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Abstract — This study aims to determine the effect of product quality and price on consumer satisfaction of Jamu Seduh Utama
Pamanukan. This study uses quantitative approach with questionnaire method. This study involved 100 respondent who were customers
of PD Jamu Seduh Utama Pamanukan. Data collection techniques used in this study were observation, interviews, questionnaires. The
results showed that partially Product Quality (X1) had a significant effect on Customer Satisfaction (Y), while Price (Xz2) partially had no
significant effect on Consumer Satisfaction (Y). Simultaneously, Product Quality and Price have a significant effect on Customer

Satisfaction.
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I. INTRODUCTION

The spirit of globalization has encouraged companies and
organization to improve their performance so that they can
compete with other competitors' product (Chattopadhyay &
Bhawsar, 2017; Stucke, 2013). One of the efforts that can be
made to improve performance is to try to understand
consumer need (Igbal et al., 2016; Lemon & Verhoef, 2016;
Peighambari et al., 2016). Understanding these consumer
needs will in turn provide valuable feedback for company to
be able to design an effective marketing strategy.

As a company in the traditional herbal medicine (jamu)
trade, PD Jamu Seduh Utama Pamanukan sells its products
independently. It can be said that sales strategy is not optimal.
As a result, sales turnover has tended to decline in recent
years. In fact, jamu or herbal medicine as a traditional
medicine is widely used by Indonesian people both as
treatment and supplement (Andriati & Wahjudi, 2016;
Purwaningsih, 2013).

Indonesian people themselves have known various types
of jamu, both those produced by large-scale producers and
small-scale herbal producers. In fact, at this time there are still
many sellers of jamu gendong who offer their products from
house to house. This implies, that Indonesian public's
acceptance of jamu is high and has the potential to continue
to increase from time to time, especially if it is supported by
continuous development and innovation.

From the gap between the high interest of Indonesian
people to consume jamu and the decline in sales turnover of
PD Jamu Seduh Utama Pamanukan in recent years, this study
aims to elaborate on the relationships between product
quality, price, and customer satisfaction, in which the three
variables are believed to be interrelated (Brata et al., 2017,
Choi et al., 2017; Razak et al., 2016; Slack et al., 2020;
Zeithaml, 1988). By paying attention to consumer
satisfaction, small scale jamu companies are expected to
grow and compete in the midst of intense business
competition.
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II. LITERATURE REVIEW
Customer Satisfaction

Customer satisfaction has various meanings (Habel et al.,
2016; Oliver, 2018; Razak et al., 2016). Kotler and Keller
define consumer satisfaction as feeling (pleasure or
disappointment) that arise after comparing results (products)
with expectations for the product. (Kotler & Keller, 2012).
This definition indicates that satisfaction is not always
measured in money, but based more on fulfilling feelings
related to meet the consumers needs. (Basit & Handayani,
2018; Darmawan et al., 2017; Minh & Huu, 2016; Suchanek
& Kralova, 2018).

Product Quality

Quality can be interpreted as an advantage (Zeithaml,
1988), and product is something (good or service) that can be
offered to consumers to meet consumer want or need (Kotler
& Armstrong, 2010). According to Aaker, product quality is
consumer's perception of the strengths or advantages of a
product or service as whole (Aaker & Jacobson, 2018; Ehsani
& Ehsani, 2015). In this case, if the perceived product quality
is in accordance with consumer expectations, product quality
can be assessed good. Conversely, product quality will be
considered bad if it does not match consumer expectations
(Basith, 2014; Ghezelbash & Khodadadi, 2017; Jannah et al.,
2019).

Price

Price is what consumer give up to get a product or a
service (Bei & Chiao, 2001; Zeithaml, 1988). Level of price
of a product or service in turn has a significant impact on

consumer desires to buy a product or service (Kaura et al.,
2015; Mulhern & Leone, 1991; Zhu et al., 2019). In this
context, consumers will pay attention to the price paid by
other customer, because consumers do not want to pay more
than other customers (Jena & Jog, 2017; Nystrom et al.,
1975).

III. METHOD

This research is a quantitative research. Using a
questionnaire method, the research was carried out at PD
Jamu Seduh Utama Pamanukan, Subang. This study involved
100 respondents who were customers of PD Jamu Seduh
Utama Pamanukan. Data collection techniques used in this
study were observation, interview, and questionnaires. The
independent variable (X) in the research on Product Quality
(X" and Price (X?), while dependent variable is Customer
Satisfaction (Y). The research data analysis technique used
descriptive statistical analysis, correlation coefficient, and
multiple linear regression

IV. RESULTS
Research Validity and Reliability

The statistical approach is used to determine the validity
of a measuring instrument, namely through the correlation
coefficient value of the statement item score with the
statement item total score. A statement can be declared valid
only if the correlation coefficient is greater than or equal to
0.30. In this study, the validity of the measuring instruments
used can be seen in Table 1 and 2 where the correlation
coefficient is greater than or equal to 0.30.

Table 1. Validity Test Result

Scale Variance if | Corrected Item- Squared Cronbach's
Scale Mean if Item Deleted Total Correlation Multiple Alpha if Item
Item Deleted Correlation Deleted
Product Quality (X")
X1 17.43 15.642 736 .679 901
X2 17.79 13.844 784 761 .896
X3 17.67.816 14.526 785 .889
X4 17.44 15.441 .809 776 .892
X5 17.65 16.189 .648 474 912
X6 17.62 15.410 78 .625 .895
Price (X?)
X2.1 17.30 14.394 .706 .524 .856
X2.2 17.60 13.313 742 672 .849
X2.3 17.57 13.480 775 .662 .843
X2.4 17.39 15.735 455 247 .895
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X2.5 17.57 14.187 .679 493 .860

X2.6 17.52 13.848 779 .631 .843

Customer Satisfaction (Y)
Y1 17.44 16.047 742 .684 .904
Y2 17.80 14.242 786 762 .899
Y3 17.67 14.850 .820 .790 .892
Y4 17.44 15.764 817 782 .894
Y5 17.65 16.513 .656 485 915
Y6 17.65 15.765 78 .627 .899

Table 2. Reliability Test Result

Cronbach's Alpha Cronbach's Alpha Based on N of Items
Standardized Items
Product Quality (X1) 913 915 6
Price (X2) 879 .879 6
Customer Satisfaction (Y) 916 918 6
Regression Analysis
Table 3. Regression Analysis
Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -.236. 193 - 1.222 225
Product_Quality 1.005 .010 993 103.377 .000
Price .006 .010 .006 .639 .524

a. Dependent Variable: Customer_Satisfaction

Based on the regression equation above there are three
explanations as follow. First, a constant of -0.236 indicate
that if the value of Product Quality (X!) and Price (X?) is 0,
Customer Satisfaction (Y) is -0.236. Second, the regression
coefficient value for Product Quality variable (X!) is 1.005;
if other independent variables have fixed value and Product
Quality has increased by 1, then Consumer Satisfaction (Y)
will increase by 1,005. This shows that there is a positive
relationship between Product Quality and Customer
Satisfaction. So, the better product quality, the higher
customer satisfaction. Third, regression coefficient for Price
variable (X?) is 0.006; if other independent variables are fixed
in value and Price has increased by 1, Consumer Satisfaction
(Y) has decreased by 0.006. This shows that there is a
negative relationship between price and customer
satisfaction. The better the price, the better customer
satisfaction.

Partial Test (T Test)

Based on the Table 3, the t-count value is 103,377 > t-
table 1,660 and the value of Sig. 0.000 is less than 0.05. This
shows that Product Quality (X!) partially has significant
effect on Customer Satisfaction (Y). Meanwhile t-count value
0f 0.639 <t-table 1.985 and value of Sig. 0.524 is greater than
0.05. This shows that Price (X?) partially has no effect on
Consumer Satisfaction (Y).

Simultaneous Test (F Test)

Table 4. F Test Result

ANOVAP
Model Sum of df Mean F Sig.
Squares Square
1 2164.541 | 2 | 1082.271 | 8.2223 | .000*

a. Predictors: (Constant), Price, Product Quality
b. Dependent Variable: Customer_Satisfaction

Vol. 23 No. 2 November 2020

ISSN: 2509-0119 641



The Impact of Product Quality and Price on Consumer Satisfaction of PD Jamu Seduh Utama Pamanukan

Based on Table 4, the F-count value 8.2223 > F-table 3.09
and Sig. 0.000 is less than 0.05. This shows that Product
Quality (X') and Price (X?) simultaneously influence
Customer Satisfaction (Y).

Coefficient of Determination
Table 5. Coefficient of Determination

Model Summary®
Adjusted | Std. Error
R R Square of the

Model R Square Estimate
1 9742 .948 .947 1.080
Regression

a. Predictors: (Constant), Price, Product Quality
b. Dependent Variable: Kepuasan Konsumen

Based on Table 5, it is found that R? is 0.948 which is the
index of determination, which is the percentage that
contributes to the effect of suitability of Product Quality and
Price on Consumer Satisfaction. This is also shows that
94.8% of PD Jamu Seduh Utama Pamanukan's customer
satisfaction is influenced by the variables of Product Quality
and Price, while the remaining 5.2% is influenced by other
factors not examined in this study.

V. CONCLUSION

Based on partial hypothesis testing, Product Quality has
significant effect on Consumer Satisfaction of Jamu Seduh
Utama Pamanukan, where t-count value is 103,377 > t table
1,699 and the Sig value 0,000 is less than 0.05. Conversely,
the Price variable doesn’t have a significant effect on
consumer satisfaction of Jamu Seduh Utama Pamanukan,
where t-count value of 0.639 < t-table 2.045 and Sig value of
0.524 is greater than 0.05. However, the product quality and
price simultaneously have a significant effect on consumer
satisfaction, where value of F count 8.2223 > F-table 3.32 and
Sig value of 0.000 is less than 0.05. Based on the results of
this research, the suggestions that can be put forward is the
need to maintain and improve product quality while re-
evaluating product prices.

REFERENCES

[1] Aaker, D. A., & Jacobson, R. (2018). The Financial
Information Content of Perceived Quality: Journal of
Marketing Research, 31(2), 191-201.
https://doi.org/10.1177/002224379403100204

[2] Andriati, & Wahjudi, R. M. T. (2016). Tingkat
Penerimaan Penggunaan Jamu sebagai Alternatif
Penggunaan Obat Modern pada Masyarakat Ekonomi

Rendah-Menengah dan Atas. Masyarakat, Kebudayaan
Dan Politik, 29(3), 133—145.

[3] Basit, A., & Handayani, R. (2018). Pengaruh Kualitas
Pelayanan Terhadap Kepuasan Pelanggan Pada Allium
Tangerang Hotel. LONTAR: Jurnal Ilmu Komunikasi,
6(2), 165-177.

[4] Basith, A. (2014). Pengaruh Kualitas Produk dan
Kualitas Pelayanan terhadap Kepuasan Pelanggan dan
Loyalitas Pelanggan (Survey pada Pelanggan De’Pans
Pancake and Waffle di Kota Malang). Jurnal
Administrasi Bisnis, 11(1), 1-8.

[5] Bei, L.-T., & Chiao, Y.-C. (2001). An Integrated Model
for the Effects of Perceived Product, Perceived Service
Quality, and Perceived Price Fairness on Consumer
Satisfaction and Loyalty | Journal of Consumer
Satisfaction,  Dissatisfaction and  Complaining
Behavior.  Journal of Consumer  Satisfaction,

Dissatisfaction and Complaining Behavior, 14, 125—
140.

[6] Brata, B. H., Husani, S., & Ali, H. (2017). The Influence
of Quality Products, Price, Promotion, and Location to
Product Purchase Decision on Nitchi at PT. Jaya
Swarasa Agung in Central Jakarta. Saudi Journal of
Business and Management Studies, 2(4B), 433—445.

[7]1 Chattopadhyay, U., & Bhawsar, P. (2017). Effects of
Changing Business Environment on Organization
Performance: The Case of HMT Watches Ltd. South
Asian Journal of Business and Management Cases,
6(1), 36-4o0.
https://doi.org/10.1177/2277977917698309

[8] Choi, C., Mattila, A. S., & Upneja, A. (2017). The Effect
of Assortment Pricing on Choice and Satisfaction: The
Moderating Role of Consumer Characteristics: Cornell
Hospitality Quarterly, 59(1), 6-14.
https://doi.org/10.1177/1938965517730315

[9] Darmawan, D., Mardikaningsih, R., & Hadji, S. (2017).
The Effect of Service Quality, Customer Satisfaction
and Corporate Image on Customer Loyalty in the
banking sector in Indonesia. IOSR Journal of Business
and Management (IOSR-JBM), 19(11), 46-51.

[10]Ehsani, Z., & Ehsani, M. H. (2015). Effect of Quality
and Price on Customer Satisfaction and Commitment in
Iran Auto Industry. International Journal of Service
Science, Management and Engineering, 1(5), 52.
https://doi.org/7290131

Vol. 23 No. 2 November 2020

ISSN: 2509-0119 642



The Impact of Product Quality and Price on Consumer Satisfaction of PD Jamu Seduh Utama Pamanukan

[11] Ghezelbash, S., & Khodadadi, H. (2017). Evaluating the
Impact of Promotion Price, Product Quality, Service
Quality, Customer Satisfaction and Repeating Purchase
Incentives (Case Study: Amiran Chain Stores). The
Journal of Internet Banking and Commerce, 1-17.

[12]Habel, J., Alavi, S., Schmitz, C., Schneider, J.-V., &
Wieseke, J. (2016). When Do Customers Get What
They Expect? Understanding the Ambivalent Effects of
Customers’ Service Expectations on Satisfaction:

Journal of Service
https://doi.org/10.1177/1094670516662350

Research.

[13]Igbal, Z., Verma, R., & Baran, R. (2016). Understanding
Consumer Choices and Preferences in Transaction-
Based e-Services: Journal of Service Research, 6(1),
51-65. https://doi.org/10.1177/1094670503254276

[14]Jannah, R., Mappatompo, A., & Haanurat, 1. (2019).
The Influence of Product Quality and Promotion on
Customer Satisfaction and Its Impact on Customer
Loyalty PT. Mahakarya Sejahtera Indonesia.
Proceeding UII-ICABE, 1(1),201-206.

[15]Jena, S. K., & Jog, D. (2017). Price competition in a
tourism supply chain. Tourism Economics, 23(6), 1235—
1254. https://doi.org/10.1177/1354816616674611

[16]Kaura, V., Durga Prasad, Ch. S., & Sharma, S. (2015).
Service quality, service convenience, price and fairness,
customer loyalty, and the mediating role of customer
satisfaction. International Journal of Bank Marketing,
33(4), 404-422. https://doi.org/10.1108/1JBM-04-
2014-0048

[17]1Kotler, P., & Armstrong, G. (2010). Principles of
Marketing. Pearson.

[18]Kotler, P., & Keller, K. L. (2012). Marketing
Management. Prentice Hall.

[19]Lemon, K. N., & Verhoef, P. C. (2016). Understanding
Customer Experience Throughout the Customer
Journey: Journal of Marketing, 80(6), 69-96.
https://doi.org/10.1509/jm.15.0420

[20]Minh, N. V., & Huu, N. H. (2016). The Relationship
between Service Quality, Customer Satisfaction and
Customer Loyalty: An Investigation in Vietnamese

Retail Banking Sector. Journal of Competitiveness,
8(2), 103-116.

[21]Mulhern, F. J., & Leone, R. P. (1991). Implicit Price
Bundling of Retail Products: A Multiproduct Approach
to Maximizing Store Profitability: Journal of

Marketing, 55(4), 63-76.
https://doi.org/10.1177/002224299105500405

[22]Nystrom, H., Tamsons, H., & Thams, R. (1975). An
Experiment in Price Generalization and Discrimination.
Journal of Marketing Research, 12(2), 177-181.
https://doi.org/10.1177/002224377501200207

[23]Oliver, R. L. (2018). A Cognitive Model of the
Antecedents and Consequences of Satisfaction
Decisions: Journal of Marketing Research, 17(4), 460—
469. https://doi.org/10.1177/002224378001700405

[24] Peighambari, K., Sattari, S., Kordestani, A., & Oghazi,
P. (2016). Consumer Behavior Research: A Synthesis of
the Recent Literature. SAGE  Open, 6(2).
https://doi.org/10.1177/2158244016645638

[25]Purwaningsih, E. H. (2013). Jamu, Obat Tradisional
Asli Indonesia Pasang Surut Pemanfaatannya di
Indonesia. EJKI, 1(2), 85-89.

[26]Razak, I., Nirwanto, N., & Triatmanto, B. (2016). The
Impact of Product Quality and Price on Customer
Satisfaction with the Mediator of Customer Value.
Journal of Marketing and Consumer Research, 30(0),
59-68.

[27]Slack, N., Singh, G., & Sharma, S. (2020). Impact of
perceived value on the satisfaction of supermarket
Developing country perspective.
International Journal of Retail & Distribution
Management, 48(11), 1235-1254.
https://doi.org/10.1108/IJRDM-03-2019-0099

customers:

[28]Stucke, M. E. (2013). Is competition always good?
Journal of Antitrust Enforcement, 1(1), 162-197.
https://doi.org/10.1093/jaenfo/jns008

[29] Suchanek, P., & Kralova, M. (2018). Customer
satisfaction and different evaluation of it by companies.
Economic Research-Ekonomska IstraZivanja, 31(1),
1330-1350.
https://doi.org/10.1080/1331677X.2018.1484786

[30] Zeithaml, V. A. (1988). Consumer Perceptions of Price,
Quality, and Value: A Means-End Model and Synthesis
of Evidence: Journal of Marketing, 52(3), 2-22.
https://doi.org/10.1177/002224298805200302

[31] Zhu, D. H., Zhang, Z. J., Chang, Y. P., & Liang, S.
(2019). Good discounts earn good reviews in return?
Effects of price promotion on online restaurant reviews.

International Journal of Hospitality Management, 77,
178-186. https://doi.org/10.1016/j.ijhm.2018.06.028.

Vol. 23 No. 2 November 2020

ISSN: 2509-0119 643



