, responsiveness, assurance, empathy and tangibles simultaneously affect the customer
satisfaction.

Quality of service with elements of reliability, responsiveness, assurance, empathy and tangible
partially significant effect on customer satisfaction. Based on the results of the analysis in this
study, the significance value of the t-test results for each variable <0.05, so it was concluded that
the quality of service with elements of reliability, responsiveness, assurance, empathy and
tangibleness partially affected customer satisfaction.

Reliability is the most dominant factor influencing customer satisfaction. The results of the
analysis in this study indicate that reliability is a variable that has the smallest significance value,
so that the reliability variable of PT. PMS is the most dominant factor influencing customer
satisfaction.

References
Abdullah, Thamrin and Francis Tantri. (2012). Marketing Management. Jakarta: Raja Grafindo
Persada.

Abdurrahman, Maman and Sambas Ali. (2011). Practical Guide to Understanding Research.
Bandung: CV Pustaka Setia.

Alireza, Fazlzadeh, et all. 2014, How Quality, Value, Image, and satisfaction Create Loyalty at
an Iran Telecom International journal of Business and Management. Volume 6 .Number
8, pp 271-279, Canadian Center of Science and Education

Alma, Buchari. (2009). Marketing Management and Service Marketing. Bandung: CV Alfabeta.

Aryani, Dwi and Febrina Rosinta, (2010). The Influence of Service Quality on Customer
Satisfaction in Forming Customer Loyalty. Limn Journal of Administration and
Organization, 17(2), 114-126.

www.ijebmr.com Page 339




International Journal of Economics, Business and Management Research
Vol. 6, N0.09; 2022
ISSN: 2456-7760

Atmaja, Aditama Kusuma. (2011). Analysis of the Effect of Service Quality on Customer
Satisfaction (Study on Garuda Tickets at PT Fatah Fantastic Tour Travel Bogor).

Beni Agus Setiono, Sapit Hidayat (2021), Effect Of Organizational Commitment And Task
Characteristics On Employee Performance Shipping Company In Surabaya City, Journal
https://journals.scholarpublishing.org/index.php/ABR/article/view/11381  Archives of
Business Research Volume 9 Issue 12 Pages 145-152

Enni Sustiyatik, Beni Agus Setiono (2019), Effect of Product, Price, Promotion, and Place on
Consumer Loyalty, Jurnal Aplikasi Pelayaran dan Kepelabuhanan, VolumelO Issue 1
Pages 75-84

Gronroos, C. 2000. Service Management and Marketing, Published by Jhon Wiley and Ltd,
England.

Hafeez, Samraz and Muhammad, Bakhtiar. (2012). The Impact of Service Quality, Customer
Satisfaction and Loyalty Programs on Customer's Loyalty: Evidence from Banking Sector
of Pakistan, 3(16), 200-209.

Kheng, L. Lo et al. (2010). The Impact of Service Quality on Customer Loyalty: A Study of
Banks in Penang, Malaysia, 2(2), 57-66

Kotler and Keller, 2009. Marketing Management. Twelfth Edition vol 1, second printing, PT
Index, Jakarta.

Kotler, Philip and Gary Armstrong. (2008). Principles of Marketing Volume | twelfth edition.
Bob Sabran's translation, Jakarta, Erlangga.

Kotler, Philip and Kevin L. Keller. (2009). Marketing management volume 1, Thirteenth edition,
Bob Sabran's Translation, Jakarta, Erlangga.

Narti, Benny Agus Setiono, Hardjono Hardjono (2020),The Effect of Service Quality on KMP
Passenger Satisfaction. Cob at the Port of Ujung-Kamal PT. ASDP Indonesia Ferry
(Persero) Surabaya Branch, Jurnal Aplikasi Pelayaran dan Kepelabuhanan Volume 10,
Issue 2, Pages 151-158

Nasse, T. B.(2022). Customer Satisfaction and Repurchase: Why Fair Practices in African SMEs
Matter. International Journal of Social Sciences Perspectives, 10(1), 26-33.
https://doi.org/10.33094/ijssp.v10i1.545.

Nasse, T. B. (2019). Internal Equity and Customer Relationship Management in Developing
Countries: A Quantitative and a Comparative Study of Three Private Companies in
Burkina Faso. African Journal of Business Management, 13(1), 37-47.

Nguyen, Nga and LeBlanc, Gaston. 1998. The Modeling Role of Corporate Image on Customer
Image Retention Desesion : An Investment in Financial Services, International Journal of
Bank Marketing, 16(2), 52-56, MBC University Press.

Parasuraman, A et al. 1985. A Conceptual Model of Service Quality and Its Implication for
Future Research, Journal of Marketing Vol 49 Fall 41-50.

www.ijebmr.com Page 340



https://www.researchgate.net/profile/Thomas-Harvey-21/publication/359540146_Effect_of_Organizational_Commitment_and_Task_Characteristics_on_Employee_Performance_Shipping_Company_in_Surabaya_City/links/624325ff57084c718b74366d/Effect-of-Organizational-Commitment-and-Task-Characteristics-on-Employee-Performance-Shipping-Company-in-Surabaya-City.pdf
https://www.researchgate.net/profile/Thomas-Harvey-21/publication/359540146_Effect_of_Organizational_Commitment_and_Task_Characteristics_on_Employee_Performance_Shipping_Company_in_Surabaya_City/links/624325ff57084c718b74366d/Effect-of-Organizational-Commitment-and-Task-Characteristics-on-Employee-Performance-Shipping-Company-in-Surabaya-City.pdf
https://doi.org/10.33094/ijssp.v10i1.545

International Journal of Economics, Business and Management Research
Vol. 6, N0.09; 2022
ISSN: 2456-7760

Parasuraman, A et al. 1998. SERVQUAL : A Multiple-item Scale for Measuring Consumer
Perception of Service Quality, Journal of Marketing 64(1), Spring.

Priatno, D. 2002. Validation and Reliability Test in Understanding Statistical Analysis of Data
with SPSS, PT. Buku Seru, Jakarta.

Ratmito and Atik Winarsih. (2005). Service Management, Yogyakarta, Pustaka Pelajar.

Razavi, et al. 2012. How Customer Satisfaction, Corporate Image anda Customer loyalty are
Related, European Journal of Scientifiv Research 78 (4), Eurojurnal Publishing.

Sanusi, Anwar. 2011. Research Design in Second Print Business Research Methodology.
Salemba Empat Publisher, Jakarta

Setyorini, Winarti. (2011). The Effect of Service Quality on Customer Loyalty at the Maltkota
Hotel in Pangkalan Bun, 3(1), 167-178.

Shoki, Mohd el al. (2012). Relationship Between Customers Perceived Values, Satisfaction and
Loyalty of Mobile Phone Users, 1(1), 126-135.

Sugiyono. (2012). Understanding Qualitative Research. Bandung, Alphabeta.

Tjiptono, Fandy. (2009). Service Marketing: Essence and Application, Yogyakarta, Marketing,
Telkom University.

Yuliarmi, Ni Nyoman and Putu Riyasa. (2007). Analysis of the factors that influence customer
satisfaction with PDAM Denpasar service, 12(1), 9-28.

www.ijebmr.com Page 341




	Influence of Service Quality with the Dimensions of Reliability, Responsiveness, Assurance, Empathy and Tangibles on Customer Satisfaction
	Abstract
	1.  Introduction
	2. Literature Review
	2.1. Service quality
	2.2. Dimensions of Service Quality
	2.3. Customer satisfaction
	2.4. Customer Satisfaction Indicator
	2.
	3.  Research Method
	1.
	2. (1)
	3.
	4. Result
	4.1. Validity test
	4.1
	4.1.
	4.2. Reliability Test
	4.1. (1)
	4.2.
	4.3. Simultaneous Test (F Test)
	4.1. (2)
	4.2. (1)
	4.3.
	4.4. Partial Effect Test (t Test)
	4.1. (3)
	4.2. (2)
	4.3. (1)
	4.4.
	4.5. Multiple Linear Analysis
	4.1. (4)
	4.2. (3)
	4.3. (2)
	4.4. (1)
	4.5.
	4.6.  Coefficient of Determination (R)


