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Abstract. This research aims to determine how the quality of service affects customer 

satisfaction at the Directorate of LandManagement of BP Batam through the Customer 

Satisfaction Survey. The population in this research includes all individuals who apply for land 

permits at the Directorate of Land Management of BP Batam. The sample of this research was 

96 people determined using the Zikmund Formula. Questionnaire testing involved a validity 

test using Product Moment Correlation, a reliability test using Cronbach's Alpha, and a 

classical assumption test, namely the normality test, multicollinearity test, and 

heteroscedasticity test, multiple linear regression analysis, t-test (partial) and F-test 

(simultaneous). The results of this research found three variables, namely the variables 

Reliability, Responsiveness, and Empathy did not have a significant effect on customer 

satisfaction. In addition, the other two variables Assurance and Tangible were found to have a 

significant effect on customer satisfaction. 

Keywords: Service Quality; Reliability; Responsiveness; Assurance; Empathy; Tangible;  

Customer Satisfaction 

1 Introduction 

In providing land licensing services, the Directorate of Land Management at BP 

Batam faces various challenges that need to be considered in this research context. It 

has become imperative for the agency to deliver the best quality services to survive 

and maintain customer trust. (Arianto, 2018)Service quality as focusing on meeting 

customer needs and requirements and fulfilling expectations quickly and accurately. 

Service quality can be assessed using several factors, which are: Reliability, 

Responsiveness, Assurance, Empathy, and Tangibles (Supranto, 2006). The 

Directorate of Land Management at BP Batam relies on service provision to 

customers, so these factors can serve as benchmarks for assessing service quality. 

This service quality itself will be correlated with customer satisfaction through a 

customer satisfaction survey. This survey provides direct feedback from customers 

and business actors regarding their experiences in obtaining land licenses at the 

Directorate of Land Management BP Batam. 

2 Literature Review 

Satisfaction 

Customer isatisfaction iis ithe ilevel iof ia iperson's i(customer's) ifeelings iafter 

icomparing ithe iperceived iperformance i(results) iwith itheir iexpectations. 

iSatisfaction iis ia ipositive iresponse ifrom icustomers, idemonstrated iby ifeelings 

iof ihappiness iand ithe ifulfillment iof iexpectations iregarding iperformance iand 

iservice (Pasolong, 2007). 

Services 

The imeaning iof ipublic iservice iis ithe iprovision iof iservices ito imeet ithe 

ineeds iof iothers ior ithe ipublic iwho ihave ian iinterest iin ithe iorganization, iin 

iaccordance iwith iestablished irules iand iprocedures (Putri, 2010). iPublic iservice 
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ican ialso ibe idefined ias iall iforms iof iservice, iwhether iin ithe iform iof ipublic 

igoods ior ipublic iservices, iwhich iin iprinciple iare ithe iresponsibility iof iand 

iimplemented iby igovernment iagencies iat ithe icentral, iregional, iand istate-owned 

ienterprise ilevels, iin iorder ito imeet ithe ineeds iof ithe icommunity ias iwell ias ito 

iimplement istatutory iregulations (Ratminto, 2005). 

The iRelationship ibetween iService iQuality iand iCustomer iSatisfaction i 

Definition iof iservice iquality iis ithe imeasure iof ihow iwell ithe ilevel iof 

iservice iprovided imatches icustomer iexpectations (Lewis & Booms, 1983). iTo 

idetermine ithe iservice iquality iperceived iby icustomers, ithere iare isatisfaction 

iindicators ithat iinclude ifive idimensions: i1. iReliability, i2. iResponsiveness, i3. 

iAssurance, i4. iEmpathy, iand i5. iTangibles, ibased ion ithe itheory iof ithe 

"Triangle of Balance in Service Quality” (Tjiptono, 2012). 

3 Research Methods 

3.1 Research Methods 

This research employs a qualitative approach. Data sources are collected through 

online questionnaire submissions using the Google Forms platform, with formal 

evaluation using a Likert scale. The variables examined include: Reliability (X1), 

Responsiveness (X2), Assurance (X3), Empathy (X4), and Tangibles (X5). 

3.2 Operational Variables and Measurements 

Table 1 Operational Variables and Measurements 

Variable Operational Measurements 

Reliability (X1) 

Reliability refers to the 

ability to provide the best 

service (Tjiptono, 2012). 

a. Paying attention to and 
understanding what the customer 

needs. 

b. Committing to delivering the best 

service to customers. 

Responsiveness 

(X2) 

Responsiveness refers to the 
ability to respond to customer 

complaints (Tjiptono, 2012) 

a. Providing service in accordance with 
commitments. 

b. Delivering service quickly and on 

schedule. 

Assurance (X3) 
Assurance refers to the ability 
to build customer trust 

(Tjiptono, 2012) 

a. Building trust with customers. 

 
b. Having mastery of essential skills 

and knowledge, which provides 

customers with a sense of security 

regarding their transactions. 

Empathy (X4) 

Empathy refers to the ability 

to show individual care and 

concern for customers 
(Tjiptono, 2012). 

a. Understanding the needs and 

expectations of customers in the land 

licensing process. 

b. Providing personal support to 
customers during the land licensing 

process. 
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Variable Operational Measurements 

Tangible (X5) 

Tangibles refer to the ability 

to provide physical evidence 

of service facilities, 
equipment, and human 

resources (Tjiptono, 2012) 

a. Providing complete facilities. 

b. Availability of clear and easily 
accessible information media. 

Customer 

Satisfaction (Y) 

Customer satisfaction is the 
level of satisfaction that 

arises from comparing the 

perceived results with the 
expectations held beforehand 

(Kotler, 2009). 

a. The speed of service provided makes 

customers feel satisfied. 

b. The extent to which licensing 

requests are successfully processed and 
approved. 

 

Sources: Results of Data Processing, 2024 

3.3 Types and Sources of Data 

This research uses primary data collected directly from sources by the researcher. 

Data is obtained through online questionnaires using the Google Forms platform. 

3.4 Research Instruments 

In this research, data is collected using closed-ended questionnaires. The 

questionnaire consists of a series of statements that participants are asked to rate 

based on their experiences or opinions. The rating format uses a scale where 

participants indicate their level of agreement with the statements using the following 

predefined scale: Strongly Agree (SS), Agree (S), Neutral (N), Disagree (TS), and 

Strongly Disagree (STS). The responses given by participants are recorded in a table, 

which facilitates subsequent data analysis. 

3.5 Population and Sample 

The population consists of individuals who apply for land licensing at the 

Directorate of Land Management BP Batam. To obtain a sample, the formula by 

Zikmund (Sugiyono, 2010) and is used, with a confidence level of 5% and a 

reliability level of 95%. Zikmund’s formula to calculate the sample size is outlined 

below: 

  

    
   

 
   

    
               

    
   

         = 96 

In this research, the Non Probability Sampling method was used with the 

Purposive Sampling technique, namely determining the sample with certain 

considerations (Campbell, 2020). The considerations used in this research were 

customers who had carried out land licensing at the BP Baltali Land Management 
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Directorate. The criteria that must be considered are: Customers aged 25-50 years and 

customers who had carried out land licensing more than 1 time. 

4 Results and Discussion 

4.1 Respondent's Characteristics 

Based on the survey results, it is found that the age of the respondents ranges from 

25 to 50 years. In addition, all respondents have processed land permits at the 

Directorate of Land Management at BP Batam more than 1 time. This shows that the 

characteristics of the respondents have met the specific criteria in the Purposive 

Sampling that has been determined previously. 

4.2 Descriptive Statistics 

The descriptive analysis results are analyzed by showing the Mean Value as output 

and categorizing the output in the context of satisfaction. The Reliability variable 

(X1) gets a Mean of 4.20 which is included in the good category. The Responsiveness 

variable (X2) gets a Mean of 4.18 which is included in the good category. The 

Assurance variable (X3) gets a Mean of 4.21 which is included in the very good 

category. The Empathy variable (X4) gets a Mean of 4.22 which is included in the 

very good category. The Tangible variable (X5) gets a Mean of 2.93 which is 

included in the neutral category. 

4.3 Validity Test 

The validity index of the questionnaire using Product Moment Correlation for 96 

respondents using a 95%  confidence level, in the label table of 0.202. The results of 

the validity test in the table are seen in the table below: 

Table 2 Result of Validity Test 

Variable r value r table Remarks 

X1.1l 0,500 0,202l Validl 

X1.2ll 0,610 0,202l Validl 

X1.3l 0,589 0,202l Validl 

X1.4l 0,639 0,202l Validl 

X1.5l 0,594 0,202l Validl 

X2.1l 0,593 0,202l Validl 

X2.2l 0,588 0,202l Validl 

X2.3l 0,635 0,202l Validl 

X3.1l 0,663 0,202l Validl 

X3.2l 0,621 0,202ll Validl 

X3.3l 0,601 0,202l Validl 

X3.4l 0,650 0,202l Validl 

X4.1l 0,642 0,202l Validl 

X4.2l 0,568 0,202l Validl 

X4.3l 0,614 0,202l Validl 

X4.4l 0,671 0,202l Validl 

X5.1l 0,622 0,202l Validl 

X5.2l 0,594 0,202l Validl 
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Variable r value r table Remarks 

X5.3l 0,609 0,202l Validl 

X5.4l 0,657 0,202l Validl 

Y1l 0,610 0,202l Validl 

Y2l 0,671 0,202l Validl 

Y3l 0,236 0,202l Validl 

Sources: Results of Data Processing, 2024 

From the table above, it shows that all of the variables used in this research have a 

correlation value above 0.202. This means that all indicators used to measure all 

variables in this rsearch are stated to be valid. 

4.4 Reliability Test 

The results of the reliability test can be seen in the following table: 

Table 3 Result of Reliability Test 

Variable 
Alpha 

Value 

Cronbach’s 

Alpha 
Remarks 

Reliability (X1) 0,905 0,6 Reliable 

Responsiveness (X2) 0,905 0,6 Reliable 

Assurance (X3) 0,904 0,6 Reliable 

Empathy (X4) 0,904 0,6 Reliable 

Tangible (X5) 0,907 0,6 Reliable 

Kepuasan Konsumen (Y) 0,908 0,6 Reliable 

Sources: Results of Data Processing, 2024 

Based on table 3 above, the results of the test conducted on the reliability of the 

questionnaire obtained the results that the Cronbach's Alpha value of all variables is 

greater than 0.6. This condition means that all variables are reliable and can be used in 

further analysis. 

4.5 Normality Test 

To find out whether the data is normally distributed, it can be tested using the 

Kolmogorov-Smirnov method or a graphical approach. Normality testing using the 

Kolmogorov-Smirnov (K-S) non-parametric statistical test obtained the following 

results. 

Table 4 Result of Normality Test 

  
Unstadardizeed 

Residual 

N  96 

Normal Parameters Mean .0000000 

 Std. Deviation 1.05365984 

Most Extreme Differences Absolute .083 

 Positive .070 

 Negative -.083 

Test Statistic  .083 

Asymp. Sig. (2-tailed)  .097 

Sources: Results of Data Processing, 2024 
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The results of the Kolmogorov-Smirnov test tested in table 4 show a significance 

value of 0.97 above 0.05 or 5%. Thus it can be concluded that the residual values of 

all variables are distributed normally. The normality test using the normal probably 

plot of regression standardized residual graph obtained the following results: 

 

 
Image 1 Probably Plot of Regression 

Graph above shows that the graph provides a pattern of dots approaching a 

diagonal iline. iSo ithe iregression imodel imeets ithe iassumption iof inormality iand 

iis isuitable ifor iuse iin ifurther ianalysis. 

4.6 Multicollinearity Test 

Multicollinearity iwas itested iusing ithe iVariance iInflation iFactor i(VIF) iand 

itolerance ivalue. iThe iresults iof ithe imulticollinearity itest ican ibe iseen iin ithe 

itable i5 ibelow: 

Table 5 Result of Multicollinearity Test 

Model Sig. 

Collinealrity Staltistics 

Toleralnce VIF 

1 (Constalnt) .000   

Relialbility .472 .538 1.858 

Responsiveness .210 .331 3.025 

ALssuralnce .034 .347 2.878 

Empalthy .300 .376 2.660 

Talngible .021 .857 1.166 

Sources: Results of Data Processing, 2024 

It is known that the results of the calculation of the tolerance value show that each 

independent variable has a tolerance value of more than 0.10, which means that there 

is no correlation between the independent variables, and the results of the calculation 

of the VIF value also show there are no independent variable has a VIF value of more 

than 10. So it can be concluded that there is no multicollinearity between the 

independent variables in this regression model. 
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4.7 Heteroscedasticity Test 

A igood iregression imodel iis ione ithat iis ihomoscedastic ior idoes inot ihave 

iheteroscedasticity ibecause ithe icross-section idata ihas idata ithat irepresents 

ivarious isizes i(small, imedium iand ilarge). iFor imore iclarity, isee ithe ifollowing 

itable: 

Table 6 Result of Heteroscedasticity Test 

Model T Sig. 

1 (Constant) 2.900 .005 

Reliability -.002 .998 

Responsiveness -.423 .673 

Assurance -1.112 .269 

Empathy .095 .924 

Tangible 1.081 .283 

Sources: Results of Data Processing, 2024 

The itest iresults ishow ithat ithe ivalue i(sig) ifor ithe ivariable i(X1) iReliability 

iis i0.998 i> i0.05, iResponsiveness i(X2) iis i0.673 i> i0.05, iAssurance iis i0.269 i> 

i0.05, iEmpathy iis i0.924 i> i0.05, iTangible iis i0.283 i> i0.05. iThis ishows ithat 

ithere iis ino iheteroscedasticity iproblem iin ithe iindependent ivariables ibecause 

ithey ihave ia iprobability ior isignificance igreater ithan i= i0.05. iTherefore, ithe 

iindependent ivariables iin ithis iresearch imeet ithe irequirements ifor iusing 

iregression ianalysis. 

4.8 Multiple Linear Regression Analysis  

Multiple linear regression analysis to determine the magnitude of the influence of 

independent variables on dependent variables. The results of the multiple linear 

regression analysis can be seen in the table 7 below: 

Table 7 Multiple Linear Regression Analysis 

Model 

Unstalndalrdized Coefficients Sig. 

B Std. Error  

1 (Constalnt) 10.676 1.163 .000 

Relialbility .049 .068 .472 

Responsiveness -.161 .128 .210 

ALssuralnce .216 .101 .034 

Empalthy -.098 .094 .300 

Talngible .069 .029 .021 

Sources: Results of Data Processing, 2024 

Based on table 7 above, the regression equation formed in this regression test is  

Y = 10,676 + 0,049X1 – 0,161X2 + 0,216X3 – 0,098X4 + 0,069X5 
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To ifind iout ihow istrong ithe irelationship ibetween ithe iindependent ivariable iis 

iand ithe idependent ivariable iand ihow imuch iinfluence ithe iindependent ivariable 

ihas ion ithe idependent ivariable ican ibe iseen iin ithe icorrelation icoefficient iand 

idetermination icoefficient ivalues ias iin ithe itable ibelow: 

Table 8 Correlation Coefficient and Determinant Coefficient 

Model Summalry 

Model R R Squalre ALdjusted R Squalre Std. Error of the Estimalte 

1 .348al .121 .072 1.08253 

Sources: Results of Data Processing, 2024 

Correlation coefficient (R) = 0.348 which shows the iinfluence iof iservice iquality 

ivariables i(Reliability, iResponsiveness, iAssurance, iEmpalthy, iTangible) ion 

icustomer isatisfaction iin ithe iland ilicensing iprocess iis i34.8%. iThe icoefficient 

iof idetermination i(R²) ivalue iwas iobtained iat i0.121 ior i12.1%. iThis imeans ithat 

ithe iindependent ivariable ihas ian iinfluence ion ithe idependent ivariable iof 

i12.1%, iwhile ithe isignal iof i87.9% iis iinfluenced iby iother ifactors ioutside 

ivariables iof ithis iresearch. 

4.9 Partial Hypothesis Test (t - Test) 

The it-test iis iused ito idetermine ithe ipartial iinfluence iof ithe iindependent 

ivariables, i(Reliability i(X1), iResponsiveness i(X2), iAssurance i(X3), iEmpathy 

i(X4), iand iTangible i(X5)) ion ithe idependent ivariable i(Customer iSatisfaction 

i(Y)). 

Table 9 t-Test Result 

Model t Sig. 

1 (Constalnt) 9.182 .000 

Relialbility .722 .472 

Responsiveness -1.264 .210 

ALssuralnce 2.148 .034 

Empalthy -1.043 .300 

Talngible 2.348 .021 

Sources: Results of Data Processing, 2024 

From the table above, the variables Reliability, Responsiveness and Empathy get t-

count values respectively of 0.722, -1.264 and -1.043 with a resulting significance 

level of 0.472; 0.210; and 0.300. This t-calculated value iis ismaller ithan ithe it-table 

ivalue i(1.667) iand ithe isignificance ivalue iis igreater ithan i0.05, iwhich ishows 

ithat ithe iReliability, iResponsiveness iand iEmpathy ivariables ipartially ihave ino 

isignificant ieffect ion iCustomer iSatisfaction. 
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4.10 Simultaneous Hypothesis Test (F Test) 

The it-test iis iused ito idetermine ithe iinfluence iof ithe iindependent ivariables, 

i(Reliability i(X1), iResponsiveness i(X2), iAssurance i(X3), iEmpathy i(X4), iand 

iTangible i(X5)) ion ithe idependent ivariable i(Customer iSatisfaction i(Y)) 

isimultaneously. 

 

Table 10  F-Test Result  

Model Mealn Squalre F Sig. 

1 Regression 2.898 2.473 .038b 

Residuall 1.172   

Totall    

Sources: Results of Data Processing, 2024 

The iresults iof ithe isimultaneous imodel itesting iabove iobtained ian iF-count 

ivalue iof i2.473 iwith ia isignificance iof i0.038. iTherefore, ithe iF-count ivalue 

i(2.473) i> iF-table i(2.32) iand ithe iresulting isignificance ivalue iis i0.038 iand ithis 

ivalue iiis iismaller iithan iiα ii= ii(0.05), iiit iican iibe iiconcluded iithat iiH0 iiis 

iirejected iiand iiHa iiis iiaccepted. iiThis iimeans iithat iiReliability ii(X1), 

iiResponsiveness ii(X2), iiAssurance ii(X3), iiEmpathy ii(X4), iiand iiTangible ii(X5) 

iisimultaneously iihave iia iisignificant iieffect iion iiCustomer iiSatisfaction. 

4.11 Recapitulation of Hypothesis Test Result 

The recapitulation of hypothesis test (t - Test and F - Test) are shown in tabel 11 

below: 

Hypothesis Test 

Statistic Value 

Remarks 
F - Count Sig F - table 

F - Test 2.473 0.038 2.32 

H0 Rejected; H1 Accepted. 

Have a significant effect on 

Customer Satisfaction 

t - Test t - Count Sig t - table  

Reliability 0.722 0.472 1.667 

H0 accpeted; H1 rejected. 

Have no significant effect 

on Customer Satisfaction 

Responsiveness -1.264 0.210 1.667 

H0 accpeted; H1 rejected. 

Have no significant effect 

on Customer Satisfaction 

Assurance 2.148 0.034 1.667 

H0 Rejected; H1 Accepted. 

Have a significant effect on 

Customer Satisfaction 

Empathy -1.043 0.300 1.667 
H0 accpeted; H1 rejected. 

Have no significant effect 
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on Customer Satisfaction 

Tangible 2.348 0.021 1.667 

H0 Rejected; H1 Accepted. 

Have a significant effect on 

Customer Satisfaction 

Sources: Results of Data Processing, 2024 

a. Service iQuality iEffect ion iCustomer iSatisfaction 

In ithe iresults iof ithe ihypothesis itest, iit iwas ifound ithat ithe ivariables 

icontained iin iservice iquality i(Reliability. iResponsiveness, iAssurance, 

iEmpathy, iand iTangible) ihas ia isignificant ieffect ion icustomer 

isatisfaction. iThis iis iin iline iwith iresearch iconducted iby iMariska i& 

iShinta i(2015) i (Mariska & Shinta, 2015) iwhich ifound ithat ithe iservice 

iquality ivariable ihad ia isignificant ieffect ion istudent isatisfaction iat ithe 

iBatam iState iPolytechnic. 

b. Reliability iEffect ion iCustomer iSatisfaction 

From iresults itesting ihypothesis il, ivariables iare iobtained. iReliability 

ipartially ihas ino isignificant ieffect ion iCustomer iSatisfaction. iThis 

iresearch iis inot iin iline iwith iresearch iconducted iby iKhairil i(2021) i 

(Khairil, 2021), iwhich ishows ivariables iReliability ihas ia isignificant ieffect 

ion icustomer isatisfaction iat iPDAM iBengkulu iCity ithrough isurvey 

iapplications. iThis icould ibe icaused iby idifferences iin ithe iobjects, 

ilocations iand isamples iof ithis iresearch iand iprevious iresearch. 

c. Responsiveness iEffect ion iCustomer iSatisfaction 

From ithe iresults itesting ihypothesis, iit iis ifound ithat ithe ivariable 

iResponsiveness idoes inot ihave ia isignificant ieffect ion icustomer 

isatisfaction. iResearch iconducted iby iLarono i(2019) i (Larono, 2019) idid 

inot iobtain isimilar iresults iwhere ithe ivariable iResponsiveness iturns iout 

ito ihave ia isignificant ieffect ion icustomer isatisfaction. iThis icould ibe 

icaused iby idifferences iin ithe iobjects, ilocations iand isamples iof ithis 

iresearch iand iprevious iresearch. 

d. Assurance iEffect ion iCustomer iSatisfaction 

Variable iAssurance iis ione iof ithe ivariables ithat ihas ia isignificant 

iinfluence ion icustomer isatisfaction ifrom ithe iresults iof idata ianalysis 

itesting. iResearch iconducted iby iKhairusy i(2020) i (Khairusy, 2020) 

iobtained isimilar iresearch iresults iwith ivariables iAssurance iis ithe 

ivariable ithat ihas ithe imost isignificant iinfluence ion iCustomer 

iSatisfaction iat iKFC iStore iBandung. 

e. Empathy iEffect ion iCustomer iSatisfaction 

This iresearch ifound ithat ivariable iEmpathy ipartially ihas ino isignificant 

ieffect ion icustomer isatisfaction. iResearch iconducted iby iDewi i(2021) i 

(Dewi, 2021) iobtained idifferent iresults ifrom ithis iresearch iwhere ithe 

ivariable iEmpathy iis ia ivariable ithat ihas ia isignificant iinfluence ion 

icustomer isatisfaction iin iDPMPTSP iTalaud iIslands iRegency. iThis icould 

ibe icaused iby idifferences iin ithe iobjects, ilocations iand isamples iof ithis 

iresearch iand iprevious iresearch. 

f. Tangible iEffect ion iCustomer iSatisfaction 

From iresults itesting ihypothesis iobtained ithat ivariable iTangible 

ipartially iinfluential iregularly isignificant ito isatisfaction icustomer. 

iResearch iconducted iby iPurwanto i(2020) i (Purwanto, 2020) iobtained 

isimilar iresults iwhere ithe ivariable iTangible, iespecially irelated ito iprice, 
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iis ia ivariable ithat ihas ia isignificant iinfluence ion icustomer isatisfaction iat 

ithe iKencana iTour iTravel iin iSimo iBoyolali. 

5 Conclusions and Suggestions 

The iconclusions ifrom ithis iresearch iare ias ifollows: 

1.  The iresearch iresults ishow ithat iservice iquality idimensions iare iproven ito 

iinfluence ithe ilevel iof icustomer isatisfaction. iJudging ifrom ithe 

icoefficients iof ithe iservice iquality ivariables iconsisting iof iReliability, 

iResponsiveness, iAssurance, iEmpathy iand iTangible, ithey isimultaneously 

ihave ia isignificant ieffect ion ithe ilevel iof icustomer isatisfaction. i 

2.  Meanwhile, iif iviewed ipartially, ithe iservice iquality ivariables, inamely 

ithe iAssurance iand iTangible ivariables, iare ithe ivariables ithat ihave ithe 

imost isignificant iinfluence. 

3. The Assurance variable is related to the ability to grow customer trust. This 

customer trust can be grown by continuing to provide the best service and 

providing a sense of security, especially regarding customer data during the 

land licensing process. If trust and a sense of security are maintained and 

continue to be improved, this will be directly proportional to customer 

satisfaction which will also increase. 

4. Tangible variables relate to aspects that can be seen and felt directly by 

customers, such as access when carrying out the land licensing process. 

Therefore, to be able to maintain and increase customer isatisfaction, iit iis 

inecessary ito ipay iattention to aspects such as providing clear and easily 

accessible information media regarding service procedures using the BP 

Batam Online LMS website for interaction between customers and officers 

during the land licensing process at BP's Land Management Directorate. 

Batam. 

 

The suggestion for future research is to use other variables that can influence 

customer satisfaction. Apart from that, it is also necessary to supervise the filling out 

of the questionnaire so that the results obtained are more accurate. Therefore, there 

are limitations to this research using a questionnaire. Improvements can be made by 

adding direct interview methods to customers so that the information and research 

results obtained are more complete. 
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