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Abstract

The purpose of this study to examine the factor factors influence customer satisfaction ahass
wangon. The result shows that service quality has no significant effect to customer satisfaction, it
can be proved by sig value. the count is greater than 0.05 ie 0.894> 0.05. Loyalty has a
significant effect on satisfaction, this can be proved by the sig value. count smaller than 0.05 ie
0.008 <0.05. The facility has no significant effect on customer satisfaction, this can be proved by
the sig value. count greater than 0.05 ie 0.079> 0.05. Reliability has no significant effect on
customer satisfaction, this can be proved by the sig value. the count is greater than 0.05 ie 0.661>
0.05. Price has a significant effect on customer satisfaction, this can be proven with sig value.
count smaller than 0.05 ie 0.020> 0.05. service quality, customer loyalty, facility, reliability and
price have influence proportion to customer satisfaction equal to 37,3% while the rest 62,7 is
influenced by other variable which is not in linear regression model.

Keywords: service quality, facility, reliability, price and customer satisfaction.

1. Introduction

Global competition at this time requires companies to compete with each other in marketing and
selling their products. Companies must use the right strategy to maintain their products so that
they are continuously consumed by consumers. Therefore, an important thing that every
company needs to do and pay attention to is creating new customers and retaining customers, one
of which is by marketing its products. Marketing in general is only seen as an activity of selling
goods or services. However, marketing is more of a process in which the activities of creating
products or services, offering and delivering them to consumers. To reach the hands of
consumers, the product or service must be introduced to consumers first. In addition,
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communication is also important in maintaining the product. Communication made by the
company is through promotion. Promotion is a form of marketing communication, what is meant
by marketing communication is a marketing activity that seeks to disseminate information,
influence/persuade, or remind the target market of the company and its products to be willing to
accept, buy and be loyal to the products offered by the company concerned (Fandi Tjiptono,
1997).

Kotler (2004:7) states marketing is a social and managerial process in which individuals and
groups get what they need and want by creating, offering, and exchanging products of value with
other parties. Another definition of marketing is also stated by Stanton (2002: 4-5), namely that
the market is an overall system of activities aimed at planning, determining prices, promoting
and distributing goods and services that can satisfy the needs of existing buyers and potential
buyers. The development of the automotive industry in Indonesia is very fast and tends to
increase every year, in line with the needs and demands of the public for adequate means of
transportation.

The increasing number of motorcycle users, for this reason indirectly consumers also need
facilities and infrastructure to maintain, repair or buy spare parts for their vehicles so that they
are suitable for use, not inferior to new products and can be sold at high prices. This has created
intense competition, especially for service providers, between authorized dealers who work with
certain motorcycle brands that compete with each other to get consumers. Therefore service
providers are increasingly developing a better goal, namely how to grow satisfied consumers for
the services provided towards loyal consumers.

Customer loyalty is not something that is easily formed, because service providers must first
provide satisfaction to their customers. This satisfaction can be achieved by providing optimal
service quality to customers. Loyalty is formed when customers are satisfied with the level of
service received, with the level of service received exceeding customer expectations, it is likely
that customer satisfaction will be formed, and with customer satisfaction it will lead to customer
loyalty to the services or goods offered. One service company that strives to provide quality
service is Wangon AHASS Workshop, which is an AHASS (Astra Honda Authorized Service
Station) service company, which is the official repair shop for Honda motorcycles. Companies
are required to retain customers, namely by continuing to maintain the quality of their services so
that customers do not switch to other service companies that are better. According to Griffin (in
Diah Dharmayanti, 2006:38) argues that loyal customers are customers who are very satisfied
with a particular product or service so they have the enthusiasm to introduce it to anyone they
know. Meanwhile, according to Alida Palilati (2004: 67) says that loyalty to a company's product
or service (brand) is defined as a favorable attitude towards a brand, which is represented in
consistent purchases of that brand all the time.

Customers will be satisfied if the services provided by the company are in accordance with what
the customer asked for, and for a prolonged period of time the customer will come back to the
company to use the services provided by the company again. And if the customer is satisfied, it
is also very likely that the customer will recommend the services provided by the company to
many people or relatives. This will be very profitable for the company in terms of revenue which
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will increase every time. Therefore it is very important for companies to pay attention to the
quality of their services so as to provide satisfaction for customers.

Theory & Hypothesis Development

Marketing

In general, the notion of marketing is the activity of marketers to run a business (profit or non-
profit) to meet market needs with goods and services, distribute and promote them through
processes such as exhibitions. The definition of marketing by experts differs in its emphasis, but
all of them actually have almost the same meaning between one another. Here are some
definitions of marketing that the author quotes from several experts: According to Kotler and
Amstrong which is translated by Benyamin Mplan (2012: 5) is "A societal process by which
individuals and groups obtain what they need and want to create by creating, offering, and freely
exchanging products and services of value with others."

Marketing Management

Marketing management can be applied to all business fields. In management there are functions
of analysis, planning, implementation or application as well as supervision. The planning stage is
the stage that determines the continuity and success of a marketing organization. The planning
process is a process that always looks ahead or at the possibility of the future including the
development of programs, policies and procedures to achieve marketing objectives. According to
Kotler and Keller translated by Bob Sabran (2012: 5) defines: "Marketing Management is the art
and science of choosing target markets and getting, keeping, and growing customers through
creating, delivering, and communicating superior customer value." According to Philip William
J. Shultz quoted by Buchari Alma (2011: 130) defines: "Marketing Management is the process of
planning, directing and controlling all marketing activities of a company or part of a company.”

Service Quality

Kotler and Keller in their book "Marketing Management" define quality based on the American
Society for Quality Control definition translated by Bob Sabran, namely quality is the totality of
features and characteristics of a product or service that depend on its ability to satisfy stated or
implied needs. This is definitely customer focused. According to Garvin quoted by Tjiptono
(2012: 143) states that there are five perspectives regarding quality, one of which is that quality
is seen depending on the person judging it, so that the product that best satisfies one's preferences
is a high quality product. According to Kotler and Keller translated by Benyamin Molan (2012:
128) states that "Service quality is the level of competence expected and control over the level of
competence to fulfill consumer desires so that consumer satisfaction is achieved."”

Customer satisfaction

According to Kotler and Keller (2012: 177), consumer satisfaction is "a person's feeling of
pleasure or disappointment that arises after comparing the product performance that is
considered to the expected performance.” Tjiptono (2012: 312) consumer satisfaction is the level
of one's feelings after comparing the performance (or results) that he perceives compared to his
expectations. According to Supranto's theory (2012) customer satisfaction is a label used by
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customers to summarize a set of visible actions or actions related to products or services. Based
on several definitions of customer satisfaction according to experts, the authors can conclude that
customer satisfaction is the level of one's feelings when receiving the product or service offered
and comparing the performance or product or service received with the expectations they have.

2. Method

The population taken in this study is 1267 population for 1 year, namely in 2021 the number of
visitors / customers who come to the AHASS Wangon workshop to carry out periodic repairs
and servicing. With a total sample of 100 respondens. Data collection using a list of questions
provided to answer questions in writing by respondents. The questionnaire contains questions,
each question opens the possibility of five answers. Of the five answers, the respondent is
expected to choose the answer that is most suitable for him. Each answer has a score, where 1
strongly disagrees to 5 strongly agrees. Data analysis was performed by Regression Analysis
using the SPSS program.

3. Results
a. Normality test

Histogram

Dependent Variable: Y
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Figure 1. Normality Test

In the figure it can be seen that the normal probability plot graph shows a normal graphic pattern.
This can be seen from the dots that spread around the normal graph. This can be seen from the
points that spread around the diagonal line and follow the diagonal line. Therefore, it can be
concluded that the regression model is feasible because it meets the normality assumption.
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b. Multicollinearity Test

Table 1. Multicollinearity Test

Coefficients?

Model Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
B Std. Error [ Beta t Sig. Tolerance | VIF
1 (Constant) | 8.120 1.306 6.215 .000
X1 222 .075 .300 2.948 .004 920 1.086
X2 -.039 138 -.031 -.283 778 815 1.227
X3 .079 115 .081 .690 492 .694 1.442
X4 -.103 .103 -.107 -1.002 |.319 .828 1.207

a. Dependent Variable: Y
From the table above, it can be seen that the VIF values of all variables are not greater than 10,
meaning that there are no symptoms of multicollinearity.

C.

Heteroscedasticity Test

Table 2. Heteroscedasticity Test

Coefficients?

Model Unstandardized Standardized
Coefficients Coefficients

B Std. Error Beta t Sig.

1  (Constant) 2.439 674 3.617 .000

X1 .042 .039 114 1.076 .285

X2 -.049 071 -.077 -.688 493

X3 .013 .059 .028 227 821

X4 -.060 .053 -.126 -1.132 .260

a. Dependent Variable: ABRESID

From the table above, the probability value is greater than the alpha value (0.05), so that this
research model does not contain elements of heteroscedasticity.
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d. Multiple Linear Regression Test
Table 3. Multiple Linear Regression Test

Coefficients?

Model Unstandardized Standardized
Coefficients Coefficients

B Std. Error Beta t Sig.

1  (Constant) 8.120 1.306 6.215 .000

X1 222 .075 .300 2.948 .004

X2 -.039 .138 -.031 -.283 178

X3 .079 115 .081 .690 492

X4 -.103 .103 -.107 -1.002 319

a. Dependent Variable: Y
Based on table 3, the multiple linear regression equation is obtained as follows:
Y =0,300 X1 -0,031 X2 + 0,081 X3 - 0,107 X4

Discussion
H1: Service quality has a significant effect on customer satisfaction.

The statement of the first hypothesis that service quality has a significant effect on customer
satisfaction is not proven. This can be shown by the significance value (P Value) of 0.004 which
is smaller than 0.05 and the regression coefficient value of 0.300. It can be concluded that the
higher the service quality, the higher the customer satisfaction. This is because consumers are
satisfied with the services provided by AHASS starting from the speed of service, the waiting
room and the comfort of the waiting room.

H2: Facilities have a significant effect on customer satisfaction

The statement of the second hypothesis that facilities have a significant effect on customer
satisfaction is not proven. This can be shown by the significance value (P Value) of 0.778 which
is greater than 0.05 and the regression coefficient value of -0.031. It can be concluded that the
higher the facility, the higher the customer satisfaction. This is because consumers prefer the
availability of spare parts for their vehicles, because often when repairs are carried out, there are
several spare parts components that are not available in the workshop even though the existing
workshop facilities are complete in terms of waiting room facilities. This causes a decrease in
customer satisfaction.

H3: Reliability has a significant effect on customer satisfaction.

The statement of the third hypothesis that reliability has a significant effect on customer
satisfaction is not proven. This can be shown by the significance value (P Value) of 0.492 which
is greater than 0.05 and the regression coefficient value of 0.081. It can be concluded that the
higher the reliability, the higher the customer satisfaction. This is because consumers are more
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likely to look at the availability of vehicle parts and the prices given, because often when repairs
are carried out, there are several component parts that are not available and consumers have to
look outside the workshop. This causes a decrease in customer satisfaction.

H4: Price has a significant effect on customer satisfaction.

The statement of the fourth hypothesis that price has a significant effect on customer satisfaction
is not proven. This can be shown by the significance value (P Value) of 0.319 which is greater
than 0.05 and the regression coefficient value of -0.107. It can be concluded that the higher the
price, the higher the customer satisfaction. This is because consumers are still considering
repairing vehicles at AHASS repair shops, because the prices are more expensive than repairing
vehicles at regular repair shops which are cheaper.

Conclusion

Based on the results of the research and discussion above, in this study it can be concluded that
service quality has a significant effect on customer satisfaction. Facilities have no significant
effect on customer satisfaction. Reliability has no significant effect on customer satisfaction.
Price has no significant effect on customer satisfaction. Based on the conclusions obtained, the
suggestions put forward are to improve service quality by providing additional services to
AHASS customers such as free drinking. Improved facilities at AHASS by fixing the customer's
waiting room while waiting for their vehicle to be repaired. Service quality, facilities, reliability
and price have a proportion of influence on customer satisfaction by 5.7% while the remaining
94.3% is influenced by other variables that are not in the linear regression model. It is hoped that
future research will not only examine the relationship between service quality, facilities,
reliability and price on customer satisfaction but there are other variables that influence
purchasing decisions such as brand image and corporate image as recommended by previous
researchers.

Acknowledgments

We express our gratitude to the subject and object of the Wangon community, colleagues who
have assisted in this research and the International Journal of Economics, Business and
Management Research which has provided the opportunity to publish this article.

References

Abd elfattah, T., & Aboud, A. (2020). Tax avoidance, corporate governance, and corporate
social re sponsibility: The case of the Egyptian capital market. Journal of International
A ccounting, Auditing and Taxation, 38, 100304.
ht tps://doi.org/10.1016/j.intaccaudtax.2020.100304

Amelia, S. R., Hasibuan, R. R., Purbalingga, U. P., & Purbalingga, U. P. (2022). Determinasi
Financial Literacy Dan Penggunaan Fintech Terhadap Peningkatan Produktivitas
UMKM Purbalingga Dimasa Pandemi Covid-. 7(1), 1-11.

www.ijebmr.com Page 173




International Journal of Economics, Business and Management Research
Vol. 6, No.12; 2022
ISSN: 2456-7760

Apriani, V., & Situngkir, T. L. (2021). Pengaruh kinerja keuangan terhadap harga saham
Effect of financial performance on stock prices. 18(4), 762—769.

Candra dewi, M. R., & Rahyuda, H. (2019). Pengaruh Kinerja Keuangan, Tata Kelola
Perusahaan D an Penggunaan Derivatif Terhadap Risiko Perusahaan. Matrik : Jurnal
Manajemen, S trategi Bisnis Dan Kewirausahaan, 243.
https://doi.org/10.24843/matrik:jmbk.2019.v13.i02.p12

Carolina, C., Vernnita, V., & Christiawan, Y. J. (2020). Pengaruh Ukuran Dewan Direksi
T erhadap Nilai Perusahaan Dengan Ukuran Perusahaan Sebagai Moderating Variabel.
J urnal Riset Akuntansi Dan Perbankan, 14(2), 351-362.

Danoshana, S., & Ravivathani, T. (2019). The impact of the corporate governance on firm
performance: A study on financial institutions in Sri Lanka. SAARJ Journal on Banking
& Insurance Research, 8(1), 62. https://doi.org/10.5958/2319-1422.2019.00004.3

Dewi, M., & Zatira Novridayani. (2020). Analisis Pengaruh Tata Kelola Perusahaan yang Balik,
Kinerja Keuangan dan Ukuran Perusahaan terhadap Kesulitan Keuangan di Perusahaan
Manufaktur yang Terdaftar di BEI Tahun 2015-2017. Jurnal Manajemen Dan Keuangan,
8(3), 281-299. https://doi.org/10.33059/jmk.v8i3.2397

Dwiputri, R. M. (2019). Pengaruh Tata Kelola Perusahaan Terhadap Kinerja Keuangan dan
Kinerja Saham pada Indeks Saham LQ45. Jurnal Ekonomi Dan Industri, 20(1), 1-19.

Fitriana, A., Setyanugraha, R. S., & Hasibuan, R. R. (2021). PENGELOLAAN KEUANGAN
KELUARGA  DALAM UPAYA  MENINGKATKAN PRODUKTIVITAS
MASYARAKAT YANG MANDIRI KELURAHAN TELUK KABUPATEN
BANYUMAS. Perwira Journal of Community Development, 1(1), 37-41.

Fitriana, A., Hasibuan, R. R., Tyas, K. Z., & Supriatin, D. (2022). Pendampingan Pencatatan
Keuangan Sederhana Bagi Pelaku UMKM Bidang Pariwisata di Desa Petahunan, Kab.
Banyumas. PaKMas: Jurnal Pengabdian Kepada Masyarakat, 2(1), 17-22.

Goel, P. (2018). Implications of corporate governance on financial performance: an analytical
review of governance and social reporting reforms in India. Asian Journal of
Sustainability and Social Responsibility, 3(1). https://doi.org/10.1186/s41180-018-0020-4

Hasibuan, R. R., & Pratiwi, A. R. (2021). Anteseden Repurchase Intention Aplikasi Shopee
Dengan Kepuasan Sebagai Variabel Mediasi Di Kabupaten Banyumas. Tirtayasa
Ekonomika, 16(2), 253-265.

Hasibuan, R. R. (2021). ANALISIS PENGARUH KUALITAS PRODUK, PROMOSI, DAN
TENAGA PENJUAL TERHADAP KEPUTUSAN PEMBELIAN PRODUK
KOSMETIK IMPORT ORIFLAME DI SPO 1507. JURNAL EKONOMI, 11(2), 1-12.

www.ijebmr.com Page 174




International Journal of Economics, Business and Management Research
Vol. 6, No.12; 2022
ISSN: 2456-7760

Hasibuan, R. R., Setyanugraha, R. S., Amelia, S. R., Arofah, A. A., & Pratiwi, A. R. (2021).
Penyuluhan Pemanfaatan Air Nira Pohon Kelapa Menjadi Gula Semut untuk
Meningkatkan Perkonomian Desa Kuripan Kabupaten Cilacap. ETHOS: Jurnal
Penelitian dan Pengabdian kepada Masyarakat, 9(1), 107-111.

Hasibuan, R. R., & Setyanugraha, R. S. (2021). IMPACT OF THE COMPANY'S SERVICE
QUALITY DIMENSION ON CUSTOMER CUSTOMER SATISFACTION AT
IMALEZ MULTY CORP COOPERATIVE. Perwira International Journal of Economics
& Business, 1(1), 19-28.

Hasibuan, R. R., Setyanugraha, S., & Priambodo, A. (2019). UJI KELAYAKAN BISNIS DAN
STRATEGI PEMASARAN PENINGKATAN DAYA JUAL PRODUK UMKM GULA
MERAH DI KECAMATAN KESUGIHAN. Jurnal EBI, 1(1).

Mustapha, N., Ahmad, A., Uli, J., & Idris, K. (2011). Antecedents of intention to stay with the
mediating effects of work-family factors among single mothers. European Journal of
Social Sciences, 22(2), 262-279.

Pradipta, D. H., & Supriyadi. (2015). Pengaruh Corporate Social Responsibility (CSR),
Profitabilitas, Leverage, Dan Komisaris Independen Terhadap Praktik Penghindaran
Pajak. Kompartemen Jurnal limiah Akuntansi, Vol.XV(No.1), PP.1-25.

Pratiwi, W. (2021). The Influence of Corporate Governance Mechanism, Accounting
Conservatism, And Company Size on Earnings Quality. Journal of Economics, Finance
and Management Studies, 04(01). https://doi.org/10.47191/jefms/v4-i1-04

Rahmadi, R., Soolany, C., & Pratama, A. R. (2018). Penerapan Manajemen Strategi Pemasaran
untuk Meningkatkan Daya Jual Produk UMKM Gula Merah di Kabupaten Cilacap. JTI-
UNUGHA (Jurnal Teknologi Industri-UNUGHA), 2(2).

Setyanugraha, R. S., Fitriana, A., & Hasibuan, R. R. (2021). Festival Wisata Online Sebagai
Bentuk Komunikasi Pemasaran Dan Peningkatan Kinerja Keuangan UMKM Di Masa
Pandemi Covid-19. AGUNA: Jurnal llmu Komunikasi, 2(2), 54-62.

Setyanugraha, S., & Hasibuan, R. R. (2020). ANTESEDEN LOYALITAS KONSUMEN DARI
PEMBERIAN LAYANAN PRODUK INTERNET PT. LAXO. Jurnal Ekonomi
Manajemen, 6(1), 21-30.

Suleman, D., Febriyantoro, M. T., Fadly, R., Napitupulu, R. L., Safria, D., & Hasibuan, R. R.
(2022). Perceptions On Halal Labels Impact On Purchase Decisions With Brand Image
As Intervening Variables: A Consumer Study Of Solaria Restaurants In
Jakarta. International Journal of Social and Management Studies, 3(6), 58-63.

www.ijebmr.com Page 175




International Journal of Economics, Business and Management Research
Vol. 6, No.12; 2022

ISSN: 2456-7760

Suwono, S., & Reza Rahmadi Hasibuan. (2022). Total Quality Management (TQM) Terhadap
Kinerja Keuangan Dengan Kualitas Kerja Sebagai Variabel Mediasi Pada Perusahaan
Manufaktur. Jurnal E-Bis, 6(2), 606-619. https://doi.org/10.37339/e-bis.v6i2.1019

Quoquab, F., Abdullah, N. L., & Mohammad, J. (2016). Investigating the effects of consumer
innovativeness, service quality and service switching costs on service loyalty in the
mobile phone service context. Gadjah Mada International Journal of Business, 18(1),
21-53. https://doi.org/10.22146/gamaijb.9286

Ticoalu, R., Januardi, J., & ... (2021). Nilai Perusahaan, Manajemen Risiko, Tata Kelola
Perusahaan: Peran Moderasi Ukuran Perusahaan. Studi Akuntansi ..., 4(2), 89-103.
https://journal.prasetiyamulya.ac.id/journal/index.php/saki/article/view/742%0Ahttps://jo
urnal.prasetiyamulya.ac.id/journal/index.php/saki/article/download/742/470

Wilson, N., Keni, K., & Tan, P. H. P. (2019). The effect of website design quality and service
quality on repurchase intention in the E-commerce industry: A cross-continental analysis.
Gadjah  Mada International  Journal of  Business, 21(2), 187-222.
https://doi.org/10.22146/gamaijb.33665

Yoshida, M., & James, J. D. (2010). Customer satisfaction with game and service experiences:
Antecedents and consequences. Journal of Sport Management, 24(3), 338-361.
https://doi.org/10.1123/jsm.24.3.338

www.ijebmr.com Page 176




	Factors Affecting Customer Satisfaction at Honda AHASS Workshops in Wangon District, Indonesia
	Abstract
	1. Introduction
	2. Method
	3. Results
	References

