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ABSTRACT 

Customer satisfaction is the main aspect that must be met by the company, with the creation of customer 

satisfaction, demand will also rise. This study aims to determine the effect of price and service quality on 

customer satisfaction PT. Huda Express at McDonald’s Bintaro Restaurant. The method used is a 

quantitative method with an associative approach, with 100 respondents. Statistical tests using multiple 

regression analysis, coefficient of determination, and hypothesis testing with t test and F test. The results 

of the study, showed that price and service quality have a positive effect on customer satisfaction with the 

regression equation Y = 2,279 + 0,307X₁ + 0,130X₂. Price contributed 62.5% to customer satisfaction, 

while service quality contributed 59.6% to customer satisfaction. From testing hypotheses using statistical 

tests Fcount> F table or (163.410> 3.09), this is also strengthened with a probability of 0,000 <0.05. Thus 

H0 is rejected and H1 is accepted. This means that there is a positive and significant effect simultaneously 

between price and quality of service on customer satisfaction. 
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INTRODUCTION 

 
The development of the business world that is increasing today demands good 

management so that a company can still run its business. This is because of the large number of 

companies that are expanding in the shipping field. Not only private companies, but Pos 

Indonesia as a state-owned company also participated in improving itself and implementing a 

number of facilities in the delivery of goods. This is due to the high level of competition that 

occurs between shipping companies in Indonesia. 

The more business people in the same field, of course there will be more choices for 

potential consumers (Daraba, Subianto, & Salam, 2018; Sofyan, Haris, Akib, Gani, & Nuralim, 

2018; Syam , Lamangida, Madubun, & Akib, 2018). Things like this also happen in the field of 

shipping goods, because now there are many companies providing freight forwarding services 

that can be accessed easily by the wider community. Different levels of service and also tariffs 

will certainly be a special consideration for users of shipping services, where everyone will 

expect the best service with a number of affordable and pocket-friendly payments (Agustina, 

2015; Japarianto, 2018; Laurence & Mustamu, 2015). 

In the business of shipping goods, punctuality is also one of the factors that has a strong 

influence on the success of an shipping company (Grönroos, 1994; Philip Kotler, 2000; 

Lovelock, Wirtz, 2013; Sutisna, 2003). Customers always expect their shipments to arrive on 

time and according to the estimated schedule from the start, this is a special concern for 

customers, especially those who do have a number of business interests related to the items they 

Jurnal Administrare: Jurnal Pemikiran Ilmiah dan Pendidikan Administrasi Perkantoran  
Vol. 7, No. 1, January-June 2020, Pages 29-38 
p-ISSN: 2407-1765, e-ISSN: 2541-1306 
Homepage: http://ojs.unm.ac.id/index.php/administrare/index 
 

mailto:dosen01877@unpam.ac.id


30   Jurnal Administrare: Jurnal Pemikiran Ilmiah dan Pendidikan Administrasi Perkantoran 

 Vol. 7, No. 1, January-June 2020, Pages 29-38  
 

 

 

send. The process of sending goods or products is very often done by the wider community and 

the process also takes place very quickly. This is because people who want or need delivery 

services for goods or products for practical needs, especially in food courier services which 

have adapted to the business world with application technology, compete with similar 

competitors, and require good prices and services to create satisfaction customer. 

Price is a value that is made to be a benchmark value of goods or services. Price 

according to (Kotler and Armstrong, 2008) is the amount of money exchanged for a product or 

service. Furthermore, price is the sum of all values that consumers exchange for the amount of 

benefit by owning or using an item or service. Quality of service provides an encouragement to 

customers to establish strong bonds with the company. According to (Tjiptono & Chandra, 

2011), service quality is a presentation of a product or service according to the size applicable at 

the place where the product is held and the delivery is at least the same as desired and expected 

by consumers. 

According to (P. Kotler & Keller, 2009) customer satisfaction is the result felt by buyers 

who experience the performance of a company in accordance with their expectations. 

Customers are satisfied when their expectations are met, and feel very happy when their 

expectations are exceeded. Satisfied customers tend to stay loyal longer, buy more, are less 

sensitive to price changes and their talks benefit the company (Irawan & Japarianto, 2013; 

Nasir, Faiz, & Lee, 2011; Rasyid, 2017; Safitri, Rahayu, & Indrawati, 2016 ). 

 

METHOD 

 
The company which is the object of this research is PT. Huda Express with the address of 

the head office on Jalan Raya Kebayoran Lama, RT.1 / RW.2, North Sukabumi, Kebon Jeruk 

District, West Jakarta City, Special Capital Region of Jakarta. In this study, the population is 

customers who use the services of PT Huda Express to McDonald's Bintaro with 4,980 

customers. By using the Slovin formula, the number of samples used in this study was 100 

customers. 

 

RESULT AND DISCUSSION 
 

Customer satisfaction is the main aspect that must be met by the company, with the 

creation of customer satisfaction, the demand will. One of the things that causes customer 

satisfaction is in terms of price and quality of services provided. Price and quality of services 

provided must be able to satisfy consumers. Consumers can be satisfied with a service if they 

have expectations can be fulfilled. Consumers also compare what is obtained in a company with 

other companies. So the presence of competitors is important to improve the quality of service 

of a company. 

 

Characteristics of Respondents 

 

With a sample of 100 people, the questionnaire was distributed to users of PT Huda 

Express courier services who made purchases on delivery at McDonald’s Bintaro. Respondent 

data according to the results of the questionnaire distributed by age as follows: 
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Table 1 

Data of Respondents by Age 

No Age (Years) Amount Presentage (%) 

1 20-30 53 51.0 

2 31-40 33 31.7 

3 41-50 12 11.5 

4 >51 2 1.9 

Amount 100 100 

Source: Primary data processed 

 

Table 1 shows that the percentage of customers by age with the most samples is those 

aged ≥ 20-30 years which is 51% (53 people), then 31-40 years by 31.7% (33 people), 41-50 

years by 11.5% (12 people), and the least of which is 51 years at 1.9% (2 people). Respondent 

data according to the results of the questionnaire distributed by sex in table 2. 

 

Table 2 

Respondent Data Based on Gender 

No Gender (Years) Amount Presentage (%) 

1 Male 71 63.3 

2 Famale 29 27.9 

Amount 100 100 

 

From the table above shows that the percentage of customers by sex  is male by 68.3% 

(71 people), while for female gender is 27.9% (29 people). Respondent data according to the 

results of the questionnaire distributed based on length of work as follows:  

Table 3 

Length of working 

No years of service (Years) Amount Presentage (%) 

1 0-5 12 11.5 

2 6-10 66 63.5 

3 11-20 22 21.2 

4 >20 0 0 

Amount 100 100 

Source: Primary data processed 

 

From table 3, shows that the percentage of customers obtained by the level of work time. 

The length of work period is 0-5 years, 12 people (11.5%), then 6-10 years, 66 people (63.5%), 

at the level of 11-20 years, 22 people (21.2%). Respondent data according to the results of the 

questionnaire distributed by level of education as follows: 
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Table 4 

Respondent Data Based on Education 

No Educational Amount Presentage (%) 

1 Senior High School 44 42 

2 Diploma (D III) 8 7.7 

3 Bachelor (S1) 46 44.2 

4 Master's program (S2) 2 1.9 

5 Doctoral program (s3) 0 0 

Amount 100 100 

Source : Primary data processed 

From the table above shows that the percentage of customers based on education with the 

highest sample obtained by high school education is 42.3% (44 people), then D3 education gets 

a percentage of 7.7% (8 people), S1 education with a percentage of 44.2 % (46 people), and S2 

education earned a percentage of 1.9% (2 people). 

Correlation Coefficient Analysis 

  

Table 5 

Price Correlation Coefficient Analysis on Customer Satisfaction 

Correlationsb 

 Price Satisfaction 

Price 

 

Pearson Correlation 1 .791** 

Sig. (2-tailed)  .000 

N 100 100 

Satisfaction Pearson Correlation . 791** 1 

Sig. (2-tailed) .000  

N 100  

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Primary data processed, 2018 

 

From the table above, it can be seen that the correlation coefficient is rxy = 0.791 or rxy> 

0, then there is a strong positive influence between price on customer satisfaction. Based on the 

calculation of correlation of 0.791, it can be seen from the table above included in the interval 

0.60-0.799 with a strong influence level. 
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 Table 6 

Correlation Coefficient Analysis of Service Quality to Price 

Correlationsb 

 Service Quality 

 

Satisfaction 

Service Quality 

 

Pearson Correlation 1 .772** 

Sig. (2-tailed)  .000 

N 100 100 

Satisfaction Pearson Correlation . 772** 1 

Sig. (2-tailed) .000  

N 100 100 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Primary data processed, 2018 

 

From the table above, it can be seen that the correlation coefficient of rxy = 0.722 or rxy> 

0, then there is a strong positive influence between service quality on customer satisfaction. 

Based on the calculation of the correlation of 0.722, it can be seen from the table above, 

including the 0.60-0.799 interval with a strong influence level. 

  

Multiple Linear Regression Test 

In analyzing the price factor (X₁) and service quality (X₂) to customer satisfaction (Y), 

regression analysis using : 

Table 7 

Multiple Linear Regression Analysis 

Coefficients a 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

  (Constant) 2,279 652   3,498 .001 

Price .307 .86 .509 3,564 .001 

Service Quality  130 .060 .311 2,177 .032 

a. Dependent Variable: customer satisfaction 

Based on the table, it can be concluded that X₁ = 0.307 and X₂ = 0.130 obtained the 

regression equation model is 

Y = 2,279 + 0,307 X₁ + 0,130 X₂ 

A constant of 2,279 means that if the price and service quality is considered constant, 

then customer satisfaction is 2,279 points. Regression coefficient X₁ of 0.307 means that if the 

price value increases reasonably by 1 (one) point while the service quality is assumed to be 

constant, it will cause an increase in customer satisfaction of 0.307. Regression coefficient X₂ of 
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0.130 means that if the value of service quality has increased by 1 (one) point while the price is 

assumed to be constant, it will cause an increase in customer satisfaction of 0.130. .                

 

Analysis of the Coefficient of Determination 

  
The value used in determination is to use the R Square value is used to measure how 

much the model's ability to explain the dependent variable. The R Square value used is taken 

from the Model Summary table. 

Table 8 

Price Determination Coefficient on Customer Satisfaction 

From the table above can be seen Adjusted R Square of 0.625 or of 62.5%. This means 

that variations in price independent variables can explain the dependent variable customer 

satisfaction by 62.5%. 

Table 9 

Determination coefficient of service quality to Customer Satisfaction 

Model Summary 

R R Square Adjusted R Square Std Error of the Estimate 

.772* .596 .592 2.27442 

Source: Primary data processed, 2018 

 

From the table above can be seen Adjusted R Square of 0.596 or of 59.6%. This means 

that variations in the independent variable service quality can explain the dependent variable 

customer satisfaction by 59.6%. 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

 (Constant) 2.279 .652  3.498 .001 

Price .307 .086 .509 3.564 .001 

Service Quality .130 .060 .311 2.177 .032 

a. Dependent Variable:  customer satisfaction 
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Table 10 

Price Determination Coefficient and Service Quality on Customer Satisfaction 

Model Summary 

Model R R Square 
Adjusted R 

Square 

Std Error of the 

Estimate 

1 .791* .625 .621 2.19031 

2 .802* .643 .635 2.14971 

a. Predictors: (Constant), Price 

b. Predictors: (Constant), Price, Service Quality 

Source: Primary data processed, 2018 

From the table above can be seen Adjusted R Square of 0.652 or 65.2%. This means that 

variations in the price independent variable can explain the dependent variable customer 

satisfaction by 65.2%, and seen Adjusted R Square service quality of 0.643 or 64.3%. This 

means that variations in the independent variable service quality can explain the dependent 

variable customer satisfaction by 64.3%. 

   

Simultaneous Test 

  
It is known that the table's F value is 3.09. Because the value of FCount 1 63.410 is greater than 

the value of F table 3.09, or FCount > Ftable or 163.410> 3.09, it can be concluded that the price and 

quality of service simultaneously affect customer satisfaction. 

 

CONCLUSION 

 
From the results of gathering opinions through a questionnaire distributed to 100 

respondents, the price variable contributed to customer satisfaction by 62.5% and, tCount 

(3,564)> ttable (1,662). Y regression test results = 2.672 + 0.477X it shows that the price 

variable has a positive influence on customer satisfaction, meaning that every time there is an 

increase in a reasonable variable price will also increase customer satisfaction. Service quality 

variables contributed to customer satisfaction by 59.6% and, tCount (2.177)> ttable (1.662). From 

the results of the regression test Y = 2.587 + 0.322X it shows that the service quality variable 

has a positive influence on customer satisfaction, meaning that every time there is an increase in 

a reasonable price variable it will also increase customer satisfaction. Value of Fcount> Ftable or 

163.410> 3.09, it can be concluded that the price and quality of service simultaneously affect 

customer satisfaction. 
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