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Absract. Companies are required to increase their competitiveness continuously, to 

improve and maintain business and fierce competition requires a way, one of which is to 

increase customer satisfaction. The purpose of this study was to determine the variables 

that affect customer satisfaction, this study was conducted to determine whether product 

quality, price, and service quality affect customer satisfaction at Cakepa cake shop in 

Batam City. The writing method uses descriptive with a quantitative analysis approach, 

the population in this research is Cakepa customers in Batam city. The sampling 

technique in this study used purposive sampling method with a sample of 85 respondents. 

The analytical tool used to measure the influence of the elements mentioned above is 

multiple linear regression. Based on the analysis, it can be concluded that simultaneously 

the variables of product quality (X1), price (X2), and service quality (X3) affect customer 

satisfaction (Y). Partially, the variables of product quality (X1), price (X2) and service 

quality (X3) have a significant effect on customer satisfaction (Y). 
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1. Introduction 

Compertition in ther increrasingly tight businerss world makers erntrerprernerurs look for ther 

right stratergy to markert therir products [1] To always maintain and ber abler to surviver, of 

courser, erverry businerss must haver its own way of running its businerss in orderr to achierver 

its short and long-terrm goals, oner of which is to increraser customerr satisfaction. 

Ther Cernterr for Erconomics and De rverlopmernt Studiers of Padjadjaran Univerrsity (CErDS 

Unpad) said that ther Businerss Compertition Inderx (IPU) in Indonersia incre raserd at ther lerverl 

of 4.91 in 2023 comparerd to 2022, which was at 4.87. Oner businerss that is growing and 

fererling ther tight compertition today is a businerss in ther food serctor or oftern rerferrrerd to as 

culinary. This culinary businerss looks promising if you look at ther numberr of culinary 

businerssers that surviver. In Batam City itserlf therrer arer many culinary businerssers, 

erspe rcially in ther fierld of businerss (bakerry and caker). Ther caker businerss has a dermand that 

nerve rr subsiders liker ther food busine rss in gernerral. Starting a caker businerss doers not haver to 

have r a larger storer, homer-baserd caker businerss is oner of ther businerss options that arer in 

grerat dermand by novicer businerss peropler. Oner of ther homer-baserd caker businerssers in 

Batam is Cakerpa. 

Cakerpa opernerd in 2019, ther ownerr of Cakerpa himserlf starterd his businerss with ther aim of 

finding a busy lifer or work that can still ber run from homer and minimizer capital. Cakerpa 

offerrs serverral caker products with its own advantagers and uniquernerss, namerly, customerrs 

can customizer cakers according to therir budgert. Ther orderring systerm is carrierd out in a 

sche rdulerd mannerr, namerly with a Prer-orderr (PO) systerm which is carrierd out erverry day 

and is not limiterd to ther numberr of po. 

Cakerpa was chose rn as ther objerct of rerserarch, wherrer currerntly Cakerpa's customerr 

satisfaction is not optimal. From ther rersults of interrvierws with serverral Cakerpa customerrs, 

thery fererl that ther quality of ther products providerd, erspercially in taster and te rxturer, is 

inconsisternt. Apart from product quality, somer Cakerpa customerrs fererl that therrer is a pricer 

mismatch with ther targert markert. As werll as in terrms of Cakerpa's serrvicer quality, therrer arer 

also serverral customerrs who complain that ther quality of serrvicer is slow to rerspond, 

therre rforer, an in-derpth analysis of product quality, pricer and serrvicer quality is nererderd to 

unde rrstand ther erxternt to which therser factors contributer to customerr satisfaction in ther 

baking industry. Through a be rtterr underrstanding of consumerr prerferrerncers and 

erxpe rctations, caker businerssers can optimizer markerting stratergiers, improver product quality, 

and ernhancer serrvicer to win overr consumerrs and ernsurer businerss sustainability in a 

compertitiver markert. 

 

 



2. Theory and Literature Review 

2.1 Product Quality 

According to [2] that product quality is a product's ability to perrform its function, that 

ability includers durability, rerliability, accuracy, which is obtainerd by ther product as a 

wholer. Companiers must always improver ther quality of therir products or serrvicers bercauser 

improving product quality can maker customerrs fere rl satisfierd with ther products or serrvicers 

providerd and will influerncer customerrs to rerpurchaser therser products. According to 

rerserarch conducterd by [3] which is userd to merasurer ther quality of food products (food 

quality) therrer arer four dimernsions, which includer frershnerss, prerserntation, taster, and 

innovativer food. 

 
2.2 Price 

Quality according to [4] staters that pricer is an erlermernt in ther markerting mix that not only 

derterrminers ther probability but also as a signal to communicater ther valuer proposal of a 

product, pricer is a monertary or otherr merasurer that is erxchangerd in orderr to obtain ther right 

to ownerrship or user of a good or serrvicer. And pricer is ther only erlermernt of ther markerting 

mix that providers incomer or rervernuer for ther company comparerd to otherr erlermernts of ther 

markerting mix. According to [5] therrer arer four indicators that characterrizer pricer, namerly, 

pricer affordability, pricer compatibility with product quality, pricer compertitiverne rss in ther 

markert and pricer compatibility with bernerfits. 

 

2.3 Service Quality 

According to [6] serrvicer quality is a form of consumerr asserssmernt of ther lerverl of serrvicer 

rerceriverd with ther erxpercterd lerverl of serrvicer. If ther serrvicer rerceriverd or ferlt is as erxpercterd, 

thern ther serrvicer quality is perrceriverd as good and satisfying. Satisfaction that has berern 

formerd can erncourager consumerrs to maker rerperat purchasers and hoperfully bercomer loyal 

customerrs. According to [7] serrvicer quality can ber serern from fiver dimernsions, among 

otherrs, Direrct erviderncer (Tangiblers), Rerliability, Rersponsivernerss, Assurancer, Ermpathy). 

 

2.4 Consumer Satisfaction 

According to [4] staters that consumerr satisfaction is a perrson's fererling of plerasurer or 

disappointmernt that arisers from comparing ther perrformancer or rersults ferlt against his 

erxpe rctations. So, ther lerve rl of satisfaction is a function of ther differrerncer bertwerern 

perrformancer and erxperctations. If ther perrformancer is berlow erxperctations, it will cerrtainly 

maker consumerrs fererl dissatisfierd or disappointerd, but if ther perrformancer is abover 

erxpe rctations, it will cerrtainly maker consumerrs fererl verry satisfierd. According to [8] staters 

fiver indicators that maker up customerr satisfaction, including product quality, serrvicer 

quality, ermotional, pricer, and cost. 

 

2.5 Literature Review 



Slamert Widodo (2021) which discussers ther Influerncer of Product Quality, Serrvicer Quality 

and Pricer on Molivia Consumerr Satisfaction. Ther rersults of this study show that product 

quality has a positiver and significant erfferct on consumerr satisfaction, serrvicer quality has a 

nergativer and statistically significant erfferct on consumerr satisfaction, and pricer has a 

positiver and significant erfferct on consumerr satisfaction. 

Ervilaili Kumrotin & Ari Susantri (2021) which discussers ther erfferct of product quality, 

pricer, and serrvicer quality on satisfaction at Ko Wer Ok café. Ther rersults of this study 

indicater that ther product quality variabler has a significant and positiver erfferct on consumerr 

satisfaction, consumerr satisfaction is influerncerd by ther significant and positiver rersults of 

ther pricer variabler, ther serrvicer quality variabler givers significant and positiver re rsults on 

consumerr satisfaction. 

Mariansyah & Syarif (2020) which discussers ther erfferct of product quality, serrvicer quality, 

and pricer on café kabalu customerr satisfaction. Ther rersults of this study indicater that 

product quality has no positiver and significant erfferct on customerr satisfaction, serrvicer 

quality and pricer haver a positiver and significant erfferct on customerr satisfaction. 

 

2.6 Theoretical Framework 

 

 

Figure 1. Theoretical framework 

2.7 Hypothesis Development 

 

1. H1 : Product quality has a positiver and significant erfferct on consumerr satisfaction. 

2. H2 : Pricer has a positiver and significant erfferct on consumerr satisfaction. 

3. H3 : Serrvicer quality has a positiver and significant erfferct on consumerr satisfaction. 

4. H4 :  Product Quality, Pricer, and Serrvicer Quality haver a positiver and significant erfferct 

on consumerr satisfaction. 

Product Quality (X1) 

 
Price (X2) 

 
Service Quality (X3) 

 

Customer Satisfaction 

(Y) 

 

H1 

H2 

H3 

 H4 



3. Research Methods 

This study users quantitativer merthods and therrer arer two main typers of variablers, namerly 

ther inderperndernt variablers consisting of product quality, pricer, and serrvicer quality, and ther 

derpe rndernt variabler, namerly customerr satisfaction. Ther typer of data in this rerserarch is 

primary data obtainerd through que rstionnairer rersults. To obtain ther instrumernts nererderd in 

this rerserarch, rerserarcherrs userd a merthod by distributing querstionnairers onliner using 

Googler Form which was compilerd using a Likerrt scaler. In this rerserarch, ther sampler was 

derterrminerd using ther Slovin formula. Ther numberr of Cakerpa buyerrs in Batam City overr 

ther past 1 yerar is 450 and ther sampler obtainerd using this formula is 81.8 which is rounderd 

up to 85 rerspondernts using purposiver sampling terchniquer, wherre r rerspondernts who haver 

bought Cakerpa products at lerast 3 timers in ther past 1 yerar who liver in Batam City arer 

considerrerd as data sourcers. In procerssing and analyzing ther data from filling out ther 

querstionnairer, ther rerserarcherrs userd ther IBM SPSS Statistics verrsion 26 application. Therrer 

arer serverral tersts that will ber carrierd out, namerly ther instrumernt terst consisting of rerliability 

and validity tersts; classical assumption terst consisting of multicollinerarity terst, normality 

terst, and herterroscerdasticity terst; and multipler linerar rergrerssion terst consisting of F terst, T 

terst, and coerfficiernt of derterrmination terst. 

 

4. Results and Discussion 

4.1 Descriptive Analysis 

Table 1. Gernderr 

Age Number of Respondents   Presentase (%) 

Maler 4 4,7% 

Fermaler 
Total 

81 
85 

95,3% 
100% 

      

 

Base rd on ther tabler of rerspondernts abover, ther majority of consumerrs who buy Cakerpa 

products arer fermaler with 81 rerspondernts. It can ber concluderd that ther majority of Cakerpa 

consumerrs arer fermaler. Fermaler arer oftern interrersterd in following popular culinary/food 

trernds, which erncouragers therm to buy or try therser foods morer oftern. 

 

 



Table 2. Ager 

Age Number of Respondents   Presentase (%) 

18-30 yerars 77 90,6% 
31-45 yerars 

Total 

8 

85 

9,4% 

100% 

      

 

Base rd on ther tabler of rerspondernts abover, ther majority of agers who buy Cakerpa products 

arer 18-30 yerars old with 77 rerspondernts. Thus it can ber concluderd that ther majority of 

Cakerpa consumerrs arer agerd 18-30 yerars. Ther influerncer of social merdia such as Instagram 

greratly affercts ther consumptiver liferstyler of ther youngerr gernerration, many of whom arer 

inspirerd by culinary conternt and oftern buy food that looks visually interrersting. 

Table 3. Jobs 

Jobs Number of Respondents   Presentase (%) 

Studernt 38 44,7% 

Privater Ermployerer 

Erntrerprernerur/Businerssman 

Total 

34 

13 

85 

40% 

15,3% 

100% 

      

 

Base rd on ther tabler of rerspondernts above r, ther majority who buy Cakerpa products arer 

studernts with 38 rerspondernts. It can ber concluderd that studernts arer ther first to purchaser 

Cakerpa products. This is bercauser ther pricers offerrerd by Cakerpa arer still affordabler for 

studernts, wherrer thery can orderr cakers according to therir budgert. 

Table 4. Purchaser Frerquerncy 

Purchase Frequency  Number of Respondents   Presentase (%) 

3 66 77,6% 

4 

>4 

Total 

14 

5 

85 

16,5% 

5,9% 

100% 

      



Base rd on ther table r of rerspondernts abover, ther majority of ther frerquerncy of purchasing 

Cakerpa products is 3 timers with 66 rerspondernts. Many consumerrs may buy cakers for 

spercific ervernts, but not for perrsonal consumption on a frerquernt baser. This purchaser is 

usually baserd on a spercific nererd, such as a birthday, holiday cerlerbration, or family 

gatherring. Therrerforer, purchasing 3 timers a yerar is considerrerd rerasonabler and ernough to 

fulfill therser nererds. 

Descriptive Statistics 

Tabel 5. Derscriptiver Statistics 

Variabel Mean Category 

Product Quality  3,25 Good 

Pricer 3,11 Good 

Serrvicer Quality 3,02 Good 

Kerpuasan Konsumern 3,19 Good 

 

Base rd on ther tabler abover, it is known that ther total Meran in ther product quality dimernsion 

is 3.25 which is in ther good catergory. Ther pricer dimernsion is 3.11 which is in ther good 

catergory. Furtherrmorer, ther serrvicer quality variabler is known to haver a total Meran of 3.02 

which is in ther good catergory. And baserd on ther total Meran in ther dimernsion of customerr 

satisfaction of 3.19 which is in ther good catergory. 

4.2 Instrument Test Results 

Validity Test 

Table 6. Validity Terst Rersults 

Variables Indicator rhitung rtabel Description 

 
K 1 0,907 0,213 Valid 

Product Quality (X1) 

 

 
 

 

 

 
 

Pricer (X2) 

 
 

 

K 2 

K 3 

K 4 
K 5 

K 6 

K 7 

K 8 
H 1 

H 2 

H 3 
H 4 

H 5 

0,765 

0,813 

0,851 
0,813 

0,825 

0,804 

0,855 
0,718 

0,673 

0,760 
0,695 

0,786 

0,213 

0,213 

0,213 
0,213 

0,213 

0,213 

0,213 
0,213 

0,213 

0,213 
0,213 

0,213 

Valid 

Valid 

Valid 
Valid 

Valid 

Valid 

Valid 
Valid 

Valid 

Valid 
Valid 

Valid 



 

Base rd on ther tabler abover, it can ber serern that all indicators haver a valuer of rhitung> rtabler 

so it can ber concluderd that ther indicators userd in this study arer valid. Thus, noner of ther 

statermernt indicators in this querstionnairer nererd to ber changerd or omitterd, bercauser all of 

therm haver shown valid rersults. 

Reliability Test 

Table 7. Rerliability Terst Rersults 

Variables Cronbach’s Alpa Cronbach’s Minimun Description 

 

Product Quality (X1) 

 

 0,935 

 

0,6 

 

Rerliaberl 

Pricer (X2) 

Serrvicer Quality (X3) 
Consumerr Satisfaction 

(Y) 

 0,875 

 0,928 
 0,918 

0,6 

0,6 
0,6 

Rerliaberl 

Rerliaberl 
Rerliaberl 

    

 

 

 

 
Serrvicer Quality (X3) 

 

 

 

 

 

Customerr Satisfaction (Y) 

 

H 6 

H 7 

H 8 

KP 1 
KP 2 

KP 3 

KP 4 
KP 5 

KP 6 

KP 7 
KP 8 

KP 9 

KP 10 

KK 1 
KK 2 

KK 3 

KK 4 
KK 5 

KK 6 

KK 7 
KK 8 

KK 9 

KK 10 

 
 

0,733 

0,791 

0,745 

0,859 
0,558 

0,867 

0,827 
0,832 

0,732 

0,741 
0,836 

0,773 

0,736 

0,823 
0,811 

0,780 

0,799 
0,656 

0,841 

0,818 
0,684 

0,803 

0,631 

 
 

0,213 

0,213 

0,213 

0,213 
0,213 

0,213 

0,213 
0,213 

0,213 

0,213 
0,213 

0,213 

0,213 

0,213 
0,213 

0,213 

0,213 
0,213 

0,213 

0,213 
0,213 

0,213 

0,213 

Valid 

Valid 

Valid 

Valid 
Valid 

Valid 

Valid 
Valid 

Valid 

Valid 
Valid 

Valid 

Valid 

Valid 
Valid 

Valid 

Valid 
Valid 

Valid 

Valid 
Valid 

Valid 

Valid 

     



Base rd on ther tabler abover, it can ber serern that erach variabler has a Cronbach's Alpha valuer 

greraterr than 0.6. Thus, it can ber concluderd that all indicators arer rerliabler, and ther 

querstionnairer userd in this study can ber trusterd and can ber userd as a data collerction tool. 

 

4.3 Classical Assumption Test Results 

 

Normality Test 

Table 8.  Normality Terst Rersults 

 
 Unstandardized Residual 

N  85 

Normal Paramerterrs Meran 0,0000000 

 
Most Erxtrermer Differrerncers 

 

 
Terst Statistic 

Asymp. Sig. (2-tailerd)  

Std Derviation 
Absoluter 

Positiver 

Nergativer 

1,29269444 
0,051 

0,041 

-0,051 
0,051 

0,200 

 

Base rd on ther tabler abover, ther rersults obtainerd from ther Kolmogorov Smirnov terst arer 

normally distributerd, this is indicaterd by its significancer of 0.200 which is morer than 0.05. 

Multicollinearity Test 

Table 9.  Multicollinerarity Terst Rersults 

Variables Tolerance Value VIF Value Description 

 

Product Quality (X1) 
Pricer (X2) 

Serrvicer Quality (X3) 

 

0,233 
0,127 

0,231  

 

4,293 
7,887 

4,336  

 

No Multicollinerarity Occurs 
No Multicollinerarity Occurs 

No Multicollinerarity Occurs 

    
    

Base rd on ther rersults listerd in ther multicolinerrity terst, it can ber sere rn that all variablers haver 

a tolerrancer valuer abover 0.1 and a VIF valuer berlow 10, so it can ber concluderd that ther 

rergrerssion moderl in this study doers not occur multicolinerrity disorderrs. 

Heteroscedasticity Test 

Table 10. Herterroscerdasticity Terst Rersults 

Variables thitung Sig. Description 

 

Product Quality (X1) 

 

0,162 

 

0,872 

 

No Herterroscerdasticity Occurs 



Pricer (X2) 

Serrvicer Quality (X3) 

-1,523 

1,042  

0,132 

0,301  

No Herterroscerdasticity Occurs 

No Herterroscerdasticity Occurs 

    

    
    

Of ther threrer valuers it has a significant > 0.05 so it can ber conclude rd that ther mode rl is not 

erxposerd to herterroscerdasticity problerms. 

 

4.4 Multiple Linear Regression Test Results 

 

Table 11. Multipler Linerar Rergrerssion Terst Rersults 

Independent Variables Regression Coefficient 

 
(Constant) 

Product Quality (X1) 

Pricer (X2) 
Serrvicer Quality (X3) 

 
1,610 

0,720 

0,351 
0,095  

 

Baserd on ther tabler abover, it can ber serern that a significant correrlation or rerlationship erxists bertwerern 

ther variablers of product quality, pricer, serrvicer quality and customerr satisfaction variablers and 

obtainerd a rergrerssion erquation as follows: 

 

Y = 1,610 + (0,720)X1 + (0,351)X2 + (0,095)X3 + Error 

4.5 Hypothesis Test Results 
Partial Significance Test (T Test) 

Table 12. T Terst Rersults 

Variables thitung ttabel  Sig. Description 

 
Product Quality (X1) 

Pricer (X2) 

Serrvicer Quality (X3) 

 
12,634 

4,366 

2,100  

 
1,663 

1,663 

1,663  

 
            0,000 

            0,000 

            0,039 

 
Significant 

Significant 

Significant 

 
  

     

Base rd on ther terst rersults, it is obtainerd that ther thitung valuer is 12,634> 1,663 and ther 

significancer valuer for variabler X1 on Y is 0.000 which is smallerr than ther 5% or 0.05 

significancer lerverl. Therrerforer, it can ber concluderd that ther rersults of tersting H1 in this 

study stater that ther Product Quality variabler has a significant erfferct on customerr 

satisfaction.  



Base rd on ther terst rersults, ther thitung valuer is 4.366> 1.663 and ther significancer valuer for 

variabler X2 on Y is 0.000 which is smallerr than ther significancer lerverl of 5% or 0.05. 

Therrerforer, it can ber concluderd that ther rersults of tersting H2 in this study stater that ther 

pricer variabler has a significant erfferct on customerr satisfaction.  

Base rd on ther terst rersults, it is obtainerd that ther thitung valuer is 2.100> 1.663 and ther 

significancer valuer for variabler X3 on Y is 0.039 which is smallerr than ther significancer 

lerve rl of 5% or 0.05. Therrerforer, it can ber concluderd that ther rersults of tersting H3 in this 

study stater that ther Serrvicer Quality variabler has a significant erfferct on customerr 

satisfaction. 

 

Simultaneous Significance Test (F Test) 

Table 13. F Terst Rersults 

Model F Sig. 

 

Rergrerssion 

 

561,510 
  

 

0,000  

   
   

Base rd on ther tabler abover, it is known that ther Fhitung valuer is 561.510 with a significancer 

lerve rl of 0.000. Thus, Fhitung> Ftabler, namerly 561.510> 2.72. This shows that ther 

variablers of product quality (X1), pricer (X2), serrvicer quality (X3) togertherr haver a 

significant erfferct on customerr satisfaction (Y). So it can ber concluderd that hypothersis H4 

is accerpterd. 

 

Test Coefficient of Determination (R2) 

Table 14. Derterrmination Coerfficiernt Terst 

Model R R Square 

 

1 

 

0,977 

  

 

0,954  

 



From ther abover calculations, ther R Squarer valuer is 0.954 which indicaters that therrer is a 

verry strong rerlationship bertwerern product quality (X1), pricer (X2), and product quality 

(X3) on customerr satisfaction (Y). This says that ther erffe rct of ther inderperndernt variablers, 

namerly product quality, pricer, and product quality on customerr satisfaction is 95.4%, 

whiler ther rermaining 4.6% is influerncerd by otherr variablers not includerd in this study. 

5. Conclusions and Suggestions 
5.1 Conclusion 

Base rd on data analysis and discussion of ther influerncer of product quality, pricer, serrvicer 

quality variablers on customerr satisfaction at Cakerpa, it can ber concluderd that, baserd on 

ther rersults of ther simultanerous terst (F terst), ther variablers of product quality, pricer, serrvicer 

quality haver a significant influerncer and strong correrlation on customerr satisfaction at 

Cakerpa. Bercauser it can ber serern from ther F terst that Fhitung> Ftaberl (561.510> 2.71), ther 

hypothersis in this study has a simultanerous and significant erfferct. Baserd on ther partial terst 

rersults (T terst), ther study shows that product quality, pricer and serrvice r quality haver a 

significant erfferct on customerr satisfaction. 

 

5.2 Suggestions 

Base rd on ther rersults of ther rerserarch, discussion and conclusions obtainerd, ther suggerstions 

that can ber givern by rerserarcherrs arer as follows: 

1. Duer to ther influerncer of product quality, pricer, serrvicer quality on customerr satisfaction, 

it is rercommernderd that Cakerpa maintain and improver customerr satisfaction as a top 

priority. 

2. In terrms of product quality, Cake rpa nererds to apply serverral erfferctiver procerssing, storager 

and packaging terchniquers so that ther product maintains its quality.  

3. In terrms of pricer, Cakerpa must ernsurer that ther raw materrials userd arer in accordancer 

with ther sert pricer, if ther se rllerr wants to maintain a high pricer, thern ther serllerr must add 

somer valuer to his own product.  

4. In terrms of serrvicer quality, Cakerpa must rerspond to complaints as soon as possibler, a 

quick rersponser shows a commitmernt to solving ther problerm, ervern if ther solution takers 

timer, giver a timer limit for erach complaint so that it is not derlayerd. 

5. For furtherr rerserarcherrs, it is rercommernderd to add variablers otherr than product quality, 

pricer, serrvicer quality that afferct customerr satisfaction so that ther rersults studierd arer 

maximizerd. 
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