
International Journal of Integrative Research (IJIR)                            
Vol.1, No.2, 2023:87-94  

 
 

 
 

87 
( 

DOI: https://doi.org/10.59890/ijir.v1i2.31  
https://journal.multitechpublisher.com/index.php/ijir 

Effect of Product Quality, Service and Price on Consumer 
Satisfaction (Case Study on Warung Tengah Sawah Restaurant 
Business) 
Akhmad Nasir1*, Achmad Nur Fuad Chalimi2 

Sekolah Tinggi Ilmu Ekonomi Gempol 
Corresponding Author: Akhmad Nasir nasir.stieg@gmail.com,  

A R T I C L E I N F O A B S T R A C T 

Keywords: Product Quality, 
Service, Price and Consumer 
Satisfaction 
 
Received : 3 January 
Revised  : 19 January  
Accepted: 18 February  
 
©2023 Nasir, Chalimi: This is an open-
access article distributed under the terms 
of the Creative Commons Atribusi 4.0 
Internasional. 

 

In this research, service and price are partially 

and together on consumer satisfaction. With 

product iquality, iservice iand iprice ias 

independent ivariables iand icustomer 

satisfaction ias ithe idependent ivariable. iThe 

type iof iresearch iused iwas iquantitative, ithe 

population iin ithis istudy iwere icustomers iwho 

had ieaten iat ithe iWarung iTengah iSawah 

Restaurant iwith ia isample iof i55 ipeople. iData 

analysis iused iis iMultiple iLinear iRegression, 

instrument test and classical assumption test. The 

results of the research on product quality have a 

t-count value of 2.625 (sig. 0.019 <0.05) service 

has a t-count value of 2.114 (sig. 0.052> 0.05) 

prices have a t-count value of 0.256 (sig. 

0.612>0.05) which indicates that product quality 

partially ihas ia isignificant ieffect ion icustomer 

satisfaction, iwhile iservice iand iprice ipartially 

have ian iinsignificant ieffect ion icustomer 

satisfaction. iAs iwell ias itogether ithe iquality of 

products, services and prices have a significant 

effect on customer satisfaction. Evidenced by the 

large F count of 5.492 with a sig. F (0.006 <0.05). 
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INTRODUCTION 
Along with the development of the era or civilization and globalization, 

human life and culture are increasing, including the increase in the food 
business. The increase in the food business is currently increasingly reaching all 
levels of society, the food business answers all people's demands for practicality 
in meeting food needs. Increasing business competition requires business actors 
to be sensitive to changes in business competition conditions that occur in the 
surrounding environment and increase orientation towards the ability to attract 
consumers' purchasing power in the products being sold. 

Another ifactor ithat iinfluences icustomer isatisfaction iis ithe iservice 
provided iby ithe icompany ito iconsumers, iexcellent iservice iwill iresult iin 
customer satisfaction and loyalty which will ultimately protect sales and 
business profits. Poor service will cause consumer dissatisfaction, with 
customer dissatisfaction it will create a bad image for future businesses, so 
consumers will not only leave, but also ask other consumers to visit other 
places. 

According ito iAssegaf i(2014) i"quality iof iservice iis ian ieconomic 
activity ithat iproduces ior iproduces itime, iplace, iform, iand ipsychological 
needs ior ineeds". iIn ifact, it costs more to acquire new customers than to retain 
existing ones. Therefore, it is very important for businesses to provide the best 
company service to consumers and be able to solve problems. 

The next factor that can affect consumer satisfaction is price, which is a 
determining factor that influences purchasing choices. Price is the value given 
by business actors to consumers for the sale of their products. This Warung 
Tengah Sawah Restaurant is a traditional restaurant that is well known among 
the people of Sidoarjo and its surroundings. This restaurant is famous because 
there are various types of traditional food. Of all the menus, consumers have 
the right to choose according to their individual tastes and needs. Based on 
these ifacts, ithe ititle iof ithis istudy iis: iThe iInfluence iof iProduct iQuality, 
Service, iand iPrice ion iConsumer iSatisfaction i(Case iStudy iin ithe iCulinary 
Business iof iWarung iTengah iSawah iRestaurant). 
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LITERATURE REVIEW 
Marketing 

Marketing iexpresses iclearly ithe imeaning iand isignificance iof 
imarketing. Marketing iis ia iprocess iof iplanning iand iimplementing 
iconception, ipricing, product iprocess idetermination, ipromotion iand iplace 
ior idistribution, ias well ias ia isocial iand imanagerial iprocess ito iachieve 
igoals. iThe iAmerican Marketing iAssociation i(AMA) istates ithat imarketing 
iis ithe iprocess iof planning iand iexecuting ithe iconception, ipricing, 
ipromotion iand distribution iof igoods, iservices iand iideas ito isatisfy 
icustomers iand company igoals. 
Product 

According to Adisaputro (2012), Products are everything that is offered 
to the market to be observed, liked, and purchased to satisfy a need or desire. 
Service 

According to Suryana (2014), "customer service is the provision of labor 
and other resources aimed at increasing the benefits received by customers as a 
result of purchases made and from the process leading to the occurrence of 
buyers". 
Price 

According ito iAdisaputro i(2010), iprice iis ione iof ithe ielements iin 
ithe marketing imix ithat igenerates isales irevenue, iwhile iother ielements iof 
ithe mix igenerate icosts. 
Consumer Satisfaction 

According ito iKotler iand iKeller i(in iRatnasari iand iAksa, i2013) 
isatisfaction is iexpressed ias ithe ilevel iof ifeeling iwhere ia iperson istates ithe 
iresults iof a comparison iof ithe iperformance iof ithe iproduct ior iservice 
ireceived iand expected. 
 
METHODOLOGY 
Research Design 

(Lutfi i& iIrwanto, i2017) iThis itype iof iresearch iis iquantitative iresearch 
by ilooking ifor icausal irelationships, iaccording ito iSugiyono i"Causal 
relationships iare icausal irelationships. iSo ihere ithere iare iindependent 
variables i(variables ithat iinfluence) iand idependent i(variables ithat iare 
influenced). 
Research Object 

This research was conducted on customers of the Warung Tengah Sawah 
Restaurant which is in located Jemirahan Village, Sidoarjo Regency, East Java. 
Data Source 

The definition of data according to Oei (2010) is information produced by 
marketing research which is the result end of the processing process during the 
research. Information basically ends up starting from raw materials called data 
so that it is often also referred to as raw data. 
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Data Type 
The idata isource iused iin ithis istudy iis ithe iprimary idata isource. i(Oei, 

2010) i"Primary idata iis ioriginal idata icollected iby iresearchers ithemselves to 
specifically ianswer itheir iresearch iproblems". iThe iprimary idata iused iin 
this istudy iis ithe iresult iof ifilling iout iquestionnaires iby irespondents, 
namely iconsumers iof ithe iWarung iTengah iSawah iRestaurant. 
Population and Sampling Techniques 

The population in this study iwere icustomers who made ipurchases at the 
Warung Tengah Sawah Restaurant, around 150 buyers per day. 
Data Collection Technique 
Surveys 

The interviews conducted in this study were consumers who bought at the 
Warung Tengah Sawah Restaurant. 
Observation 

Observations iwere imade iby imaking idirect iobservations iof 
respondents iwho igave ia igood iassessment iof iconsumer isatisfaction iat ithe 
Warung iTengah iSawah iRestaurant. 
Documentation 

The idocuments iused iin ithis istudy iwere icollected, irecorded, icopied 
documents iat ithe iresearch ilocation iand iby ireading ithe iliterature ias iinput 
material irelated ito idata irelevant ito ithe iresearch ivariables. 
Questionnaire 

In obtaining research data, a questionnaire is needed to obtain it according 
to (Sugiyono 2015) "Questionaries are data collection techniques that are carried 
out by giving a set of questions or written statements to respondents to 
answer". 

 
RESULTS 

Based ion ithe idiscussion ithat ihas ibeen idescribed iin ithe iprevious 
isection, it iappears ithat iin ithis istudy icustomer isatisfaction iis ithe 
idependent variable iand ithe ivariables iof iproduct iquality, iservice iand 
iprice iare independent ivariables. iIn ithis study, the results of the variables of 
product quality, service and price together affect consumer satisfaction 
variables. Partially, product quality variables have a significant effect on 
customer satisfaction, while service and price variables have no significant 
effect on customer satisfaction. 
1. Effect of Product Quality on Consumer Satisfaction 

Based ion ithe iresults iof imultiple ilinear iregression itests, iit ishows 
ithat ithe independent ivariables iare ipartial ieffect ion ithe idependent 
ivariable. iIn ithis study ifound a significant effect of product quality on 
consumer satisfaction, this can be explained that the Warung Tengah Sawah 
Restaurant has a taste that is unquestionable with the enjoyment provided by 
its traditional menus according to consumer tastes. 
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2. The Effect of Service on Consumer Satisfaction 
The results of hypothesis testing prove that partially service has no effect 

significant to customer satisfaction Warung Tengah Sawah Restaurant. This 
shows that the services provided by the employees of the Warung Tengah 
Sawah Restaurant are not in accordance with the standard procedures and 
working procedures of the existing services so that the research results obtained 
have no significant effect on customer satisfaction. 
3. Effect of Price on Consumer Satisfaction 

The results of hypothesis testing prove that partially the price has no 
significant effect on customer satisfaction at Warung Tengah Sawah Restaurant. 
This shows that the higher the price offered, the lower the demand for Warung 
Tengah Sawah Restaurant because price determines consumer satisfaction. If 
the customer is satisfied, the customer will give loyalty to Warung Tengah 
Sawah Restaurant so that customers will make purchases again at Warung 
Restaurant Middle of Rice Field. 
4. Effect of Product Quality, Service and Price on Customer Satisfaction 

The results of hypothesis testing prove that simultaneously product 
quality, service and price have a significant effect on customer satisfaction at 
Warung Tengah Sawah Restaurant. From these three variables it can be stated 
that product iquality, iservice iand iprice isimultaneously ihave ia isignificant 
ieffect on icustomer isatisfaction, ithis iindicates ithat icustomer isatisfaction 
iwill increase iwith igood iproduct iquality, iexcellent iservice iand iprices ithat 
iare right iin ithe ipocket, ithis iwill ibe iinversely idirectly iwith iincreased 
customer satisfaction. iThe ibetter ithe quality of the product, the better the 
service provided and the more affordable the price, the customer will be 
satisfied with Warung Tengah Sawah Restaurant. 
 
DISCUSSION 

Research ithat ileads ito iconsumer isatisfaction, iespecially iin 
restaurants, iis inot ifixated ion iproduct iquality, iservice, iand iprice ivariables, 
but ithere iare iother ivariables ithat imight iaffect iconsumer isatisfaction iso 
that iit ican ibecome imore iof ian iattraction ifor ifuture iresearch ior isources of 
reference iby ipeople iwho ilike ito iread iexisting iarticles ias iadditional 
material ifor ithe iknowledge ithey ineed. 
  
CONCLUSIONS AND RECOMMENDATIONS 
Conclusions 
1. Based ion ithe iresults iof ithis istudy iindicate ithat ithe ivariable iProduct 
Quality ipartially ihas ia isignificant ieffect ion iConsumer iSatisfaction. 
2. Based on the results of this study indicate that the service variable partially 
has no significant effect on consumer satisfaction. 
3. Meanwhile, the Facility variable shows that the Price variable partially has no 
significant effect on Consumer Satisfaction. 
4 Based on the results of this study, the F value indicates that the variables of 
product quality, service and price together have a significant effect on 
consumer satisfaction. 



Nasir, Chalimi 
 

92 
 

Recommendations 
1. The quality of the products provided by the Warung Tengah Sawah 
Restaurant iis iin iaccordance iwith iwhat iis iexpected iand idesired iby 
patients, ibut ithe iproduct iquality iis ibetter ifor iinnovation iand inew 
breakthroughs ito ianticipate inew icompetitor istrategies iso ithat ithe Warung 
Tengah iSawah iRestaurant can survive firmly in the meatball business 
competition. 
2. For service employees of the Warung Tengah Sawah Restaurant have 
provided good service, but this service does not have a high impact on 
customer satisfaction, so the Warung Tengah Sawah Restaurant must carry out 
updates and provide even better service in accordance with excellent service 
standards. 
3. For the price of the Warung Tengah Sawah Restaurant, it is better to provide 
prices iaccording ito ithe iability iand ipurchasing ipower iof iconsumers, iand 
it iis iadvisable ito icarry iout ia inew istrategy iin isetting iprices ito imatch ithe 
target imarket, as to increase profits and customer satisfaction. 
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