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The Measurement of Service Quality on Customer Satisfaction in “Ayam 

Qu” Restaurant Malang 

ABSTRACT 
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1)
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2) 

1) 
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 Research was conducted at “Ayam Qu Restaurant Malang”, located in 

Soekarno Hatta Block D No. 8, Malang. Research was aimed to determine “Ayam 

Qu” customers’ profile, investigate the service quality on customer satisfaction at 

“Ayam Qu” restaurant, Malang, and determine the factors that affecting 

customer’s satisfaction. 100 respondents were Ayam Qu consumers and obtained 

by accidental sampling method. Data was collected in 1
st
 to 7

th
 February, 2015. 

Primary data were collected by survey method using structured questionnaire 

whereas secondary data were gathered from the restaurant data and other related 

sources. Data was analyzed with Factor analysis and then continued by multiple 

regressions using SPSS 16.0. The result showed that dominant customers’ 

characteristic in Ayam Qu restaurant was represented by female student with age 

20 – 30 years old, senior high school education, and income level ≥ IDR 

2,000,000 per month. The customers determine their satisfaction by looking the 

accessibility of restaurant, followed by the product quality, price of product, 

service quality and gave positive information and recommendation about Ayam 

Qu restaurant to others. “Quality of menu, staff and place” was the most dominant 

factors in increasing customer satisfaction and then followed by “Staffs’ skills in 

serving, handling purchasing and cooking” and “Good, Prompt, and Quick 

Service and Response”. Factors “Customer care”, “understanding of menu, quick 

and customer care service”, “Condition of Public Facilities”, “Restaurant 

Location, Building, and Equipment”, “Appearance of Staff, Completeness of the 

Dishes, and Open Hour”, “Customer listener” were somewhat improving the 

customer satisfaction. 

 

Keywords: Customers’ characteristic, “Quality of menu, staff and place”,   

      “Customer care” 
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The Measurement of Service Quality on Customer Satisfaction in  

“Ayam Qu” Restaurant Malang 

SUMMARY 
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2) 

1) 
Student of Animal Husbandry Faculty University of Brawijaya 

2)  
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  Nowadays the number of business restaurant in Malang is 

increasing. Food business coming up from the small business until the big 

restaurant, they are compete to take the consumer. Chicken meat is one of favorite 

main raw material in the restaurant menu. The restaurant that have same raw 

material as their main menu should compete with other restaurant to keep and 

increase their consumer The service quality will have big effect to the customer 

satisfaction, better service quality will satisfy costumers and positive impact will 

come to the restaurant. 

 This research was done on 1
st 

to 7
th

 February, 2015. Research was aimed to 

determine “Ayam Qu” customers’ profile, to investigate the service quality on 

customer satisfaction at “Ayam Qu” restaurant, Malang, and determine the factors 

that affecting customer’s satisfaction. 100 consumers of “Ayam Qu” restaurant 

were obtained by accidental sampling method. Method of this research was case 

study method using structured questionnaire. Primary data were collected from 

structured questionnaire. Secondary data was obtained from restaurant and related 

institution in the form of note or archive, document, daily note, photo, meeting 

result, activity journal or etc from related institution. Five variables of Servqual 

such as tangibles, reliability, responsiveness, assurance, and empathy have been 

analyzed with factor analysis and then continued by multiple regressions.  

 Result of this study found that dominant customers characteristic in 

“Ayam Qu” restaurant is Female (57%), 20 – 30 years old (65%), education level 

is senior high school (44%), the occupation is student (51%) and the income level 



 

vi 

 

is ≥ Rp. 2,000,000 per month (38%). Based on the result using SPSS version 16.0, 

the dependent variable like service quality, consumer characteristic can give the 

contribution to the customer satisfaction about 60.8% and the rest 39.2% 

explained by other factors that not mentioned in this study. Adjusted R square 

shows the quality level of regression model. Ideally, Adjusted R square value is 

having same or close value to the R square. The Constanta value is 4.32, it means 

if all dependent variable (service quality) having 0 value, the customer satisfaction 

will have 4.32 value. The ANOVA table shows that the F value > F table, where 

the F value in this study was 9.421 > F table 1.8. It can be concluded H0 is 

rejected and there is a very strong relationship between service quality variables 

and customer satisfaction variable. 

 Research concluded that the dominant customers’ characteristic in Ayam 

Qu restaurant was represented by female student with age 20 – 30 years old, 

senior high school education, and income level ≥ IDR 2,000,000 per month. The 

customers determine their satisfaction by looking the accessibility of restaurant, 

followed by the product quality, price of product, service quality and gave 

positive information and recommendation about Ayam Qu restaurant to others. 

“Quality of menu, staff and place” was the most dominant factors in increasing 

customer satisfaction and then followed by “Staffs’ skills in serving, handling 

purchasing and cooking” and “Good, Prompt, and Quick Service and Response”.  

Factors “Customer care”, “understanding of menu, quick and customer care 

service”, “Condition of Public Facilities”, “Restaurant Location, Building, and 

Equipment”, “Appearance of Staff, Completeness of the Dishes, and Open Hour”, 

and “Customer listener” were somewhat improving the customer satisfaction in 

“Ayam Qu” restaurant Malang . It is suggested to give more training to the staff, 

to make them more competent to present friendly and helpful attitude to the 

customer and also the restaurant should display halal certificate and keep 

maintaining the delicacy, healthiness of food to make the customer feel safe in 

consume the food. 
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CHAPTER I 

INTRODUCTION 

1.1 Background 

 Nowadays the number of business restaurant in Indonesia is increased. 

Food business is one of good business that has future chances and profitable. That 

reason make the businessman take that kind of business due to the high demand 

from the market. Malang is very potential to run food business where there are so 

many students from outside cities and province who study in Malang area. Food 

business coming up from the small business until the big restaurant, they compete 

to take the consumer. Consumers need not only delicious food but also high 

nutrition. Livestock products become favorite raw material in food culinary 

business and chicken meat chosen as the main raw material in the restaurant 

menu. 

 The restaurant that have same raw material as their main menu should 

compete with other restaurant to keep and increase their consumer. Beside the 

quality of product, increasing the service quality is one of the ways to survive in 

today’s competitive market. The service quality will have big effect to the 

customer satisfaction, better service quality will satisfy costumers and positive 

impact will come to the restaurant. On the other hand customers will switch to 

competitor when poor service quality is given.  

 “Ayam Qu” is a restaurant located in Jl. Soekarno Hatta Block D No. 8, 

Malang. This restaurant used chicken meat as the main raw material of food. The 

main office of “Ayam Qu” is in Malang and has some restaurant branch in 

Jakarta, Surabaya, Sidoarjo, and Kediri. They combined fried chicken with two 

kinds of chili sauce and sold them with the reasonable price. That reasons make 

this restaurant become one of favorite restaurant in Malang. Even though “Ayam 

Qu” already well known in Malang culinaries, the restaurant industry feels that 

measuring their service quality is needed to evaluate whether their customer 

already satisfied or still need some improvement with their service. Many studies 

have been conducted to measure the degree of service quality on restaurant 

industry, the difference of population sample, cultural values, per capita income, 

environment and emotions have a role in evaluating these dimension (Shaikh and 
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Khan, 2011).This study is conducted to measure service quality on customer 

satisfaction at “Ayam Qu” restaurant, Malang. Consumers have some criteria that 

are playing an important role in molding their expectations and perceptions of 

delivered service fit into five dimension of service performance known as 

SERVQUAL: tangibles, reliability, responsiveness, assurance and empathy. 

1.2. Statements of the problem 

1. How is the “Ayam Qu customers’ profile? 

2. How is the “Ayam Qu” restaurant service quality on customers satisfaction? 

3. What are the factors that affecting customers satisfaction at “Ayam Qu” 

restaurant Malang? 

1.3. Objectives of the Study 

These studies have objectives: 

1. To describe the “Ayam Qu” customers’ profile  

2. To investigate the service quality on customer satisfaction at “Ayam Qu” 

restaurant, Malang. 

3. To determine the factors that affecting customers satisfaction at “Ayam Qu” 

   restaurant, Malang. 

1.4. Benefit of the Study 

The benefits of this study are :  

1. For the students they can know the importance of customer satisfaction in 

running their business. 

2. Give information about customer satisfaction based on the service quality 

of “Ayam Qu” restaurant Malang. 

3. To know how is the service quality and the most influence dimensions that 

affecting customer satisfaction at “Ayam Qu” restaurant Malang. 

4. Information to the further customer satisfaction study. 
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1.5. Framework Design 

 Serving good service quality is one of the marketing strategies done by the 

restaurant to sell their product and also to make their customer stay in their 

restaurant. “Ayam Qu” restaurant is always trying to serve best service quality to 

their customers so they will satisfy with the service of the restaurant. Customers is 

a king and queen, they need the best and satisfying service so it can molding their 

expectation and when they get service from “Ayam Qu” restaurant they will make 

a perception and compare to their expectation. 

 Service quality can be measured by comparing the customers’ expectation and 

the service quality given by the restaurant. The possibility that can be happen is if 

perceived performance more than the expectation it means the customers satisfied, 

an on the other hand if the expectation more than the perceived performance it 

means customers are dissatisfied with the service quality. 

 Variables used to measure service quality on customer satisfaction are; 

tangible, reliability, responsiveness, assurance, and empathy. Framework design 

can be seen in Figure 1. 
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“AYAM QU ?” 

Service Quality Dimensions: 

Characteristic of 

customers: 

1. Education 

2. Age 

3. Income 

4. Occupation 

5. Gender 

 

ASSURANCE (X4) 

- Kind  and polite to 

the customer (X4.1) 

- Halal, delicacy and 

healthiness of menu 

served (X4.2) 

- The staff seemed 

well trained, 

competent, and 

experienced (X4.3) 

- Customer feel safe 

and comfortable in 

restaurant (X4.4) 

- Staffs are care and 

willing to talk to the 

customer (X4.5) 

RESPONSIVENESS (X3) 
- Readiness and willingness 

in serving (X3.1) 

- Willingness to accept the 

suggestion or complaint 

from the customer (X3.2) 

- The staff members are 

both able and willing to 

give you information 

about the menu (X3.3) 

- Good and quick response 

to the customer 

suggestion or complaint in 

social media (X3.4) 

- Prompt and Quick Service 

(X3.5) 

 

 

 

RELIABILITY (X2) 
- Ability and skill to 

take care of customer 

(X2.1)  

- Accurate in handle 

purchasing (X2.2) 

- The price in the bill 

exactly same with 

the menu  (X2.3) 

- Serve your food 

exactly as you 

ordered it (X2.4) 

- The quality of food 

always consistent 

(X2.5) 

TANGIBLE (X1) 

- Staff  members 

are clean, neat, 

and dressed 

properly (X1.1) 

- Cleanliness and 

Neatness of Public 

Facilities (X1.2) 

- Sufficient Parking 

area (X1.3) 

- Completeness of  

the dishes (X1.4) 

- Building and 

Equipments are 

visually appealing  

(X1.5) 
 

EMPHATY (X5) 

- Easy to order and 

visit (X5.1) 

- Understanding of 

menu  (X5.2) 

- Open Hour of 

Ayam Qu 

restaurant already 

after your fancy 

(X5.3) 

- Staffs care about 

customers’ need 

and want (X5.4) 

- The staffs quickly 

corrects anything 

wrong (X5.5) 

CUSTOMER SATISFACTION (Y) 

- Price  (Y1) 

- Product Quality (Y2 

- Service Quality (Y3) 

- Emotional Factor (Y4) 

- Accessibility and Cost (Y5) 

Figure 1. Conceptual research of framework 
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1.6. Hypothesis 

 Based on the problems above,  the hypothesis were: 

1. The staff appearances have a positive relationship with the customer 

satisfaction. 

2. Correctness in handle purchasing has a positive relationship with the customer 

satisfaction. 

3. Readiness and willingness in serving have a positive relationship with the 

customer satisfaction. 

4.  Halal, delicacy and healthiness of menu served have a positive relationship 

with the customer satisfaction. 

5. Easy to order and visit have a positive relationship with the customer 

satisfaction. 
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CHAPTER II 

LITERATURE REVIEW 

 

2.1. Review of Previous Research 

2.1.1. Tangible 

  Yoo (2000) showed that the hygiene of restaurant and appearance of staff 

have a positive relationship with customers’ restaurant quality evaluation or the level 

of satisfaction. Mohan (2013) showed that store environment and convenient location 

impact customer satisfaction in food retail supermarket. Malik, Jaswal, and Awan 

(2013) observed  that tangible variables such as modern looking equipment, sufficient 

parking area, comfortable environment, building and equipment are visually 

appealing and hygienic environment were having significant result with overall 

satisfaction of customers. Sulistyawati (2004) said that that the availability of parking 

area can affect customer satisfaction in buying a product. 

 

2.1.2. Reliability 

  Research about the factors impacting customer satisfaction in food retail 

supermarket showed that customer service variables such as staff responsiveness, 

staff assistance during purchase, price of products, billing procedure time, and 

correctness of billing affecting customer satisfaction (Mohan, 2013). Tan, Oriade and 

Fallon (2014) investigate customer’s perception of Chinese fast food restaurant 

service quality and its relationship with customer satisfaction. The study revealed that 

service quality variables have positive influence on customer satisfaction except 

reliability dimension such as the staff serve your food exactly as you ordered it, 

provide an accurate guest check, serves in time promised, and service is dependable 

and consistent.  
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2.1,3. Responsiveness 

  Shaikh et.al. (2011) showed that responsiveness had been examined as the 

variables that have significance of service quality on customer satisfaction. Naik, 

Gantasala, and Prabhakar (2010) observed that responsiveness sub variable with the 

indicator speed of response to complaint and concern and desire for assisting have the 

lowest customer satisfaction levels. Tan, et.al. (2014) said that responsiveness 

variable that have been investigate were provides prompt and quick service and staff 

members are both able and willing to give information about the menu had a positive 

impact on the overall customer satisfaction. 

 

2.1.4. Assurance 

  Yoo (2000) showed that restaurants’ servers behavior have a positive 

relationship with the customers’ restaurant quality evaluations or the level of 

customers satisfaction. Naik, et.al. (2010) observed that assurance sub variable with 

the indicators concern for customers, staff attitude, and security for transactions, 

parking, and etc were have highest customer satisfaction. Based on Tan, et.al. (2014) 

Assurance variable such as the staff seemed well trained, the staff have a good 

attitude and willing to talk to customer, and staff makes customer confident when 

customer dealing with them also had a positive impact to the customer satisfaction. 

 

2.1.5. Empathy  

  Tan, et.al. (2014) revealed that service quality variables including empathy 

have positive influence on customer satisfaction. Empathy variables that have been 

investigate such as staff quickly corrects anything wrong, staff is sensitive to 

individual needs and wants rather that always relying on policy and procedures. Naik, 

et.al. (2010) observed that empathy sub variable with the indicator ease of 

communication and attention and patience of the sales staff have positive impact and 

are significant in building customer satisfaction. Yulisetiarini (2014) revealed that 

empathy variables such as customers feel easy to communicate with employees, 
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employees care about customer needs and wants, and customer feel easy in using the 

offered service. Those variables are able to satisfy the customer. 

 

2.1.6.  Customer Satisfaction 

  Malik et al. (2013)  measured of overall satisfaction including Satisfaction 

received from the overall quality of service provided to customers; the food quality, 

price, revisit intentions and recommending it to others. Naik, et.al. (2010) also done a 

customer satisfaction research, they using indicators expectations of services 

perceived performance for measuring customer satisfaction. 

 

2.2. Review of Theories 

2.2.1. The Definition of Service 

 Service is any activity or action that one group can offer to another group is 

essentially intangible and does not result in the ownership of anything (Kotler, 2002). 

Service is an action that can be offer by one group to the others in intangible form and 

does not result in the ownership. Service marketing mostly done directly from the 

producer to the consumer (Tjiptono, 2002). Lovelock (2005) explained that the 

definition of service; (1) service is an action that is trading between one to other, (2) 

service is an economic activity giving benefit to the customer in a certain time and 

place, as the result from action that create a change which is desirable. The benefit 

that is meant here is a service performance or using physical product.  

 

2.2.2. The Classification and Characteristic of Service 

 There are a lot of approaching used to classified service. Lupiyoadi and Hamdani 

(2006) classified the service based on the manufacture operation similarity. This 

method divides service into three groups: pure service, quasi manufacturing service, 

and mixed service. The further explanation from three groups of service 

classification: 
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1. Pure Service 

  Represent the service that is high level contact with the manufacture. Health 

center and personal service is the example of pure service, offering special treatment 

and service directly to the customer. 

2. Mixed Service  

The moderate contact of service with the manufacture, this groups coupling with 

quasi-manufacturing and pure services. Post office, dry cleaning, and fire fighter are 

the example of mixed service. 

3. Quasi-Manufacturing service 

Quasi-Manufacturing is almost similar with manufacture. This kind of service is 

low contact service, customers do not need to be involve in service production 

process. Government, Administration, assurance, post office and delivering service 

are the example of Quasi-manufacturing service. 

The design of marketing programs are affected by four main characteristic of 

services: Intangibility, inseparability, variability, and perishability (Kotler, 2000). 

a) Intangibility 

 Services are intangible, they cannot be held, touched, heard, or seen, before they 

are purchase. The example of an intangibility of service is when there is a person who 

is getting a face lift cannot see the exact results before the purchase. To make 

uncertainty less, buyers will look from the place, people, equipment, communication, 

material, symbols, and price that they see as evidence to obtain about the quality. 

b) Inseparability 

Unlike physical goods which are manufactured, put into inventory, distributed 

through resellers, and consumed later, services are typically produced and consumed 

in the same time. If a person renders the service, service provider will become a part 

of service.  Service provider and the client interaction is a special feature of service 

marketing due to the present of client as the service is produced. The outcome of 

service will be affecting the outcome. 
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c) Variability 

Services are highly variable, It is depend on who provides them and when and 

where they are provided. Knowing this, service firms can take three steps toward 

quality control. The first is recruiting the right service employees and providing them 

with excellent training. The second step is standardizing the service-performance 

process throughout the organization.  The third step is monitoring customer 

satisfaction through suggestion and complaint systems, customer surveys, and 

comparison shopping. This step can detect and improve low service quality. 

d) Perishability 

 Services cannot be stored, perishability of a service will not affect anything 

when the demand is stable, it can cause problems when demand for service is 

fluctuating. Example of the perishability service is tourism ticket can only use in that 

day or movie ticket can only use in some hours.   

2.3. Service Quality 

  Defined service quality in the exact and precise meaning is difficult; it has a 

relationship with value and customer satisfaction. Service Quality is a comparison 

between expectation and performance, how the service provider performance can 

meet with the customer needs and requirements. Service firm can succeed by 

delivering consistently higher quality service than the competitor of that firm (Kotler, 

2002). Service Quality is how far the difference between expectation and perceived 

performance. Service quality can be evaluated by comparing customer perception of 

the service given by the firm with customer expectation of the firm’s service. Service 

quality is one of things that get serious attention from the firm and involving all 

firm’s resources (Handoko, 2000). Service quality can be stated as poor service 

quality if the service perceived lower than the expectation and if the perceived service 

is higher or better than the service expected (Tjiptono, 2005).   

  Service quality gaps happened due to the discrepancy between customers’ 

expectation and the service provider performance. There are five levels of gap or 

discrepancy based on the Nirwana (2012): 
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1. Consumer expectation and management perception gap (GAP 1) : 

This gap occur because the management or service provider may not always 

understand about what features a service must have in order to meet the 

consumers need. This gap become the source of the existence others gap in 

service quality. 

2. Management perception and service quality specification gap (GAP 2): 

Managerial system including executive, middle manager, supervisor and team. 

This gap happened because the manager decide the service quality 

specification based on what their opinion. There is no interaction between the 

manager and the consumer. 

3. Service quality specifications and service delivery gap (GAP 3): 

This gap occurred when the employees have an important role on the service 

quality perceived by consumers. Gap between service quality specifications 

and service delivery gap indicate that design and standard of service that 

oriented to the consumer need to be applied. 

4. Service delivery and external communication gap (GAP 4): 

Consumers expectation can be affected by external communication like media 

advertising and the other communication. High expectation from consumers 

that is made by the firmhave to be fulfilled because the promising that cannot 

be delivered will make the consumers perception about the service quality 

lower. 

5. Expected service and perceived service gap (GAP 5): 

The service quality is depend on how consumers perceive the real or the 

actual service performance in the box where the consumers expect. 

 

2.4. Service Quality Dimensions 

  Sviokla in Lupioyadi (2013) said that the service quality dimension consisted 

of performance, features, reliability, conformance, durability, serviceability, 

aesthetics and perceived quality. On the other hand Parasuraman in Lupiyoadi et.al. 

(2006) simplified those dimensions into service performance known as SERVQUAL: 
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tangible, reliability, responsiveness, assurance and empathy. This is also in line with 

Lovelock and Wright (2002) that stated the dimension of service quality tangible, 

reliability, responsiveness, assurance and empathy. 

a. Tangible 

 Parasuraman in Lupioyadi (2013) stated that tangible is the ability of the firm 

to show the existence to outside parties. Appearance and the physical infrastructure of 

the firm are the tangible service which can be reliable. Nirwana (2012) added that the 

examples of tangible variable are building, facilities, technology and staff appearance. 

b. Reliability 

 Reliability is the ability of the firm based on what they have been promised to 

the customer (Nirwana, 2012). Parasuraman in Lupioyadi (2013) also stated that 

reliability is the ability of the firm to deliver the service based on what they have been 

promised accurately and trustworthy. Type of behavior that can indicate this 

dimension is promptness and equal service to all of customers without any mistakes. 

c. Responsiveness 

 Responsiveness is a policy to help and deliver responsive service to the 

customers by giving clear information. Leaving customers waiting for long time will 

make negative perception in service quality (Parasuraman in Lupioyadi, 2013). 

d. Assurance 

  Parasuraman in Lupioyadi (2013) said that assurance is employee knowledge, 

courtesy and ability to make the customers trust the firm. This variable is composed 

by communication, credibility, security, competence and courtesy. Assurance include 

the following customers feeling: safety, please, and patronage (Nirwana, 2012) 

e. Empathy 

 Sincerity individual attention delivered from the employee to the customers 

by get to know what customers want and need (Parasuraman in Lupioyadi, 2013) . 

Assurance is done to know further about the customers needed and desire (Nirwana, 

2012). 
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2.5. Customer Satisfaction 

 Customer satisfaction is a someone’s feeling level after comparing the 

perceived performance and their expectation (Kotler, 2002). Lupioyadi (2004) said 

that satisfaction or dissatisfaction of customer is the response of the disconfirmation 

evaluation felt from customer expectation and actual service performance.  

Dissatisfaction happened if the outcome is not appropriate with the expectation 

(Tjiptono, 2005). One of the factors that determining customer satisfaction is 

customer perception of the quality, beside that service quality perception, product 

quality, price and other personal and temporary factors (Rangkuti, 2003) 

2.6. Measurement of Customer Satisfaction 

  Customer satisfaction is affected by two variables such as perceived service 

and expected service. If the perceived service is better that the expected service, 

customer will not interest to the service provider, and vice versa. The key of customer 

satisfaction is to adjust or exceed service quality that is expected by the customer. 

Kotler (2002) said that there are some methods to measure customer satisfaction: 

1. Complaint and advice  

This method allows the customer to delivering their complaint, comment or 

suggestion. 

2. Ghost Shopping 

This method is used to get some customer satisfaction outlook from the 

competitors by send some ghost shopper and they will be reporting about the 

condition in competitors’ firms. 

3. Lost Customer Analysis 

Lost customers are the customers which have stopped buying or moved to the 

other firms. The purposed of this method is to know the reason why the lost 

customers stop or move to the other firms. 

4. Customer Satisfaction Survey 

This method can be done by doing a research about the customer satisfaction. 

The survey research using interview, polling in internet, telephone, SMS or 

etc. Survey is to get the feedback from the respondents and delivered the 
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positive impression to the customer that the firms really care about the 

customers. Customer satisfaction measurement using this method can be done 

in several ways, such as; 

a. Directly Reported Satisfaction 

  This measurement is done directly through questions like customer 

satisfaction expression measure by likert scale. 

b.  Derived Dissatisfaction 

  The questions being asked related to the customer expectation of the 

certain attribute and the customer perceived service. 

c. Problem Analysis 

  Customers as respondents for asking the problems faced by customer 

with the service of the firm and customer suggestion to the firm. 

d. Importance-Performance Analysis 

Respondents are asked to rank some firm performance variables based on 

the importance of those variables and also how good the performance of 

the firm.  

 Lupioyadi (2013) said that SERVQUAL model having measurement scale 

also called by multiple item scale. Scales with good validity and reliability can be 

used by firm to know the customers needed and desire about expected service, so the 

firm can increase the service quality. The instrument is a format to determine 

customers’ expectation, perception and also to determine service quality of the firm 

based on five service quality dimensions. One of the servqual measurement scale 

applications is by using likert scale one to five. One is for strongly disagree and five 

is for strongly agree. Customers were answering the questions based on how good a 

question describes the firm delivered service. The collected answers will be further 

process.  
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2.7. Consumer Behaviour 

   Consumer is a person who buys and directly uses a product in a form of 

service or goods. Consumers’ behavior that should be known are consumer is a king, 

like to earn a commendation, high enthusiasm, worried, tempered, and apathies. 

Consumers’ behavior is affected by some factors such as; culture, social and 

individual factors. Culture takes a major part of influencing consumer behavior 

(Kotler and Keller, 2008). Suharno and Sutarso (2010) added that personal or 

individual factors that affecting buying behavior are age, economic condition, 

occupation, life style and conviction. 

  Behavior defined as an activity that involving mental decision process and 

also physical activity. There are four kinds of consumer behavior roles such as 

initiator, influencer, buyer and user. Consumer purchase decision can be distinguish 

into five processes. The consumer purchase decision is started with recognizing the 

problem, after knowing the problem the consumer will find the information and find 

the alternative solution that related to the problem.  The next step is purchase 

decision, it is included when, where and by whom the purchase is done. The result 

from taking decision will affect to the post purchase behavior (Nirwana, 2012). 

Consumers purchase decision based on Suharno et.al. (2010) divided into: 

a. Recognizing the problem 

Recognizing the problem is started when the consumer realized the differences 

between the real condition and the expected condition. Marketer should know how 

the consumer need occurred and make creative strategy to make the consumer need 

occurred. Effective promotion is one of the ways to make the consumer need 

occurred is by advertisement, brochure or other media. 

b. Finding Information 

 Information is the most important thing that is used by consumer for taking 

purchase decision to a product. Information can be got from advertisement, radio, 

television, or from their friends and other people that knowing the information. 
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c. Alternative evaluation 

Alternative evaluation is the process of consumer decision to evaluate alternative 

brand. In this step, the consumers already have some choices and compare those 

choices with the personal criteria.  

d. Purchase Decision 

In this step, consumers already have the brand which they want to buy and then 

doing a purchase. Consumer can feel the benefit of the product and compare to their 

expected service or product. In this condition, the consumer can feel satisfied or 

dissatisfied from the product. 

e. Post Purchasing Decision 

Consumers taking the next decision after purchasing and consumption of the 

product based on their satisfied or dissatisfied feeling. Satisfied consumer will re buy 

the product and tell to others about the benefit of the products. On the other hand, the 

unsatisfied consumer will complaint or switch to other products, moreover consumers 

will tell negative thing about the product. 

 

2.8. Factor analysis  

  Factor analysis is a statistical method used to study the dimensionality of a set of 

variables. In factor analysis, latent variables represent unobserved constructs and are 

referred those factors or dimensions. This was performed to determine the correlation 

between the variables and highly correlated variables are combined and represented by 

a Factor. This is to ensure data reduction, instead of several variables they are 

represented by few major Factors. Based on Suliyanto (2005) factor analysis equation 

is:  

                                                 

Xi = standardize variable – i 

Aij  = regression coefficient from variable -i to general factor j 

Fj  = General Factor 

Vi = regression coefficient from variable –i to unique factor i 

Ui = special factor for variable –i 
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2.8.1. Eigenvalues 

  To select how many factors to use, consider eigenvalues from a principal 

components analysis. Eigenvalue can be interpreted as the amount of variance in the 

data distributed by the factors or the equivalent number of variables which the factor 

represents. Examine the eigenvalues, the value should be greater than 1 and also by 

using screeplot, % variance and comprehensibility. 

 

2.9. Classic Assumption Analysis 

  Classic assumption test is aims to know if the number of variables in the 

research. Classial assumption test are requirements tests for multiple regression that 

use ordinary least swuare. There are five types of Classic Assumption test: 

a. Multicollinearity Test 

  Multicollinearity inflates the standard errors, making it impossible to 

determine the relative importance of the predictors. In other words, the coefficients 

will be unreliable. Note that multicollinearity does not affect the efficiency of the 

estimators they remain blue. Symptoms of multicollinearity include insignificant t-

stats (due to inflated standard errors of coefficients) and a good R-square (Ghozali, 

2005).Multicollinearity arises when: 

1. R
2 

is equal to 1, then we would have perfect mulv ticollinearity and it is not possible 

to obtain the estimators’ of the coefficients.  

2. Analyzed the matrix correlation independent variable. If the correlation is high or 

>0.90, indicates the multicollinearity. 

3. Tolerance value and varian inflation factor (VIF). If the tolerance value <0.10 or 

VIF value >10 it indicates the multicollinearity. 

b. Normality Test 

  Normality of error terms is required for the statistical tests to be valid. 

Normality test aims to determine whether the residual confounding variable has a 

normal distribution. Normality can be detected by using normal plots or by 

significance tests, comparing the sample distribution to a normal one. Normal 
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distribution will make a diagonal line and residual plotting data will be compared with 

the diagonal line. If the residual data is normal, line that describe the data will follow 

the diagonal line (Ghozali, 2005).Kolmogorov Smirnov test also can be used to detect 

normality in the data. If the result significance or probability value from Kolmogorov 

Smirnov test > 0.05, it means the data is distributed normally (Santoso, 2001). 

c. Autocorrelation Test 

  Autocorrelation is caused by specification bias or using an incorrect 

functional form or the omission of a relevant variable and inertia (Uriel, 2013). 

Autocorrelation can be detected by using Durbin Watson test or Pearson Correlation. 

Autocorrelation happened when the result of Pearson correlation is higher than 0.5, It 

means there is happened correlation between one to other variable (Sarwono, 2006). 

2.9. Multiple linear Regression 

Multiple linear regression used to know two independent variables or more to 

the dependent variable that will be calculated by (Sudjana, 2003) : 

 Y = a + b1X1+b2X2+…+bnXn 

Y  = dependent variable 

a  = Constanta 

b1,b2 = regression  coefficient 

X1, X2  = independent variable 

 Coefficient of Multiple Determination (R
2
) is a descriptive measure of the 

utility of the simple linear regression equation. The coefficient of determination is the 

ratio of the regression sum of squares (SSR) or the total sum of squares (SST).  

   
   

   
 

Where : 

SSR = Regression sum of squares =              and  

SST = Total Sum of Squares =             
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To test the hypothesis using F test, with the level of significant F = 5% significant, 

showed with this equation: 

  

  

  

      
        

 

R = coefficient regression 

K = the number of independent variable 

N = the number of sample 

F = F value compare to F table 

 If the probability of F value p ≤ 0.05, H0 rejected 

 If the probability of F value p ≥0.05, H0 accepted 

If Ho rejected and H1 accepted, it means that the independent variable being tested are 

influential significant to the dependent variable. Partial regression is used to know 

how great the influence of independent variable ( X1,X2, X3, X4, X5) to dependent 

variable (Y); based on the hypothesis, partial regression calculated by t-test  in the 

level of significance 5% with the equation: 

   
 

  
 

b = estimator from βi 

Sb = error standard from βi (Rangkuti, 2003). 

 If the probability of t value p ≤ 0.05, H0 rejected 

 If the probability of t value p ≥0.05, H0 accepted  
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CHAPTER III 

METHODOLOGY 

 

3.1. Research location and time 

 Research was done on 1 January to 31 March, 2015 in “Ayam Qu” restaurant 

at Soekarno Hatta Block D No. 8, Malang. Selection of location was done 

intentionally due to this restaurant provide chicken meat as the main raw material to 

the menu and become one of the favorite restaurants in Malang and the competitor of 

this restaurant already coming up.  

3.2. Research Method 

Research method done based on the goals of research, to observe and to 

analyze the effect of service quality to the customer satisfaction of “Ayam Qu” 

restaurant. The method  used was “Ayam Qu” customer satisfaction survey. Variable 

indicators for survey method were the response of customer to the question given to 

the customer whether in oral or written question. 

3.3. Sampling Method 

1. Sampling Determination 

Sampling method using Accidental Sampling, sampling determination is 

people who are accidentally met and serve one purpose with the researcher 

(Sugiyono, 2006). Purposive sampling method is sampling determination by 

considering some criteria that the customers of “Ayam Qu” are between 10-60 years 

old. 

2. Determination of Sample Number 

 Population in this research is in large scale and do not know the exact number 

of population.  Determination of sample number in a large population based on 

Purba (2000) using this equation: 
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n = number of sample 

Z = level of conviction in a research (95% = 1.96) 

Moe = margin of error (Moe can be tolerate 10%)  

The calculation above showed the number of sample used in this research is 

96 respondents but in the research used 100 respondent, so that the respondent 

already fulfill the requirement and the rest of data was used as additional data. 

3.3. Data Collection 

 Data collection was collected since February 1
st
 to February 7

th
, 2015. 

Primary data was collected by the researcher using structured questionnaire to the 

customers. Structured questionnaire was containing the personal information about 

the respondents, their perceived and expected service about the service quality in 

“Ayam Qu” restaurant. 

 Secondary data was the data got from related institution in the form of note or 

archive, document, daily note, photo, meeting result, activity journal or etc from 

related institution. These data can be used to know the information from the past.  

Table 1 shows the schedule of data collection. 

 

Table 1. Schedule of data collection 

Day Sunday Monday Wednesday Thursday Friday 

No. of 

respondent 
28 20 22 18 12 

3.4. Operational definition of Research Variable 

1.Tangible (X1): 

“Ayam Qu” restaurant ability to show the existence in the formed of physical. 

It is measured by five indicators such as staff appearance, cleanliness and 

neatness of public facilities, sufficient parking area, completeness of the 

dishes, and building and equipments are visually appealing. The measurement 

using likert scale from one to five (1-5), 1 is for strongly disagree and four is 

for strongly agree 
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X1.1.Staff Appearance: 

 There are five staff divisions in this restaurant, the measurement based on the 

faultlessly uniform of the staff.  

1  = cashier division are faultlessly dressed and spruce up 

2  = pantry division are faultlessly dressed and spruce up 

3  = waiter and waitress are faultlessly dressed and spruce up 

4 = head of staff is faultlessly dressed and spruce up 

X1.2 Cleanliness and Neatness of Public Facilities: 

Public facilities in this restaurant are toilet, mushola, bathroom sink, chair and 

table. These indicators measured the cleanliness and neatness of public 

facilities. 

1 = cleanliness and neatness of mushola 

2 = cleanliness and neatness of toilet 

3 = cleanliness and neatness of bathroom sink 

4 = cleanliness and neatness of chair and table 

X1.3. Sufficient Parking Area: 

This indicators measured the customer opinion about the sufficient and 

neatness of parking area in “Ayam Qu” 

1 = Parking area is neat 

2 = Parking area is clean 

3 = Parking area is wide 

4 = Parking area is separate between motorcycle and car 

X1.4 Completeness of the dishes: this indicators measure the customer 

perception about the completeness of dishes (spoon, fork, tissue, and 

additional plate) 

1 = Spoon 

2 = Fork 

3 = additional plate 

4 = tissue 
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X1.5 Building and equipments are visually appealing: this can be 

measured by building and equipment that attractive, modern and comfortable.  

1 = Building and equipments ordering are attractive  

2 = Building and equipments ordering are comfortable 

3 = Building and equipments ordering are modern 

4 = Building and equipments ordering are clean 

2. Reliability (X2): 

  The “Ayam Qu” ability to deliver the service based on what they are 

promises to the customers. It can be measured by five indicators, such as the 

ability and skill of staff to take care of customer, Correctness in handling 

purchasing,. Price in the bill is same with menu, serve food exactly as 

customers ordered, quality of food that always constant. The measurement 

using likert scale from one to five (1-5), one is for strongly disagree and four 

is for strongly agree. 

X2.1 Ability and skill to take care of customer:  

The “Ayam Qu” staffs can deliver a good service from the beginning they 

arrived in the restaurant until they leave the restaurant.  

1 = restaurant delivering good service in the entrance 

2 = restaurant delivering good service when serve the seat  

3 = restaurant delivering good service when give the menu 

4 = restaurant delivering good service to the consumer in the cashier. 
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X2.2. Correctness in handle purchasing: 

The ability of the staffs in handling a purchasing from the number of table, 

bill and right calculation. 

1 = there is bill 

2 = there is number of table 

3 = right in calculation 

4 = menu ordered is same with menu paid 

X2.3. The price in the bill exactly same with the menu: 

“Ayam Qu” should make sure that the price in the bill and menu is same. 

1 = price of food package same with the menu 

2 = price of drink same with the menu 

3 = price of vegetable same in the menu 

4 = unit price of food same with menu 

X2.4. Serve your food exactly as you ordered: 

Ability of the staff to serve food and drink as the customers ordered even 

there is additional or special request. 

1 = The staff serve right ordered food 

2 = The staff serve right ordered drink 

3 = The staff serve right for special request 

4 = The staff serve right additional ordered 

X2.5. The quality of food always consistent:  

The ability of cooking staff to processed food and drink in the same taste 

1 = the taste of food are consistent 

2 = the taste of drinks are consistent 

3 = the portion of food are consistent 

4 = the portion drink are consistent 
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X3. Responsiveness: 

 The restaurant abilities to deliver a fast and good response to the customer. 

This is measured by readiness and willingness in serving, staff willingness to 

accept the suggestion or complaint to the customer, staff members are both able 

and willing to give you information about the menu, good and quick response to 

the customer suggestion or complaint in social media and prompt and quick 

service. Those indicators are measured by likert scale one to five (1-5). One is 

for strongly disagree and four is for strongly agree. 

X3.1. Readiness and willingness in serving:  

This indicator is measuring the staff ability for always being ready to deliver 

service to the customers.  

1 = staff want to help customer 

2 = being ready if called by customer 

3 = always ready near the customer 

4 = directly response to the customers who need help 

X3.2. Willingness to accept the suggestion or complaint from the customer: 

  This indicator measures the response from “Ayam Qu” if there is any 

complaint or suggestion. 

1 = good response to the customers’ complaint 

2 = willing to accept customers’ complaint 

3 = willing to accept customers’ suggestion  

4 = good response to the customers’ suggestion  

X3.3. The staffs are both able and willing to give information about the 

menu: 

  This can be measures by the ability and willingness of the staff to give 

further information about the menu. 

1= the staffs are able to give information 

2 = the staffs are willing to give information 

3 = the information is clear 

4 = the information are interesting. 
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X3.4. Good and quick response to customer question, suggestion or 

complaint in social media: 

  “Ayam Qu” has several social media like facebook and twitter, this 

indicator measures how’s the response of “Ayam Qu” to the customer in 

social media. 

1 = good response 

2 = quick response 

3 = clear information in giving response 

4 = prompt response 

X3.5. Prompt and Quick service: 

  The ability of staffs to deliver prompt and quick service to the customers. 

1 = quick service from the staffs 

2 = prompt service from the staffs 

3 = good service from the staffs 

4 = service from the staffs 

X4. Assurance: 

The restaurant abilities to make the customers trust the restaurant. This measured 

by five indicators like kind and polite to the customers, Halal, delicacy and 

healthiness of menu served, the staff seemed well trained competent and 

experienced, customers feel safe and comfortable in restaurant, and staffs are 

care and willing to talk to the customer. Those indicators are measured by likert 

scale one to five (1-5). One is for strongly disagree and four is for strongly agree. 

X4.1. Kind and polite to the customer: this indicator measure staffs’ behave to 

the customer.  

1 = staffs are kind to the customer  

2 = staffs are polite to the customer 

3 = staffs using good language 

4 = good behave from the staffs 

  



 

27 

 

X4.2. Halal, delicacy and healthiness of menu served: 

This can be measures by customers’ perception about the product quality that is 

being served. 

1 = customers feel that the food is Halal 

2 = customers feel that the drink is Halal 

3 = delicious menu served 

4 = healthy menu served 

X4.3. The staff seemed well trained competent and experienced: 

This can be measures by how good the staffs work. 

1 = the staffs are act up  

2 = the staffs seemed trained 

3 = the staffs seemed experienced 

4 = the staffs seemed competent 

X4.4. Customers feel safe and comfortable in restaurant: 

Measures by how good staffs make the customers feel safe and comfortable. 

1 = customers do not feel safe  

2 = customers feel comfortable 

3 = no singing beggar 

4 = no beggar 

X4.5. Staffs are care and willing to talk to customer: 

Measures by the action of the staff if they see customers need some help 

1 = staffs do not care with the customers 

2 = staffs care but unwilling to talk to customers 

3 = staffs care and willing to talk but not help 

4 = staffs are care, willing to talk and help the customers 

Emphaty (X5): 

Individual attention from the restaurant to the customers. This is measured by 

five indicators such as; easy to order and visit, understanding of menu, open 

hour, staffs care about customers and staffs quickly corrects anything wrong. 
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Those indicators are measured by likert scale one to five (1-5). One is for 

strongly disagree and four is for strongly agree. 

X5.1. Easy to order and visit: 

It is measured by the accessible of the location and easy of ordering. 

1 = easy to access 

2 = easy to find 

3 = delivery order are available 

4 = there is signpost 

X5.2. Understanding of menu: 

It can be measured by the understanding of customers to 6 menu containing 

chicken meat 

1 = Customer understand 1 menu. 

2 = Customer understand 2 menu  

3 = Customer understand 3-4 menu  

4 = Customer understand all menu  

X5.3. Open hour of “Ayam Qu” restaurant already after your fancy: 

 The open hour is not confusing the customers or already suitable with the 

customers need and want. 

1 = Customer do not confused with the open hour 

2 = Customer do not confused with the close hour 

3 = Customers feeling okay with the open hour 

4 = Customers feeling okay with the open hour 

X5.4. Staffs care about customers’ need and want: 

 The action of the staff in caring about what customers need and want. 

1 = staffs do not care about the customers need and want 

2 = staffs a little bit care 

3 = staffs care but no action 

4 = staffs care and workmanlike about the customers need and want 

Y. Customer Satisfaction: Customer satisfaction is a someone’s feeling level 

after comparing the perceived performance and their expectation (Kotler, 2002) 
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Y1. Price: 

1 = Price offered by the restaurant is for high economic level  

2 = Price offered by the restaurant is for medium to high economic level 3 = 

Price offered by the restaurant is for medium to low economic level 

4 = Price offered by the restaurant is for low economic level 

Y2. Product Quality: 

1 = Chicken meat products offered by the restaurant are not delicious and  not 

fresh 

2 = Chicken meat products offered by the restaurant are not delicious  but 

fresh 

3 = Chicken meat products offered by the restaurant are delicious but not 

 fresh 

4 = Chicken meat products offered by the restaurant are very delicious and 

very fresh 

Y3. Service Quality: 

1 = Service quality offered is very bad 

2 = Service quality offered is ordinary 

3 = Service quality offered is good  

4 = Service quality offered is very good 

Y4. Emotional Factor: 

1 = Customers will tell bad story of “Ayam Qu” and will not recommend the 

restaurant 

2 = Customers will tell bad story about “Ayam Qu” 

3 = Customers will tell good story about “Ayam Qu” 

4 = Customers will tell good story about “Ayam Qu” and will recommend the 

restaurant 
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Y5. Accessibility and Cost: 

1 = Location is difficult to access and the food serve is slow 

2 = Location is easy to access and the food serve is slow 

3 = Location is difficult to access and the food serve is fast 

4 = Location is easy to access and the food serve is fast 

3.5.Data Analysis 

3.5.1. Validity Test 

 Validity shows how far is the instrument to measure what should be 

measured. The height and the low of validity shows the collected data is not misled 

from the variable studied (Umar, 2003). Validity involves what should be measured 

and how good the test can measure. Basically all procedures to determine validity test 

has relationship between performance on the test and other factors which can be 

observed independently about the customer satisfaction. The testing of validity is 

carried out to estimate internal consistency of the question to revealed the factor. 

 Validity is defined as the extent to which the instrument measures what it 

purports to measure (Miller, 2006). Sugiyono (2006) stated that variable can be stated 

as a valid variable if the coefficient correlation equal to 0.3 or more than (minimum 

0.3). The formula of validity test used to determine coefficient correlation is 

   
              

                        
 

 r = pearson product moment correlation  

 x = variable independent 

 y = variable dependent 

 n = number of sample 

3.5.2 Reliability Test 

 Reliability is defined as the extent to which a questionnaire, test, observation 

or any measurement procedure produces the same results on repeated trials. In short, 

it is the stability or consistency of scores over time or across raters. Keep in mind that 

reliability pertains to scores not people (Miller, 2006).  
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 Instrument measure can be reliable if the instrument in measuring the different 

indication always measure how far this instrument can be trusted and can be relied 

on, to measure reliability in an instrument using alpha cronbach based on the average 

correlation of data instrument measurement. The instrument can be stated as a reliable 

instrument if alpha value more than or equal to 0.6. Alpha cronbach formula is : 

r =  
 

   
    

    

   
  

r  = instrument variability 

k  = number of questions 

α²b = number of variance 

α²t = total variance 

 

3.5.3. Factor analysis  

 This was performed to determine the correlation between the variables and 

highly correlated variables are combined and represented by a Factor. This is to 

ensure data reduction, instead of several variables they are represented by few major 

factors. Based on Suliyanto (2005) factor analysis equation is:  

                                              

Xi  = standardize variable – i 

Aij  = regression coefficient from variable -i to general factor j 

Fj = General Factor 

Vi  = regression coefficient from variable –i to unique factor i 

Ui = special factor for variable –i 

3.5.4. Classic Assumption Analysis 

a. Multicollinearity Test 

  Multicollinearity inflates the standard errors, making it impossible to 

determine the relative importance of the predictors. In other words, the coefficients 

will be unreliable. Note that multicollinearity does not affect the efficiency of the 

estimators they remain blue. Symptoms of multicollinearity include insignificant t-
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stats (due to inflated standard errors of coefficients) and a good R-square (Ghozali, 

2005). 

c. Normality Test 

  Normality of error terms is required for the statistical tests to be valid. 

Normality test aims to determine whether the residual confounding variable has a 

normal distribution. Normality can be detect by using normal plots or by 

significance tests, that is comparing the sample distribution to a normal one 

(Ghozali, 2005). 

c. Autocorrelation Test 

 Autocorrelation is caused by specification bias or using an incorrect 

functional form or the omission of a relevant variable and inertia (Uriel, 2013). 

Autocorrelation can be detected by using Durbin Watson test or Pearson 

Correlation. Autocorrelation happened when the result of Pearson correlation is 

higher than 0.5, It means there is happened correlation between one to other 

variable (Sarwono, 2006). 

3.5.6. Multiple linear regression 

 Multiple linear regression used to know two independent variables or more to 

the dependent variable that will be calculated by (Sudjana, 2003) : 

Y = a + b1X1+b2X2+…+bnXn 

 

Y  = customer satisfaction 

a   = Constanta 

b1,b2  = regression  coefficient 

X1, X2  = tangible, reliability, … 
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To test the hypothesis using F test, with the level of significant F = 5% significant, 

showed with this equation: 

  

  

  

      
        

 

R = coefficient regression 

K = the number of independent variable 

N = the number of sample 

F = F value compare to F table 

 If the probability of F value p ≤ 0.05, H0 rejected 

 If the probability of F value p ≥0.05, H0 accepted 

If Ho rejected and H1 accepted, it means that the independent variable being tested are 

influential significant to the dependent variable. Partial regression is used to know 

how great the influence of independent variable ( X1, X2, X3, X4, X5) to dependent 

variable (Y); based on the hypothesis, partial regression calculated by t-test  in the 

level of significance 5% with the equation: 

   
 

  
 

b = estimators from βi 

Sb = error standard from βi (Rangkuti, 2003). 

 If the probability of t value p ≤ 0.05, H0 rejected. 

 If the probability of t value p ≥0.05, H0 accepted. 
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3.6. Glossary 

1. Customer is person who buy goods or service from the seller, in this case is 

“Ayam Qu” Malang 

2. Customer satisfaction can be defined as the feeling result whether it is feeling 

pleasure or disappointment from comparing product’s perceived performance 

to his or her expectation. 

3. Tangible variable can be measured by consumer perceptions to the staff 

performance, interior condition and restaurant location. 

4. Reliability variable can be measured by consumer perceptions of delivered 

service from the restaurant to satisfy the consumer. 

5. Responsiveness variable can be measured by consumer perceptions based on 

the staff response when the consumers need some help.   

6. Assurance variable can be measured by consumer perceptions to the food 

safety that they are consume. 

7. Empathy variable can be measured by consumer perception to the staff 

kindness and attention to the consumers. 
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CHAPTER IV 

RESULT AND DISCUSSION 

 

4.1. General Review of “Ayam Qu” Restaurant Malang 

 “Ayam Qu” restaurant is a franchise restaurant business located at Jl. 

Soekarno Hatta Block D No.408 Malang. “Ayam Qu” Malang was established by Mr. 

Ahmad Syaiful Bahri and his wife Ms. Dewi Parwanti in December 25, 2011. The 

reason to build this restaurant was to decrease the unemployment in Malang area. The 

main restaurant was located in Malang and has branch office in Jakarta, Surabaya, 

Sidoarjo, and Kediri. “Ayam Qu” restaurant is in same management with Ayam lepas 

and Ayam coblos the differences is kind of chili sauce that is used. 

 This restaurant provides unique taste of fried chicken due to the different way 

of cooking by using presto. The fried chicken’s meat is tender and the cooking flavors 

soak into the inside of meat and then served with sweet and hot chili sauce. It makes 

this restaurant become one of favorite restaurants in Malang. “Ayam Qu” restaurant is 

having cooperation with the poultry slaughtering house in Pandean, Malang to supply 

250 birds per day as the main raw material for fresh and Halal fried chicken. The dry 

cooking flavors are supply by the office in Jakarta and the fresh cooking flavors are 

buying from the local market.  This restaurant provides some facilities such as 

parking area, bathroom sink, toilet, and mushola. The open hour is from 10.00 to 

21.00 every day. Ayam Qu paha and dada package can be seen in Figure 3 below. 

 

  

Figure 3. Ayam Qu paha and dada menu package 
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 “Ayam Qu” restaurant provide some kind of fried chicken menu such as 

Ayam Pas, Ayam Qu Paha, Ayam Qu Dada. The restaurant is also providing those 

kinds of fried chicken package menu with rice, hot and sweet chili sauce. The favorite 

menus in this restaurant are Ayam Qu dada and Ayam Qu paha package due to the 

big size of fried chicken with reasonable price IDR 16,000 for one portion Ayam Qu 

Paha package. In one day this restaurant can sell 150-160 portion of both Ayam qu 

paha and dada menu package with the favorite drinks in this restaurant are beras 

kencur and orange juice. 

4.2. Characteristics of Customers 

 Based on the research that has been done in “Ayam Qu” Malang restaurant, it 

can be known that the characteristic of respondents based on the gender, age, 

educational level and the occupation. 

4.2.1. Based on Gender 

 The result showed characteristic of customers based on gender can be seen in 

Figure 4 below. 

 

Figure 4. Characteristic of respondent based on sex 

 

 Figure 4 shows that from 100 respondents, 57% of them are female and 43% 

are male. The higher percentage of female showed that female are tend to ask her 

friends to eat in the restaurant enjoying the food while have chit chat with her friends. 

Strategic location of the restaurant is suitable for the employee firms’ and university 

students around the restaurant having lunch. 
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4.2.2. Based on Age 

 The researcher has done a research to 100 respondents to know the customers 

profile of Ayam Qu restaurant based on the age that is divided to four groups of age, 

<19 years old, 20-30 years old, 31-40 years old and 41-60 years old.  

The customers profile based on age can be seen in Figure 5.  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 5. Characteristic of customers based on age 

  

 Figure 5. showed that from 100 respondents, the highest percentage of 

customers’ age is 20 – 30 years old with the number of customer 65 %, <19 years old 

14 %, >41 years old 13 %, and the lowest is 31 – 40 years old 8 %. The highest 

percentage is customers with age 20- 30 years old due to that range of age is 

productive age, university student and employee are include in that age. The 

productive age also have characteristic to get on together with their friends and their 

family. The second place is the customers’ with age <19 years old 14 %. In this age 

majority they come with their family because of they still have no income beside 

from their parents. Usually they come to restaurant after picked up by their parents 

from school. Respondents with the age >41 years old 13 %, they seldom eat in the 

restaurant due to the metabolism of their body already not in a good condition, they 

eat in Ayam Qu just because their children choose that place. Respondents 31- 40 

years old only 8 %. In this range of age usually they already lazy to get on together 

with their friends and already have a family so they minimize the outcome for eat in 

the restaurant.  
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4.2.3. Based on the Educational Level 

 In this research is study about the customers’ profile characteristic based on the 

latest educational level. Based on the research the customers’ data based on the 

educational level can be seen in Figure 6 below. 

 

Figure 6. Characteristic of customers based on educational level 

  

 Figure 6. showed that from 100 respondents, 44 % are having senior high 

school as the latest educational level, 38 % for undergraduate, and 10 % junior high 

school, 7 % for magister and 1 person for elementary school. Those data showed that 

the majority customers from senior high school it means now still being 

undergraduate students in the university and 38 % are having passed from 

undergraduate, it includes the employee that work around the Ayam Qu restaurant 

and some from magister students.  
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4.2.4. Based on the Occupation 

The researcher was done a research to 100 respondents to know the customers 

profile of Ayam Qu restaurant based on their occupation. The data of respondents 

profile based on the occupation can be seen in Figure 7 below.  

 

Figure 7. Characteristic of customers based on the occupation 

 

 From the figure 7 the highest percentage is the students 51 %, and for the 

private employee 27 %, entrepreneur 12 %, 9 % for civil servant and 1 person is 

housewife. The high value of student because most of the respondents are university 

student who like get on together with their friends in “Ayam Qu” restaurant. 
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4.2.5. Based on the Income 

 This research was done to 100 respondents of “Ayam Qu” customers to know 

the characteristic of customers based on their income. The income data can be seen in 

Figure 8. 

 

 

 

 

 

 

Source: Primary data, 2015 

 

 

  

 Figure 8 show that the highest income is ≥ IDR. 2.000.000. This is happened 

due to the university student income is still from their parents and the high income 

adjust the price in the market that have been increasing. The employee also take the 

second part in buying Ayam Qu product, their salary adjust the MWR of Malang 

area. 

4.3. Validity Test 

 Validity shows how far is the instrument measure able to measure what 

should be measured. The high and low of validity shows the collected data is not 

misled from the variable studied (Umar, 2003). Validity involves what should be 

measured and how good the test can measure. Basically all procedures to determine 

validity test has relationship between performance on the test and other factors which 

can be observed independently about the customer satisfaction. The testing of validity 

is carried out to estimate internal consistency of the question to reveal the factor. The 

result of validity test using SPSS 16.0 for windows can be seen  in Table 2. The 
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Figure 8. Characteristic of customers based on income 
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coefficient correlation is equal to 0.3 or more than (minimum 0.3) should be fulfilled 

to make the variable can be stated as valid variable or instrument. 

Table 2. Result of validity test 

Variable Item rvalue rlimit Description 

 Tangible  (X1) 

X1.1 0.400 0.3 Valid 

X1.2 0.352 0.3 Valid 

X1.3 0.335 0.3 Valid 

X1.4 0.437 0.3 Valid 

X1.5 0.454 0.3 Valid 

Reliability (X2)  

X2.1 0.428 0.3 Valid 

X2.2 0.483 0.3 Valid 

X2.3 0.362 0.3 Valid 

X2.4 0.531 0.3 Valid 

X2.5 0.313 0.3 Valid 

Responsiveness (X3)  

X3.1 0.338 0.3 Valid 

X3.2 0.371 0.3 Valid 

X3.3 0.451 0.3 Valid 

X3.4 0.385 0.3 Valid 

X3.5 0.306 0.3 Valid 

 Assurance (X4) 

X4.1 0.445 0.3 Valid 

X4.2 0.333 0.3 Valid 

X4.3 0.362 0.3 Valid 

X4.4 0.435 0.3 Valid 

X4.5 0.463 0.3 Valid 

Empathy (X5)  

X5.1 0.350 0.3 Valid 

X5.2 0.441 0.3 Valid 

X5.3 0.345 0.3 Valid 

X5.4 0.379 0.3 Valid 

X5.5 0.513 0.3 Valid 

Customer satisfaction (Y) 

Y1 0.511 0.3 Valid 

Y2 0.674 0.3 Valid 

Y3 0.742 0.3 Valid 

Y4 0.755 0.3 Valid 

Y5 0.507 0.3 Valid 

   
 

 Customers Characteristic X6 0.691 0.3 Valid 

 
X7 0.726 0.3 Valid 

 
X8 0.731 0.3 Valid 

 
X9 0.350 0.3 Valid 

 
X10 0.335 0.3 Valid 

 

Instrument can be stated as a valid instrument if it has high validity. The indicator of 

validity is if the qualifying rvalue > r (0.3) = valid whereas rvalue < r (0,3) not valid. 

Table 8 shows that all instrument have r value higher than 0.3. It can be concluded 

that the question from all items are valid.  
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4.4. Reliability Test 

 Reliability is defined as the extent to which a questionnaire, test, observation 

or any measurement procedure produces the same results on repeated trials. 

Reliability test used is Alpha Cronbach in SPSS 16 version. If the Alpha Cronbach is 

more than 0.5 it means the variable is reliable to use. Table 3 shows that all variables 

have Alpha Cronbach value more than 0.5. It means all variable are reliable and 

trusted. 

Table 3. Reliability test result 

Variable Item Alpha cronbach Description 

 Tangible  (X1) 

X1.1 0.506 Reliable 

X1.2 0.565 Reliable 

X1.3 0.550 Reliable 

X1.4 0.502 Reliable 

X1.5 0.550 Reliable 

Reliability (X2)  

X2.1 0.651 Reliable 

X2.2 0.606 Reliable 

X2.3 0.522 Reliable 

X2.4 0.646 Reliable 

X2.5 0.694 Reliable 

Responsiveness (X3)  

X3.1 0.659 Reliable 

X3.2 0.573 Reliable 

X3.3 0.765 Reliable 

X3.4 0.500 Reliable 

X3.5 0.625 Reliable 

 Assurance (X4) 

X4.1 0.568 Reliable 

X4.2 0.580 Reliable 

X4.3 0.697 Reliable 

X4.4 0.899 Reliable 

X4.5 0.541 Reliable 

Empathy (X5)  

X5.1 0.549 Reliable 

X5.2 0.568 Reliable 

X5.3 0.524 Reliable 

X5.4 0.500 Reliable 

X5.5 0.521 Reliable 

Customer satisfaction (Y) 

Y1 0.593 Reliable 

Y2 0.551 Reliable 

Y3 0.726 Reliable 

Y4 0.917 Reliable 

Y5 0.518 Reliable 

 
X6 0.796 Reliable 

 
X7 0.848 Reliable 

Customers Characteristic X8 0.513 Reliable 

 
X9 0.514 Reliable 

 
X10 0.500 Reliable 
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4.5. Customers’ Perception on Service Quality 

 In this part discussed the frequency of variable items in service quality such 

as: tangible (X1), reliability (X2), responsiveness (X3), assurance (X4), empathy 

(X5), and customer satisfaction (Y) got from the respondents by questionnaire. 

4.5.1. Tangible (X1) 

 The highest sub variable is the cleanliness of public facilities (toilet, bathroom 

sink, floor, chair and table) (X1.2) have means value 4.23. It means that the customers 

feel that the customers tend to look the public facilities in this restaurant first before 

evaluating the others variables. The customers’ valuations of cleanliness of public 

facilities are already good.  The second thing that being evaluate by the customers is 

the staff appearance (X1.1) that have means 4,19. It means that the customer valuation 

about the staff appearance like wearing uniform, neat, and spruce up already well and 

can be affecting the customer satisfaction. The third sub variable is about 

completeness of the dishes having subjection mean 3.90. This score means that the 

value is close to the good score. Plate, spoon, fork, tissue are complete if the customer 

ask for it.  The neatness and safety of parking area (X1.3) have means value 3.86. It 

means the customers valuation between uncertain and good. This is showed that the 

customers agree that the neatness of parking area affecting the customer satisfaction. 

The next sub variable is building and equipments are visually appealing (X1.5) have 

means value 3.82. It means that the score for this sub variable between uncertain and 

good. The customer feels that the building and equipments ordering are attractive and 

comfortable. The respondents valuation to the tangible variable can be seen in Table 

4. 
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Table 4. Respondents’ valuation of tangible variable 

X1 (Tangible) 
Likert Scale Score (%) Average 

(%) 1 2 3 4 5 

X1.1 staff appearance - - 5 71 24 4,19 

X1.2 neatness and cleanliness of public facilities - - 7 63 30 4,23 

X1.3 neatness and sufficiency of parking area - - 23 68 9 3,86 

X1.4 completeness of the dishes - - 17 76 7 3,90 

X1.5 building and equipments are visually 

appealing - - 27 64 9 3,82 

 (Explanation: 1= very bad; 2= bad; 3= uncertain; 4= good; 5= very good) 

4.5.2. Reliability (X2) 

 The exactness of price in bill and menu (X2.3) has the highest subjection mean 

4.51. The value showed that the customer already feel that this sub variable already 

good. The restaurants’ menu prices already reliably, like food and drink. This is the 

highest value of customers’ valuation from reliability variables. The second thing 

being evaluated is the consistence of menu quality served (X2.5). This sub variable 

has subjection mean 4.39, It means the respondents mostly answer very good of this 

sub variable.  The consistence of menu quality is the ability of the staffs to cook the 

food and drink always in the same taste and portion. The third is correctness in 

handling purchasing (X2.2) get the subjection mean in reliability variable, 4.34. It 

means the customer feel that this sub variable already good and the staffs are able to 

handling a purchasing from the number of table, bill, and right calculation. The next 

is exactness of serving food and drink (X2.4). The subjection mean for this sub 

variable is 4.31. The customer feel that the staff already good in serving food and 

drink as they ordered. The last sub variable in reliability is ability and skill to take 

care of customer (X2.1) has subjection mean 4.14. It means that the half of 

respondents give good score for this sub variable. “Ayam Qu” staffs can deliver a 

good service from the beginning they arrived in the restaurant until they leave the 

restaurant. The respondents’ valuation about reliability variable can be seen in Table 

5. 
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Table 5. Respondents' valuation to reliability variables 

 (Explanation: 1= very bad; 2= bad; 3= uncertain; 4= good; 5= very good) 

 

4.5.3. Responsiveness (X3) 

 The first sub variable in responsiveness is the readiness and willingness in 

serving (X3.1) has subjection mean 3.36. The customers’ valuation was good enough 

about the availability and willingness of staff to help the customers. The staffs are 

helping like showing the toilet or mushola and giving additional dishes. The next sub 

variable is the good and quick response in social media (X3.4) sub variable has 3.31 

subjection mean. “Ayam Qu” restaurant has facebook fan page and twitter for giving 

promotion and answering the question and suggestion from the customers. The 

customers’ who have complaint or want to give suggestion are directly connected to 

the main office after that the main office will give evaluation to the staff. Sub variable 

prompt and quick service from the staffs (X3.5) also has subjection mean 3.31. It 

means that the service from “Ayam Qu” staffs already prompt and quick in serving 

menu and handling transaction. The fourth sub variable being evaluated by the 

customers is give further information about the menu (X3.3) has mean value 3.22. The 

customers feel that the ability of staffs to explain the menu is good enough. The last 

sub variable is willingness to accept the suggestion or complaint from the customer 

(X3.2) has 3.01 subjection mean. This value shows that the customers valuation about 

this sub variable already good enough. The customer who has some suggestion or 

complaint can directly call the main office, then the manager will decide what their 

X2 (Reliability) 

Likert Scale Score 

(%) 
Average 

(%) 
1 2 3 4 5 

X2.1  ability and skill to take care of 

customer - - 15 56 29 4.14 

X2.2 correctness in handling purchasing - - 7 52 41 4.34 

X2.3 similarity between price in menu 

and bill - - 1 47 52 4.51 

X2.4 accurateness in serving order - - 10 49 41 4.31 

X2.5 consistency of menu quality - - 12 37 51 4.39 
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staffs should do. The respondents valuation about the responsiveness variable can be 

seen in Table 6. 

Table 6. Respondents' valuation to responsiveness variable 

X3 (Responsiveness) 
Likert scale score (%) Average 

(%) 1 2 3 4 5 

X3.1 Readiness and willingness in serving - 6 56 34 4 3.36 

X3.2 Willingness to accept the suggestion or 

complaint from the customer - 19 64 14 3 3.01 

X3.3 give further information about menu - 18 47 30 5 3.22 

X3.4 Good and quick response to customer 

question, suggestion or complaint in 

social media - 3 66 28 3 3.31 

X3.5 prompt and quick service 2 8 47 43 - 3.31 

 (Explanation: 1= very bad; 2= bad; 3= uncertain; 4= good; 5= very good) 

4.5.4. Assurance (X4) 

 The first sub variable that being evaluated by customers is willingness and 

caring of staff to talk to the customer (X4.5) has the highest subjection mean 4.51. It 

means this is the first thing in assurance variable that customers pay attention in. 

staffs already good in talk to customer and want to help customer. The second 

variable is Halal, delicacy, and healthiness of menu served (X4.2) has good subjection 

mean 4.13. Food and drink safety are important due to customer satisfaction. Motto 

of “Ayam Qu” restaurant is fast-food and Halal. The third sub variable attracts 

customers attention is the staffs seemed well trained, competent and experienced 

(X4.3) has subjection mean 3.91. This sub variable can be evaluate from how the staff 

s handle customer, serving the menu, and cope with the problem. Next sub variable is 

kindness and politeness of staff to the customer (X4.1) has subjection mean 3.89. 

Ayam Qu’s staffs are kind and polite to the customers who come to the restaurant. It 

can be affecting customers’ satisfaction. The last sub variable in assurance that is 

evaluated, customers feel safe and comfortable when they are in restaurant (X4.4) has 

subjection mean 3.83. It means most of customers feel safe and comfort in restaurant, 

no singing beggar and beggar. This is very important because if the customers feel 

comfortable with the restaurant it is possible for them to come to buy again in 

restaurant.   
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The result of respondent valuation about the assurance variable can be seen in Table 

7. 

Table 7. Respondents' valuation about assurance variables 

X4 (Assurance) 

Likert Scale Score 

(%) 
Average 

(%) 
1 2 3 4 5 

X4.1 Kind and polite to the customer - - 23 65 12 3.89 

X4.2 Halal, delicacy and healthiness of menu 

served - - 11 65 24 4.13 

X4.3 The staff seemed well trained competent 

and experienced - 2 23 57 18 3.91 

X4.4 Customers feel safe and comfortable in 

restaurant 
- 9 23 44 24 3.83 

X4.5 Staffs are care and willing to talk to 

customer 
- - 2 45 53 4.51 

 (Explanation: 1= very bad; 2= bad; 3= uncertain; 4= good; 5= very good) 

4.5.5. Empathy (X5) 

 Easy to order and visit (X5.1) sub variable got the highest subjection mean 

4.14. The strategic location make this restaurant is easy to visit and also “Ayam Qu” 

provide delivery service. These reasons make the valuation from customer already 

good. The next sub variable, open hour of “Ayam Qu” restaurant (X5.3) get 3.96 

subjection mean. The customers already feel that the open hour of Ayam Qu already 

after their fancy 10 a.m to 10 p.m week day and 10 a.m to 10.30 p.m in weekend. 

When other restaurant already closed, “Ayam Qu” can be customers’ choice to visit. 

The third sub variable is customers understood of menu (X5.2) got the subjection 

mean 3.77. “Ayam Qu” restaurant provide menu book with picture and explanation 

so it make the customers understood about the menu. The next sub variable is the 

ability of staffs to correct anything wrong (X5.5). The respondents gave the subjection 

mean 3.53. It means that the value between uncertainty and good value, the staff can 

cope with the problems quickly. The last sub variable in empathy is staffs care about 

customers need and want (X5.4). The subjection mean for this sub variable is 3.39, it 

means the customers gave good value. This sub variable explain about how good the 

staff understand the customers want, for example choosing chili sauce or ask for 
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additional. The results of respondents’ valuation about empathy variable can be seen 

in Table 8 below.  

Table 8. Respondents' valuation about empathy variable 

X5 (Empathy) 

Likert Scale Score 

(%) 
Average 

(%) 
1 2 3 4 5 

X5.1 Easy to order and visit - - 4 78 18 4.14 

X5.2 Understanding of menu - - 25 73 2 3.77 

X5.3 Open hour of restaurant already after 

customers’ fancy - - 11 82 7 3.96 

X5.4 Staffs care about customers’ need and 

want 
- - 61 39 - 3.39 

X5.5 ability to corrects anything wrong - - 48 51 1 3.53 

 (Explanation: 1= very bad; 2= bad; 3= uncertain; 4= good; 5= very good) 

4.5.6. Customer Satisfaction of “Ayam Qu” Restaurant Malang (Y) 

 Satisfaction is the formed of feeling after comparing the expectation and 

perceived performance. If the perceived performance is more than the expectation it 

means the customers satisfied with the service, and vice versa. Satisfaction or 

dissatisfaction of customer is the response of the disconfirmation evaluation felt from 

customer expectation and actual service performance.  Dissatisfaction happened if the 

outcome is not appropriate with the expectation (Tjiptono, 2005). In this research 

there are five sub variable to determine the customer satisfaction. Based on Rangkuti 

(2003) customer perception of quality, product quality, price and other personal and 

temporary factors determine the customer satisfaction.  

 The first sub variable is about the accessibility (Y5). Most of the customers 

feel very satisfied with the restaurant location and easy of getting this product. The 

subjection mean of this sub variable is 4.56. The second sub variable is the product 

quality (Y2). Most of the customers give good valuation after consuming the product. 

Menu in Ayam Qu are warrantee about the fresh, Halal, tenderness and the flavor. 

That is why the subjection mean for product quality is 4.17. The third sub variable is 

price (Y1) get subjection mean 3.97. It means customer feel that the price offered in 

Ayam Qu is for medium to low economic level. The price is reasonable with 

university students’ pocket money. Service quality (Y3) sub variable got subjection 
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mean 3.91. Most of the respondents said the satisfaction about the service quality, 

from entering restaurant until finish. The satisfaction about service quality also can be 

seen from the less number of customers complaint. Satisfaction about service and 

product quality can affect the customer to recommend the restaurant to others and tell 

positive information about this restaurant. This is in line with Mandasari and Tama 

(2011) who said that if the product is match with the customers’ expectation and the 

customers satisfied, one day the will come back to consume the product again. 

Satisfied customer will share their satisfaction to the producer and even to other 

customers about their experience in restaurant. The last sub variable for customer 

satisfaction is recommending to others (Y4) get subjection mean 3.81. It means the 

customers’ valuation about this sub variable is good, they will inform positive 

information and recommend Ayam Qu restaurant to others after they valuate those 4 

sub variable. The valuation result of customer satisfaction variable can be seen in 

Table 9 below. 

Table 9. Customer satisfaction in “Ayam Qu” Restaurant Malang 

Y (Customer satisfaction) 
Likert scale score 

Average 
1 2 3 4 5 

Y1 price - 1 16 68 15 3.97 

Y2 product quality - - 8 67 25 4.17 

Y3 Service quality - - 22 56 19 3.91 

Y4 recommend to others - - 23 43 24 3,81 

Y5 Accessibility  - - 1 42 57 4.56 

 (Explanation: 1= very bad; 2= bad; 3= uncertain; 4= good; 5= very good) 
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4.6. Factor Analysis 

 Before doing an extraction factor, there are tests should be done to know if the 

variables having correlation relationship or not. The variable it needs to be foul out 

from the analysis, if in this test are found variable not fulfill the requirements.  

1. Keiser-Meyer-Olkin (KMO) Value 

 The requirement value for passing KMO test is 0.5. Table 10 shows that the 

KMO value for this research is 0.610. It means that the variables are feasible and can 

continue to be further analyzed. The complete calculation can be seen in Table 10. 

Table 10. KMO and Barlett's test result 
Tests Value 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy 0.610 

Bartlett's Test of Sphericity Approx. Chi-Square 535.953 

Df 300 

Sig. 0,000 

 

2. Bartlett’s Test 

 Barlett’s Test was done to know the independency of variables. The result of 

Barlett’s test using SPSS version 16.0 showed that Bartlett's Test of Sphericity is 

535.953 with the significance 0.000. It means that the research result can be used for 

further analysis. 

3. Measure of Sampling Adequacy (MSA) 

 MSA test is one of the variables feasibility tests that should be done before 

doing factor analysis. Criteria for passing this test is by having MSA value ≥ 0.5, if 

not fulfill the requirement; variable cannot used for further analysis. Measure of 

Sampling Adequacy (MSA) is used to test two relationships between all variables in 

the factor analysis. Table 11 shows that all items having MSA value more than 0.5, so 

it can be used for further analysis. This is in line with Suliyanto (2005) who said that 

MSA value must be ≥ 0.5. If there is any variable which has lower MSA value need 

to be pull out from the analysis step by step. MSA value can be seen in Table 11. 
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Table 11. Measure of Sampling Adequacy (MSA) value 
Variable MSA value 

X1.1 Staff Appearance 0.578 

X1.2 Cleanliness and Neatness of Public Facilities 0.601 

X1.3 Sufficient Parking Area 0.593 

X1.4 Completeness of the dishes 0.560 

X1.5 Building and equipments are visually appealing 0.676 

X2.1 Ability and skill to take care of customer 0.561 

X2.2 Correctness in handle purchasing 0.675 

X2.3 The price in the bill exactly same with the menu 0.682 

X2.4 Serve your food exactly as you ordered 0.547 

X2.5 The quality of food always consistent 0.642 

X3.1 Readiness and willingness in serving 0.579 

X3.2 Willingness to accept the suggestion or complaint 0.514 

X3.3 The staffs are both able and willing to give information about the menu 0.626 

X3.4 Good and quick response to customers’ question, suggestion or complaint 

in social media 
0.603 

X3.5 Prompt and Quick service 0.669 

X4.1 Kind and polite to the customer 0.619 

X4.2 Halal, delicacy and healthiness of menu served 0.643 

X4.3 The staff seemed well trained competent and experienced 0.610 

X4.4 Customers feel safe and comfortable in restaurant 0.689 

X4.5. Staffs are care and willing to talk to customer 0.650 

X5.1 Easy to order and visit 0.608 

X5.2 Understanding of menu 0.741 

X5.3 Open hour of restaurant already after your fancy 0.511 

X5.4 Staffs care about customers’ need and want 0.523 

X5.5The staffs quickly corrects anything wrong 0.556 

4.6.2. Factor Extraction 

  The result of factor extraction in this research is the formed of 9 new factors. 

Eigenvalue of these 9 factors are higher than 1. Eigenvalue is a value that showing 

the relative importance of each factors in calculating the variance of initial variable 

being analyzed. If the eigenvalue is showing results less than 1 it cannot be used for 

calculating the number of new factors being formed. Suliyanto (2005) added that in 

determining the number of new factors can be based on eigenvalue ≥1 or percentage 

of cumulative is ≥60% percentage of variance.  The result of extraction factors can be 

seen in Table 12. 
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Table 12. Extraction factor result 

Factor Eigenvalue % of variance % of cumulative 

1 3.253 13.011 13.011 

2 2.760 11.038 24.049 

3 1.964 7.856 31.904 

4 1.709 6.836 38.741 

5 1.554 6.215 44.955 

6 1.416 5.665 50.620 

7 1.231 4.926 55.546 

8 1.159 4.636 60.182 

9 1.037 4.147 64.330 

 

 Table 12 shows that from 25 variable items are extracted to 9 variables. The 

first factor having percentage of variance 13.011%, it means the formed of first factor 

can explain 13.011% from the 25 initial variables. The second factor having 

percentage of variance 11.038%, it means the formed of first factor can explain 

11.038% from the 25 initial variables. The third factor having percentage of variance 

7.856%, it means the formed of first factor can explain 7.856% from the 25 initial 

variables. The fourth factor having percentage of variance 6.836%, it means the 

formed of first factor can explain 6.836% from the 25 initial variables. The second 

factor having percentage of variance 11.038%, it means the formed of first factor can 

explain 11.038% from the 25 initial variables. The fifth factor having percentage of 

variance 6.215%, it means the formed of first factor can explain 6.215% from the 25 

initial variables. The sixth factor having percentage of variance 5.665%, it means the 

formed of first factor can explain 5.665% from the 25 initial variables. The seventh 

factor having percentage of variance 4.926%, it means the formed of first factor can 

explain 4.926% from the 25 initial variables. The eighth factor having percentage of 

variance 4.636%, it means the formed of first factor can explain 4.636% from the 25 

initial variables. The last factor having percentage of variance 4.147%, it means the 

formed of first factor can explain 4.147% from the 25 initial variables. 
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4.6.3. Result of Factor Analysis 

 Factor analysis produces 9 new factors that represent 25 variable items. Those 

new factors will be renamed based on what variables that is being represented. Table 

13 shows the factor analysis result of service quality to the customer satisfaction. 

Factor selection was done by selecting the highest factor loading value or minimum 

0.4 for representing the 25 variables in further analysis. Table 13 already showed the 

new factors name. Based on Suliyanto (2005) giving name to the new factors is based 

on what variables consisting in that factor. Total percentage variance of those 9 

factors is 64.33%, it means the variance of 9 new factors can be formed from 25 

variables in the structured questionnaire and the 35.67% of the rest explained by 

others variable which is not include in this research. Result of factor analysis can be 

seen in Table 13. 
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Table 13. Factor analysis result of service quality to the customer satisfaction 

Variable 
Loading Factor 

1 2 3 4 5 6 7 8 9 

 “Quality of menu, staff and place” 

X4.4 customer feel safe and 

comfortable 
0.760 

     

  

X4.3 The staff are well trained, 

competent, experienced 
0.758 

     

   

X4.2 Halal, delicacy, and 

healthiness of menu 
0.688 

     

   

X4.1 kind and polite to customer 0.550 

     

   

 “Staffs’ skill to serving, handling purchasing and cooking” 

X2.4 Accurate in serving food 

 

0.813 

    

   

X2.1 Ability and skill to take care 

of customer 

 

0.693 

    

   

X2.2 Correctness in Handling 

Purchasing 

 

0.586 

    

   

X2.5 the consistency of food 

quality   
0.517 

        

  

 “Customer care” 

X3.1 Readiness and Willingness in 

serving 

  

0.722 

   

 

  

X3.3 Ability and willingness give 

menu information     
0.720 

   

   

X2.3 similarity between price in 

menu and bill 

  

0.515 
      

   

 “Good, prompt and quick service and response” 

X3.4 Good response in social 

media 

   

0.766 

  

   

X3.5 Prompt and quick service 

   

0.575 

  

   

X4.5 Care and willing to talk to 

customer 

   

0.551 

  

   

 “Understanding of menu, quick and customer care service” 

X5.4 Care about customer need 

and want         
0.788 

 

 

  

X5.2Understanding of menu 

    

0.639      

X5.5 Quickly corrects anything 

wrong 

    

0.594 

 

   

 “Condition of Public facilities”  

X1.2 Cleanliness and Neatness of 

Public facilities           
0.764  

  

X1.3 Sufficient parking area 

     

0.704    

 “ Restaurant Location, Building , and Equipment” 
X1.5 building and equipment are 

visually appealing 

     
 

0.673 
  

X5.1 Easy to order and visit 

     
 

0.654   

 “Appearance of staff, completeness of the dishes, and open hour” 

X5.3 Open hour already after 

customer Fancy  

  

  
0.648  

 

X1.4 Completeness of the dishes 

     
 

 0.609  

X1.1 Staff appearance 
    

 
  0.567  

”Customer listener”  

X3.2 willingness to accept suggestion and complaint  
  

 
  0.835 

Variance % 13.01 11.04 7,85 6,83 6.22 5.66 4.93 4.64 4.15 
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From the table 13 can obtain information such as: 

 “Quality of menu, staff and place” 

 Variable that affecting to the “quality of menu, staff and place” factor are 

kindness and politeness of staff (X4.1), skill of staff like seemed well trained, 

competent, experienced (X4.3), the condition of the place that can make customers 

feel safe and comfort (X4.4), and Halal and delicacy of food and drink (X4.2). The 

correlation of sub variables skill of staff like seemed well trained, competent, 

experienced (X4.3), the condition of the place that can make customers feel safe and 

comfort (X4.4), and Halal and delicacy of food and drink (X4.2) are within high 

correlation in this factor due to the loading factor value that in interval between 0.6 – 

0.799 and the kindness and politeness of staff has 0.55 loading factor include in 

moderate correlation with other sub variable in this factors. The highest factor loading 

value in this factor is customers feel safe and comfort when in the restaurant 0.780.  

This condition can be made by the ability of staffs to manage or control the condition 

in the restaurant for singing beggar and beggar that can unsettle the customers. Food 

safety also affecting this factor, safety food and drink like Halal, delicacy and 

healthiness should be guaranteed by the restaurant to make the customers feel safe 

and no worry in consuming the food and drink in the restaurant. The quality of staff 

including the staff are well trained, competent and experienced, this can be valuate 

from how the staff s handle customer, serving the menu, and cope with the problem. 

The last is kind and polite to the customers, it means the usage of good language and 

how the staffs treat customer. The percentage of variance of this factor is the highest 

from 9 factors 13.01%. It means that the factor “quality of menu, staff and place” can 

explain 13.01% from the 25 initial variables. 

 “Staffs’ skills in serving, handling purchasing and cooking” 

 Variables that affecting “staffs’ skills in serving, handling purchasing and 

cooking” are ability and skill to take care of customers (X2.1), correctness in handling 

purchasing (X2.2), accurateness in serving food and drink (X2.4), and the consistency 

of food and drink quality (X2.5). Three sub variables in this factors ability and skill to 

take care of customers (X2.1), accurateness in serving food and drink (X2.4), and the 
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consistency of food and drink quality (X2.5) having high correlation in this factor 

between 0.6-0.799 and the correctness in handling purchasing (X2.2) within moderate 

correlation to other sub variables in this factor.  The highest loading factor value in 

this factor is the accurateness in serving food and drink as the customer ordered. The 

ability to take care of customer is measuring the ability to take care of customer from 

greetings when they come to restaurant, giving menu, serving food until they leave 

the restaurant. The correctness in handling purchasing is the ability of staff for giving 

table number, correctness in calculating, and giving bill to the customer. The last is 

the consistency of food quality is including the consistency of the food and drink taste 

and also the portion. . The percentage of variance of this factor is 11.04%. It means 

that the factor “quality of menu, staff and place” can explain 11.04% from the 25 

initial variables. 

 “Customer care” 

   Variables that affecting “customer care” factor is the similarity between price 

in menu and bill (X2.3), readiness and willingness in serving (X3.1) and the ability and 

willingness in giving menu information (X3.3). Both of readiness and willingness in 

serving (X3.1) and the ability and willingness in giving menu information (X3.3) 

having high correlation with other variable in this factor due to the loading factor is 

within range 0.6-0.799 and similarity between price in menu and bill (X2.3) having 

moderate correlation with other sub variables in this factor because the loading factor 

within range 0.4-0.599. The highest loading factor is from ability and willingness in 

serving. This indicator is measuring the staff ability for always being ready to deliver 

service to the customers. The second variable is ability and willingness to give 

information about menu. The staffs should inform the newest menu, menu that is 

already sold out, and explain what the customers ask about menu. The last is the 

similarity between price in menu and bill. Food and drink price should be same 

between in menu and in the bill. If there is tax, it should be inform to the customer in 

menu or directly. The percentage of variance of this factor is 7.86%. It means that the 

factor “quality of menu, staff and place” can explain 7.86% from the 25 initial 

variables. 
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Index 4 “Good, Prompt, and Quick Service and Response” 

  Variables that affecting “good, prompt, and quick service and response” factor 

are good and quick response in social media (X3.4), prompt and quick service (X3.5), 

care and willing to talk to customer (X4.5).Good and quick response in social media 

has high correlation to other variables in this factor, while the rest variables are within 

moderate correlation in this factor. The highest loading factor in this factor is good 

response in social media 0.77. Ayam Qu restaurant also promote their restaurant in 

facebook and twitter. In those social media, Ayam Qu not only promotes their 

product but also replying the customer question and suggestion or even complaint. 

The second variable is prompt and quick service. Ayam Qu restaurant motto is fast 

food, Halal, and healthy. That motto should be realization by delivering quick and 

prompt service. The last variable is care and willing to talk to customer. It is 

measured by the action of the staff if they see customers need some help. The 

percentage of variance of this factor is 6.84%. It means that the factor “quality of 

menu, staff and place” can explain 6.84% from the 25 initial variables. 

 “Understanding of menu, quick and customer care service” 

  Factor understanding of “menu, quick and care service” is consisted of three 

variable items. Care about customers need and want (X5.4) and Understand about 

menu (X5.2) having high correlation to other variable in this factor, while staffs will 

quickly correct anything wrong (X5.5) include in moderate correlation woth other 

variables in this factor. The variable item about caring customer need and want get 

the highest loading factor value 0.788. The action of the staff in caring about what 

customers need and want. The second factor customer understands the menu, Ayam 

Qu restaurant provide menu book with picture and explanation so it make the 

customers understood about the menu. The last variable is the staff can quickly 

corrects if anything wrong, the staff can cope with the problems quickly. The 

percentage of variance of this factor is 6.22%. It means that the factor “understanding 

of menu, quick, and care service” can explain 6.22% from the 25 initial variables.  
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“Condition of Public Facilities” 

  “The Condition of public facilities” factor can be affecting by two variables. 

The first one is cleanliness and neatness of public facilities (X1.2) get higher loading 

factor (0.764) than sufficient parking area. The public facilities in this research are 

concern about the mushola, toilet, and bathroom sink. The availability, cleanliness, 

and neatness of mukenah, sarong, water, soap, hand towel, and rubbish bin. The 

second variable is sufficient and meatness of parking area (X1.3). The variable is 

measured by neatness, cleanliness, and wideness of parking area, separate between 

car and motorcycle. These facilities are provided by the restaurant to make the 

customers feel easy to park their vehicles. Both of the variables having high 

correlation in this factor due to the loading factor include in range 0.6-0.799. The 

factor 6 had percentage of variance 5.67%. It means that this factor can explain 

5.67% from the 25 initial variables. 

“Restaurant Location, Building, and Equipment” 

  “Restaurant location, building, and equipment” factor is affected by building 

and equipments are visually appealing (X1.5) and easy of in order and visit (X5.1). The 

variable item building and equipment are visually appealing get higher loading factor 

(0.673) than the second variable item. Building and equipment include the modernity, 

cleanliness, neatness, attraction, building and equipment ordering to make the 

customer feel comfortable when they are in restaurant. The second variable is easy to 

order and visit. It is measured by the accessible of the location and easy of ordering. . 

Both of the variables having high correlation in this factor due to the loading factor 

include in rang 0.6-0.799 The percentage of variance of this factor is 4.93%. It means 

that the factor “restaurant location, building and equipment” can explain 4.93% from 

the 25 initial variables. 
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“Appearance of Staff, Completeness of the Dishes, and Open Hour” 

  “Appearance of Staff, Completeness of the Dishes, and Open Hour” factor is 

affecting by three variable items. The open hour already after customer fancy (X5.3) 

got the highest loading factor value 0.648. This variable item measuring by the 

customers are not confused with the open hour, holiday, or break time of the 

restaurant. The second variable item is completeness of the dishes (X1.4). It is 

involving the availability of spoon, fork, additional plate and tissue, so the customer 

will not having difficulties when consuming the food. The last is staff appearance 

(X1.1) variable item. Staff appearance is measured by staffs are faultlessly dressed, 

spruce up and all divisions using uniform. Both of open hour and completeness of the 

dishes having high correlation within this factor while the staff appearance has 

moderate correlation to other variables in this factor   The percentage of variance of 

this factor is 4.64%. It means that the factor “Appearance of staff, completeness of 

the dishes, and open hour” can explain 4.64% from the 25 initial variables. 

“Customer listener” 

  The last factor is “customer listener”. This factor only affected by one variable 

item, willingness to accept suggestion and customers’ complaint with loading factor 

0.835. This variable item is measured by how good the staff response the suggestion 

and complaint from customer. The willingness of restaurant for improve their service 

and their products make the customer want to go back to restaurant again. The 

percentage of variance of this factor is 4.15%. It means that the factor “customer 

listener” can explain 4.15% from the 25 initial variables. 

4.7. Classic Assumption Test 

4.7.1. Multicollinearity test 

   Multicollinearity should be tested due to inflates the standard errors, making it 

impossible to determine the relative importance of the predictors. Multicollinearity 

detection based on Ghozali (2005) can be detected by looking at the VIF (Variance 

Inflation Factor) value. If the tolerance value <0.10 or VIF value >10 it indicates 



 

60 

 

the multicollinearity. The result of VIF value using SPSS 16.0 can be seen in Table 

14. 

Table 14. Multicollinearity test result 
Independent variable VIF Explanation 

F1 (Quality of menu, staff and place) 1.159 Non multicollineairity 

F2 (Staffs’ skills in serving, handling purchasing and 

cooking) 1.155 Non multicollineairity 

F3 (Customer care) 1.103 Non multicollineairity 

F4 (Good, Prompt, and Quick Service and Response) 1.236 Non multicollineairity 

F5 (understanding of menu, quick and customer care 

service) 1.155 Non multicollineairity 

F6 (Condition of Public Facilities) 1.195 Non multicollineairity 

F7 (Restaurant Location, Building, and Equipment) 1.155 Non multicollineairity 

F8(Appearance of Staff, Completeness of the Dishes, and 

Open Hour) 1.195 Non multicollineairity 

F9 (Customer listener) 1.095 Non multicollineairity 

X1 (Education) 1.887 Non multicollineairity 

X2 (Age) 1.909 Non multicollineairity 

X3 (Income) 2.284 Non multicollineairity 

X4 (Occupation) 1.827 Non multicollineairity 

X5 (Gender) 1.123 Non multicollineairity 

Source: Primary data, 2015 

 All variables in the table have VIF value more than 1 and below 10. It means that 

all variables do not have linear relation between independent variables and can 

continue to further analysis. 

4.8.2. Normality Test 

 Normality of error terms is required for the statistical tests to be valid. Normality 

test aims to determine whether the residual confounding variable has a normal 

distribution (Ghozali, 2005). Normality test is aim to know whether the residual 

variable in regression model is distributed normally or not. Kolmogorov Smirnov test 

can be used to know that the residual variable is distributed normally or not. If the 

probability of Kolmogorov Smirnov is higher than the level of significant (α = 5%) 

the residual variable is stated in normal distribution. The result value of Kolmogorov 

Smirnov test can be seen in Table 15. 

Table 15. Kolmogorov Smirnov test result 

Kolmogorof-Smirnov Z 1.113 

Probabilitas 0.154 
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Normality assumption test result can be seen in table 14. It shows that the result of 

Kolmogorov Smirnov test is 1.113 and the probability 0.154. It means the probability 

> level of significant (α = 5%). So, the residual variable is distributed normally. 

4.8.3. Autocorrelation Test 

 Autocorrelation is caused by specification bias or using an incorrect 

functional form or the omission of a relevant variable. In this study autocorrelation 

detection using pearson correlation in SPSS 16.0Autocorrelation happened when the 

result of Pearson correlation is higher than 0.5, It means there is happened correlation 

between one to other variable (Sarwono, 2006). Result of pearson correlation can be 

seen in Table 16. 

Table 16. Pearson Correlation for Detecting Autocorrelation Result 

Correlations 

 F1 F2 F3 F4 F5 F6 F7 F8 F9 X6 X7 X8 X9 X10 

F1 1 -.066 -.099 .128 .153 .032 -.163 -.047 -.114 .092 .148 .083 -.060 -.054 

F2 -.066 1 .018 -.014 -.184 .117 -.006 -.066 .013 -.054 -.099 .028 -.176 -.083 

F3 -.099 .018 1 -.132 .091 .053 .155 -.089 -.082 -.072 -.118 -.249 .118 .048 

F4 .128 -.014 -.132 1 -.150 -.042 .012 -.095 .106 -.019 -.023 .049 -.040 -.004 

F5 .153 -.184 .091 -.150 1 -.064 .149 .093 .042 -.126 -.105 -.166 .108 -.034 

F6 .032 .117 .053 -.042 -.064 1 -.058 .005 -.086 -.122 -.301 -.137 -.032 .000 

F7 -.163 -.006 .155 .012 .149 -.058 1 -.128 -.004 .170 .083 .038 -.097 .033 

F8 -.047 -.066 -.089 -.095 .093 .005 -.128 1 -.070 -.009 -.133 -.140 .061 -.214 

F9 -.114 .013 -.082 .106 .042 -.086 -.004 -.070 1 .084 .104 .025 .021 -.126 

X6 .092 -.054 -.072 -.019 -.126 -.122 .170 -.009 .084 1 .154 .356 -.497 .108 

X7 .148 -.099 -.118 -.023 -.105 -.301 .083 -.133 .104 .340 1 .358** -.403 -.014 

X8 .083 .028 -.249 .049 -.166 -.137 .038 -.140 .025 .256 .258 1 -.350 .156 

X9 -.060 -.176 .118 -.040 .108 -.032 -.097 .061 .021 -.397 -.403 -.120 1 -.068 

X10 -.054 -.083 .048 -.004 -.034 .000 .033 -.214 -.126 .108 -.014 .156 -.068 1 

From table 16, the all result show that the values are below 0.5. It means that all 

independent variables are not having correlation between one to others. 
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4.9. Factors affecting customer satisfaction in Ayam Qu Restaurant Malang 

  Dependent variable in this study is customer satisfaction and independent 

variable is service quality variable that already extracted into 9 factors and added by 

consumer characteristic. Service quality factors and the consumer characteristic can 

be known if there is any effect of them to the customer satisfaction by using multiple 

regressions in SPSS 16.0 software. The result of multiple regressions can be seen in 

Table 17. 

Table 17. Factors affecting customer satisfaction in Ayam Qu Restaurant Malang 

Description Coefficient of regression 

Constanta 4.323 

“Quality of menu, staff and place” 0.616*** 

“Staffs’ skills in serving, handling purchasing and cooking” 0.233** 

“Customer care” 0.168* 

“Good, Prompt, and Quick Service and Response” 0.205** 

“understanding of menu, quick and customer care service” 0.158 * 

“Condition of Public Facilities” 0.185* 

“Restaurant Location, Building, and Equipment” 0.162* 

“Appearance of Staff, Completeness of the Dishes, and Open Hour” 0.168* 

“Customer listener” 0.157* 

Education -0.247 

Age 0.082 

Income 0.164 

Occupation 0.20 

Gender -0.068 

R Square (R
2
) 60.8 % 

Adjusted R square 54.4 % 

F-value 9.421 

N 100 

“” : factor analysis result, ***: ρ < 0.001, **: ρ < 0.01, *: ρ < 0.05 

Source: Primary data, 2015 

 Based on the result above using SPSS version 16.0, the R square or coefficient 

determination is 60.8%. This value is shows a strong dependent relationships due to 

the value within range >50%. In this research, the dependent variable like service 

quality, consumer characteristic can give the contribution to the customer satisfaction 

about 60.8% and the rest 39.2% explained by other factors that not mentioned in this 
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study. Adjusted R square shows the quality level of regression model. Ideally, 

Adjusted R square value is having same or close value to the R square. Both of this 

value related to the reduction that will be happened if this study is applied on the real 

population not sample (George and Chaman, 2003). In this study the reduction will be 

60.8% - 54.4% = 6.4%. Reduction means 6.4% variance from dependent variable can 

predicted by independent variables  The Constanta value is 4.32, it means if all 

dependent variable (service quality) having 0 value, the customer satisfaction will 

have 4.32 value. 

 The ANOVA table shows that the F value > F table, where the F value in this 

study was 9.421  while the F table value is 1.8. It can be concluded H0 is rejected and 

there is a very strong relationship between service quality variables and customer 

satisfaction variable. 

 Partial regression model was done to know the significance of each service 

quality variables on customer satisfaction. t test is used in this study, by comparing t 

value and t table. Independent variable can be stated as significant variable if t value 

> t table or significant < α = 0.05. The regression model below is formed from the 

nine significant factors.  The result of multiple regression analysis models is: 

Y = 4.325 + 0.615F1 + 0.233F2 + 0.168F3 + 0.205F4 + 0.158F5 + 0.185F6 + 0.163F7 + 

0.169F8 + 0.157F9 

Explanation: 

Y = Customer satisfaction 

a = Constanta 

F1  = “Quality of menu, staff and place” 

F2  = “Staffs’ skills in serving, handling purchasing and cooking” 

F3 = “Customer care” 

F4 = “Good, Prompt, and Quick Service and Response” 

F5  = “understanding of menu, quick and customer care service” 

F6 = “Condition of Public Facilities” 

F7 = “Restaurant Location, Building, and Equipment” 

F8 = “Appearance of Staff, Completeness of the Dishes, and Open Hour” 

F9 = “Customer listener” 
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“Quality of menu, staff and place” 

 The coefficient value of “quality of menu, staff and place” is 0.628 and has 

positive value. This can be stated that this factor is in line and having very significant 

(ρ < 0.000) contribution with customer satisfaction. Every 1 point increasing will 

affect or increase the customer satisfaction about 0.628. There is a very strong 

relationship between this factor to customer satisfaction. The high coefficient value 

from “quality of menu, staff and place” shows there is an effect of  kindness and 

politeness of staff, skill of staff like seemed well trained, competent, experienced and 

also the condition of the place that can make customers feel safe and comfort and 

Halal, delicacy and healthiness of food and drink. Those variable items will affect 

customer satisfaction in Ayam Qu restaurant. This result is accepted the fourth 

hypothesis that stated Halal, delicacy and healthiness of menu served have a positive 

relationship with the customer satisfaction. This hypothesis is accepted if this variable 

having a correlation with the kindness and politeness of staff, staff seemed well 

trained, competent, and experienced and also customers feel safe and comfort. 

 This result quality of menu, staff and place” shows there is an effect of  kindness 

and politeness of staff, skill of staff like seemed well trained, competent, experienced 

and also the condition of the place that can make customers feel safe and comfort and 

Halal, delicacy and healthiness of food and drink. is in line with Tan, et.al. (2014) 

who said that assurance variable such as the staff seemed well trained, the staff have a 

good attitude had a positive impact to the customer satisfaction. 

“Staffs’ skills in serving, handling purchasing and cooking” 

 The coefficient value of “Staffs’ skills in serving, handling purchasing and 

cooking” is 0.233 and has positive value. This can be stated that this factor is in line 

and having significant contribution (ρ < 0.005) with customer satisfaction. Every 1 

point increasing will affect or increase the customer satisfaction about 0.233. There is 

a strong relationship between this factor to customer satisfaction. The high coefficient 

value from ability and skill to take care of customers, correctness in handling 

purchasing, accurateness in serving food and drink, and the consistency of food and 

drink quality. This is in line with the second hypothesis that stated correctness in 
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handle purchasing has a positive relationship with the customer satisfaction. This 

hypothesis is accepted if this variable is having correlation with ability and skill to 

take care of customers, accurateness in serving food and drink, and the consistency of 

food and drink quality and forming “Staffs’ skills in serving, handling purchasing and 

cooking” factors. 

 Correctness in handle purchasing has a positive relationship with the customer 

satisfaction if this variable is having correlation with ability and skill to take care of 

customers, accurateness in serving food and drink, and the consistency of food and 

drink quality This is also supported by Mohan (2013) who said that correctness of 

billing affecting customer satisfaction. This result but not in line with Tan, et.al. 

(2014) who said that the staff serve food exactly as the ordered have negative 

influence on customer satisfaction. 

“Customer care” 

 The coefficient value of “Customer care” is 0.168 and has positive value. This 

can be stated that this factor is in line and having significant contribution (ρ < 0.05) 

with customer satisfaction. Every 1 point increasing will affect or increase the 

customer satisfaction about 0.168. There is a relationship between “customer care” 

factor with customer satisfaction. The coefficient value is from similarity between 

price in menu and bill, readiness and willingness in serving and the ability and 

willingness in giving menu information. This result is in line with the third hypothesis 

which stated readiness and willingness in serving have a positive relationship with the 

customer satisfaction. This hypothesis is accepted if it is correlating with others 

variables like similarity between price in menu and bill and readiness and willingness 

in giving menu information and formed “Customer care” factor.  

 This case is also supported by Tan, et.al. (2014) who said that responsiveness 

variable that have been investigate staff members are both able and willing to give 

information about the menu had a positive impact on the overall customer 

satisfaction. The staffs should inform the newest menu, menu that is already sold out, 

and explain what the customers ask about menu because it is affecting the customer 

satisfaction. 
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“Good, Prompt, and Quick Service and Response” 

  The coefficient value of “good, prompt, and quick service” is 0.205 and has 

positive value. This can be stated that this factor is in line and having significant (ρ < 

0.01) contribution with customer satisfaction. Every 1 point increasing will affect or 

increase the customer satisfaction about 0.205. There is a relationship between this 

factor with customer satisfaction. This factor includes the following variable items; 

good and quick response in social media, prompt and quick service, care and willing 

to talk to customer. 

   The result is in line with Tan, et.al. (2014) who said that provides prompt and 

quick service, staff willing to talk to customer had a positive impact on customer 

satisfaction. In this study this variable should be correlate with good and quick 

response in social media and formed “good, prompt, and quick service”  

“Understanding of Menu, Quick and Customer Care Service” 

  The “understanding of menu, quick and customer care service has positive 

coefficient value 0.158. This can be stated that this factor is in line and having 

significant contribution (ρ < 0.05) with customer satisfaction. Every 1 point 

increasing will affect or increase the customer satisfaction about 0.158. Caring 

customer need and want, customer understands the menu, staff can quickly corrects if 

anything wrong, those variable items are included in this factor. 

  The result is in line with Tan, et.al. (2014) who said that the staff quickly 

corrects anything wrong have a positive impact on customer satisfaction. This also 

supported by Yulisetiarini (2014) empathy variables like employees care about 

customer needs and wants is able to satisfy the customer. In this study those variables 

should be correlates with other variables within this factor to make them give positive 

impact to the customer satisfaction. 
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“Condition of Public Facilities” 

  The coefficient value of “condition of public facilities” is 0.185 and has 

positive value. This can be stated that this factor is in line and having significant (ρ < 

0.05) contribution with customer satisfaction. Every 1 point increasing will affect or 

increase the customer satisfaction about 0.185. Cleanliness and neatness of public 

facilities and sufficient of parking area are the variable items in this factor. 

  This condition is in line with Malik et.al. (2013) who said that Tangible 

variables such as sufficient parking area, hygienic environment were having 

significant result with overall satisfaction of customers. This is also supported by 

Sulistyawati (2004) who said that the availability of parking area can affect customer 

satisfaction in buying a product. In this study those variables should be correlates 

with other variables within this factor to make them give positive impact to the 

customer satisfaction 

“Restaurant Location, Building, and Equipment” 

 Building and equipments are visually appealing and easy of in order and visits 

are the variable items in this factor. The coefficient value is 0.173 and having positive 

value. It means this factor is in line and having significant contribution (ρ < 0.05) 

with customer satisfaction. Every 1 point increasing will affect or increase the 

customer satisfaction about 0.173. This result is also appropriate with the fifth 

hypothesis that stated easy to order and visit has a positive relationship with the 

customer satisfaction. This hypothesis is accepted if the variable correlates with 

building and equipments are visually appealing. 

 This result is also in line with Malik, et.al. (2013) Tangible variables such as 

modern looking equipment, building and equipment are visually appealing were 

having significant result with overall satisfaction of customers. The strategic location 

make the customer feel easy to remember and visit, so make them want to come back.  
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“Appearance of Staff, Completeness of the Dishes, and Open Hour” 

 Appearance of Staff, Completeness of the Dishes, and Open Hour are the 

variable items in this factor. The coefficient value for this factor is 0.163 and has 

positive value. It means that this factor is having significant contribution (ρ < 0.05) to 

the customer satisfaction. Every 1 point increasing will affect or increase the 

customer satisfaction about 0.163. This result is appropriate with the first hypothesis 

that stated staff appearances have a positive relationship with the customer 

satisfaction. This hypothesis is accepted if that variable is correlated with 

completeness of the dishes and open hour of the restaurant. 

 The result of this study is also in line with Yoo (2000) who stated that the 

appearances of staff have a positive relationship with customers’ restaurant quality. 

The customers feel that good staff appearance make them easy to recognize the staff 

to ask for helping. 

“Customer listener” 

 The coefficient value for this factor is 0.149. This factor only has one variable 

item, willingness to accept suggestion and customers’ complaint. This factor has 

positive coefficient value, that is mean this factor is in line and the significance level 

shows that this factor has significant contribution (ρ < 0.05)  to the customer 

satisfaction.  Every 1 point increasing will affect or increase the customer satisfaction 

about 0.149.  

 This is in line with. Naik, et.al. (2010) speed of response to complaint have 

the lowest customer satisfaction levels. Ayam Qu staffs should give the telephone 

number of the management to the customers who want to complaint or suggest about 

the service or product. So the staff in the restaurant are not having responsibility to 

response about the customers complaint. 
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CHAPTER V 

CONCLUSIONS AND SUGGESTIONS 

5.1. Conclusions 

 Based on the result of study in Ayam Qu Restaurant Malang, it can be concluded 

that: 

1. The dominant customers’ characteristic in Ayam Qu restaurant was represented 

by female student with age 20 – 30 years old, senior high school education, and 

income level ≥ IDR 2,000,000 per month  

2.  The customers determine their satisfaction by looking the accessibility of 

restaurant, followed by the product quality, price of product, service quality 

and giving positive information and recommendation about Ayam Qu 

restaurant to others. 

3. “Quality of menu, staff and place” is the most influence factors to the customer 

satisfaction and then followed by “Staffs’ skills in serving, handling 

purchasing and cooking” and other seven factors.  

5.2. Suggestions 

1. It is suggested to give more training to the staff, to make them more competent 

to present friendly and helpful attitude to the customer. 

2. The restaurant should display the Halal certificate from MUI to make the 

customer feel safe in consuming food. 

3. The restaurant should keep controlling the quality of raw material to the 

supplier. 
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ATTACHMENTS 

Attachment 1. Questionnaire 

KUISIONER PENELITIAN 

ANALISIS KUALITAS PELAYANAN TERHADAP KEPUASAN 

KONSUMEN DALAM PEMBELIAN PADA RUMAH MAKAN “AYAM QU” 

MALANG 

 

Petunjuk Pengisian : isilah jawaban yang Bapak/Ibu/Saudara/I anggap paling sesuai, 

dengan cara mengisi jawaban untuk pertanyaan terbuka dan melingkari jawaban 

untuk pertanyaan yang telah disediakan pilihannya, serta berikan alas an Anda pada 

kolom yang telah disediakan. 

A. KARAKTERISTIK RESPONDEN 

1. Nama   :………………………………………..(Boleh inisial) 

2. Jenis Kelamin  : (Laki-laki/Perempuan) 

3. Usia   : …………… tahun 

4. Tingkat Pendidikan : a. SD 

     b. SMP 

     c. SMA 

     d. Sarjana/D3 

     e. Pascasarjana 

5. Pekerjaan  : a. Wiraswasta 

     b. Pegawai Swasta 

     c. Pegawai Negeri 

     d. Mahasiswa/Pelajar 

     e. Ibu Rumah Tangga 

 

6. Pendapatan/bulan : a. Rp.500.000,- s/d Rp. 950.000,- 

     b. Rp. 1.000.000,- s/d Rp. 1.450.000,- 

     c. Rp. 1.500.000,- s/d Rp. 1.950.000,- 

     d. ≥ Rp.2.000.000,- 
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7. Daerah Asal   : 

……………………………………………………………. 

8. Frekuensi makan di AYAM QU : 

………………………………………………………………(Tahun/Minggu/Hari) 

9. Alasan memilih Rumah makan AYAM QU : 

……………………………………………………………………………………

……………………………………………………………………………………

……………………………………………………………………………………

……………………………………… 

10. Menu Favorit   : 

 

11. Minuman Favorit  : 

 

12. Dari Siapa anda memperoleh informasi tentang AYAM QU 

a. Sumber Pribadi   : Keluarga, teman, tetangga, kenalan 

b. Sumber Komersil : iklan, tenaga penjualan, penyalur, pameran 

c. Sumber Umum  : media massa, media social 

d. Sumber pengalaman : pernah menangani, menguji, menggunakan produk 

 

13. Dengan siapa anda biasa datang? 

a. Teman   b. Keluarga  c. Lainnya(……………….) 
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Petunjuk Pengisian : Berilah tanda centang (√) pada jawaban yang anda 

anggap  paling sesuai 

5 untuk jawaban sangat setuju 

4 untuk jawaban setuju 

3 untuk jawaban ragu ragu 

2 untuk jawaban tidak setuju 

1 untuk jawaban sangat tidak setuju 

 

UKURAN KINERJA 

Semua pernyataan ini berkaitan dengan ukuran kualitas pelayanan yang telah ada 

di AYAM QU 

No. Pernyataan 

Alternative 

Jawaban 

1 2 3 4 5 

 Tangible (Bukti nyata) 

1. 
Penampilan karyawan “AYAM QU” sudah bersih dan 

rapi 
    

 

2. 
Kebersihan fasilitas umum yang diberikan oleh “AYAM 

QU” sangat baik 
    

 

3.  Lahan Parkir AYAM QU sudah cukup luas dan rapi      

4. Peralatan makan di AYAM QU sudah lengkap      

5. Bangunan dan interior AYAM QU menarik dan nyaman      

 Reliability (Keandalan) 

1. 
Kemampuan dan keterampilan pelayanan pada “AYAM 

QU” sangat baik  
    

 

2. 

Ketelitian penanganan administrasi dalam hal pemberian 

struk pembelian, nomor meja, dan penghitungan total 

pembayaran pada “AYAM QU” sangat baik 

    

 

3.  Harga yang tertera di menu dan bill sudah sesuai      

4. Penyajian menu sudah sesuai dengan pesanan      

5. Kualitas menu yang disajikan selalu konsisten      

  



 

75 

 

 Responsiveness (Kesigapan) 

1. 
Kesediaan pegawai membantu konsumen yang datang pada 

“AYAM QU” sangat baik 
    

 

2. 
Kesediaan pegawai dalam menerima saran dan keluhan konsumen 

pada “AYAM QU” sangat baik 
    

 

3. Kesediaan dan Kemauan Pegawai untuk menginformasikan menu      

4. 
Respon yang cepat dan baik dalam penaganan saran, kritik dan 

pertanyaan di social media 
    

 

5. Pelayanan pegawai AYAM QU yang cepat dan tepat       

 Assurance (Jaminan) 

1. 
Keramahan, dan kesopanan terhadap pelanggan yang telah 

diberikan oleh pegawai “AYAM QU” sangat baik 
    

 

2. 
Penyajian menu (Halalan thayyiban, nikmat dan sehat) yang 

diberikan pada “AYAM QU” sangat baik 
    

 

3. 
Pegawai AYAM QU terlihat terlatih, kompeten, dan 

perpengalaman dalam bekerja 
    

 

4. Pelanggan merasa aman dan nyaman ketika berada di AYAM QU      

5. Pegawai sangat peduli dan mau untuk berbicara dengan pelanggan      

 Emphaty (Empati) 

1. 
Kemudahan akses dalam pembelian produk pada “AYAM QU” 

sangat baik 
    

 

2. 
Pemahaman menu yang dibutuhkan oleh pelanggan pada “AYAM 

QU” sangat baik 
    

 

3. Jam buka sudah sesuai dengan kemauan pelanggan      

4. 
Pegawai sangat peduli terhadap kebutuhan dan kemauan 

pelanggan 
    

 

5. Pegawai tanggap memperbaiki kesalahan      
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UKURAN KEPUASAN KONSUMEN 

 

Semua pernyataan ini berkaitan dengan persepsi anda tentang rumah makan 

“AYAM QU” Malang. 

 

 

 

 

  

No. Pernyataan 
Alternative 

Jawaban 

  1 2 3 4 5 

1. 
Anda sudah merasa puas dengan harga produk AYAM 

QU 
   

  

2. 

Anda sudah merasa puas setelah menngkonsumsi 

produk “AYAM QU” (bumbu, keempukan dan 

kematangan) 

   

  

3. 
Anda tidak memiliki keluhan terhadap pelayanan dan 

produk yang diberikan oleh “AYAM QU” 
   

  

4. 

Anda akan memberikan informasi positif dan 

rekomendasi mengenai kelezatan AYAM QU ke orang 

lain 

   

  

5, 
Anda puas dengan lokasi dan kemudahan untuk 

mendapatkan produk “AYAM QU” 
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Attachment 2. Validity test result 

VALIDITY TEST RESULT 

 

Correlations 

 
X1.1 X1.2 X1.3 X1.4 X1.5 X2.1 X2.2 X2.3 X2.4 X2.5 X3.1 X3.2 X3.3 X3.4 X3.5 X4.1 X4.2 X4.3 X4.4 X4.5 X5.1 X5.2 X5.3 X5.4 X5.5 Xtotal 

X1.1 1 .128 .241 .203 .049 -.112 .018 -.065 .127 .046 -.086 -.025 -.125 -.030 -.053 .048 -.051 .077 -.061 .196 -.029 -.069 .083 .105 -.003 .400 

X1.2 .128 1 .331 .159 .159 .104 .035 -.025 .162 -.153 -.035 -.163 -.037 -.027 -.144 .046 -.061 .232 .038 .141 .031 -.141 -.087 -.072 .028 .352 

X1.3 .241 .331 1 .099 .143 -.001 .144 .110 .208 -.014 .029 -.150 -.029 -.018 -.003 .056 -.069 .177 -.028 -.029 .080 .070 .019 .092 .085 .335 

X1.4 .203 .159 .099 1 .189 .206 .221 .044 .263 .148 .051 .102 .137 .105 .050 -.044 -.025 .063 .030 .159 .019 .076 .178 -.004 -.189 .437 

X1.5 .049 .159 .143 .189 1 .095 .090 .040 .179 .102 -.200 -.158 -.078 -.018 -.160 -.011 .101 .135 .194 .136 -.136 .070 -.154 .001 -.049 .454 

X2.1 -.112 .104 -.001 .206 .095 1 .236 .144 .375 .168 .281 .018 .085 .078 .201 -.211 .032 -.128 .110 -.033 .139 .107 .057 -.078 -.012 .428 

X2.2 .018 .035 .144 .221 .090 .236 1 .308 .398 .353 .145 -.172 -.083 -.083 .056 -.097 .131 .073 .181 .143 .083 .136 .093 -.111 .031 .483 

X2.3 -.065 -.025 .110 .044 .040 .144 .308 1 .215 .198 .195 -.165 .121 -.184 -.057 -.033 .112 .100 .251 .107 .037 .154 -.135 -.035 -.001 .362 

X2.4 .127 .162 .208 .263 .179 .375 .398 .215 1 .380 .067 -.062 -.229 .070 -.046 -.010 .053 .174 .144 .063 .197 .138 -.138 -.003 -.043 .531 

X2.5 .046 -.153 -.014 .148 .102 .168 .353 .198 .380 1 .021 -.236 -.053 -.080 .078 -.134 -.077 -.114 -.038 -.051 .179 .247 .122 .112 .149 .313 

X3.1 -.086 -.035 .029 .051 -.200 .281 .145 .195 .067 .021 1 .115 .356 .092 .377 -.061 -.229 -.148 .019 -.067 .203 .140 .088 -.001 -.061 .338 

X3.2 -.025 -.163 -.150 .102 -.158 .018 -.172 -.165 -.062 -.236 .115 1 .170 .317 .118 -.038 .047 -.229 -.099 .069 -.013 .009 .105 .168 -.055 .372 

X3.3 -.125 -.037 -.029 .137 -.078 .085 -.083 .121 -.229 -.053 .356 .170 1 .211 .232 -.153 -.196 -.231 -.111 -.200 .065 .045 .087 -.048 -.015 .451 

X3.4 -.030 -.027 -.018 .105 -.018 .078 -.083 -.184 .070 -.080 .092 .317 .211 1 .331 -.053 -.148 -.022 -.084 -.252 .067 .119 .143 .093 -.087 .385 

X3.5 -.053 -.144 -.003 .050 -.160 .201 .056 -.057 -.046 .078 .377 .118 .232 .331 1 -.065 -.127 -.043 -.019 -.234 .183 .174 .243 .143 .014 .306 

X4.1 .048 .046 .056 -.044 -.011 -.211 -.097 -.033 -.010 -.134 -.061 -.038 -.153 -.053 -.065 1 .284 .276 .191 .099 -.028 -.093 -.087 .028 -.032 .445 
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X4.2 -.051 -.061 -.069 -.025 .101 .032 .131 .112 .053 -.077 -.229 .047 -.196 -.148 -.127 .284 1 .354 .449 .398 -.187 -.112 -.020 -.180 -.264 .333 

X4.3 .077 .232 .177 .063 .135 -.128 .073 .100 .174 -.114 -.148 -.229 -.231 -.022 -.043 .276 .354 1 .539 .257 -.088 -.064 -.046 -.103 -.145 .362 

X4.4 -.061 .038 -.028 .030 .194 .110 .181 .251 .144 -.038 .019 -.099 -.111 -.084 -.019 .191 .449 .539 1 .263 -.140 .026 -.150 -.123 -.237 .435 

X4.5 .196 .141 -.029 .159 .136 -.033 .143 .107 .063 -.051 -.067 .069 -.200 -.252 -.234 .099 .398 .257 .263 1 -.130 -.130 -.042 -.034 -.180 .463 

X5.1 -.029 .031 .080 .019 -.136 .139 .083 .037 .197 .179 .203 -.013 .065 .067 .183 -.028 -.187 -.088 -.140 -.130 1 .154 .241 -.021 .283 .350 

X5.2 -.069 -.141 .070 .076 .070 .107 .136 .154 .138 .247 .140 .009 .045 .119 .174 -.093 -.112 -.064 .026 -.130 .154 1 .207 .263 .215 .441 

X5.3 .083 -.087 .019 .178 -.154 .057 .093 -.135 -.138 .122 .088 .105 .087 .143 .243 -.087 -.020 -.046 -.150 -.042 .241 .207 1 .173 .142 .345 

X5.4 .105 -.072 .092 -.004 .001 -.078 -.111 -.035 -.003 .112 -.001 .168 -.048 .093 .143 .028 -.180 -.103 -.123 -.034 -.021 .263 .173 1 .329 .379 

X5.5 -.003 .028 .085 -.189 -.049 -.012 .031 -.001 -.043 .149 -.061 -.055 -.015 -.087 .014 -.032 -.264 -.145 -.237 -.180 .283 .215 .142 .329 1 .513 

Xtotal1 .400 .352 .335 .437 .454 .428 .483 .362 .531 .313 .338 .371 .451 .385 .306 .445 .333 .362 .435 .463 .350 .441 .345 .379 .513 1 

 

 

 

 

  

Correlations 

 
X6 X7 X8 X9 X10 Xtotal2 

X6 1 .540 .556 -.497 .108 .691 

X7 .540 1 .558 -.403 -.014 .726 

X8 .556 .558 1 -.600 .156 .731 

X9 .197 .403 -.200 1 -.068 .358 

X10 .108 -.014 .156 -.068 1 .338 

Xtotal2 .691 .726 .731 .358 .338 1 
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Attachment 3. Analysis Factor result 

 

ANALYSIS FACTOR RESULT

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .610 

Bartlett's Test of Sphericity Approx. Chi-Square 535.953 

Df 300 

Sig. .000 
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Anti-image Matrices 

  
X1.1 X1.2 X1.3 X1.4 X1.5 X2.1 X2.2 X2.3 X2.4 X2.5 X3.1 X3.2 X3.3 X3.4 X3.5 X4.1 X4.2 X4.3 X4.4 X4.5 X5.1 X5.2 X5.3 X5.4 X5.5 

Anti-image Correlation X1.1 .578
a
 .004 -.208 -.149 .029 .127 .069 .045 -.123 -.023 .035 .039 .058 .002 -.038 -.020 .091 .035 .011 -.200 .067 .097 -.101 -.037 -.017 

X1.2 .004 .601
a
 -.251 -.109 -.051 -.150 .013 .085 -.074 .184 .008 .141 -.055 -.033 .105 -.017 .130 -.146 .034 -.149 -.031 .119 .038 .026 -.094 

X1.3 -.208 -.251 .593
a
 .024 -.122 .062 -.114 -.099 -.108 .130 -.040 .052 -.035 .055 -.027 -.029 -.012 -.120 .128 .135 -.037 -.060 -.031 -.101 .001 

X1.4 -.149 -.109 .024 .560
a
 -.151 -.125 -.147 .008 -.125 -.069 .114 -.153 -.217 .029 -.010 -.078 .159 -.075 .049 -.115 .024 -.055 -.197 .001 .238 

X1.5 .029 -.051 -.122 -.151 .676
a
 -.076 .020 .072 -.027 -.063 .158 .131 -.042 -.077 .078 .040 -.016 .042 -.142 -.089 .083 -.099 .132 -.034 -.017 

X2.1 .127 -.150 .062 -.125 -.076 .561
a
 .048 -.024 -.343 .047 -.188 .060 .012 -.004 -.174 .196 -.158 .266 -.154 .034 .026 .032 -.099 .087 -.105 

X2.2 .069 .013 -.114 -.147 .020 .048 .675
a
 -.155 -.239 -.152 -.124 .123 .094 -.009 -.085 .105 -.110 .115 -.109 -.112 .100 .005 -.144 .183 -.161 

X2.3 .045 .085 -.099 .008 .072 -.024 -.155 .682
a
 -.068 -.071 -.128 .098 -.214 .116 .114 .052 -.072 -.034 -.127 -.054 -.022 -.113 .152 -.056 -.018 

X2.4 -.123 -.074 -.108 -.125 -.027 -.343 -.239 -.068 .547
a
 -.336 -.062 -.156 .263 -.155 .176 -.024 -.014 -.216 .068 .096 -.237 -.061 .312 -.069 .116 

X2.5 -.023 .184 .130 -.069 -.063 .047 -.152 -.071 -.336 .642
a
 .085 .272 -.046 .081 -.092 .049 .018 .146 .015 -.008 -.048 -.079 -.121 -.096 -.059 

X3.1 .035 .008 -.040 .114 .158 -.188 -.124 -.128 -.062 .085 .579
a
 -.079 -.270 .098 -.270 -.135 .301 .070 -.096 -.131 -.093 -.074 -.036 .010 .172 

X3.2 .039 .141 .052 -.153 .131 .060 .123 .098 -.156 .272 -.079 .514
a
 -.089 -.276 -.001 .060 -.173 .256 -.032 -.183 .009 .016 -.031 -.162 -.055 

X3.3 .058 -.055 -.035 -.217 -.042 .012 .094 -.214 .263 -.046 -.270 -.089 .626
a
 -.161 -.048 .083 -.008 .092 .000 .124 -.009 .038 .018 .105 -.043 

X3.4 .002 -.033 .055 .029 -.077 -.004 -.009 .116 -.155 .081 .098 -.276 -.161 .603
a
 -.228 -.013 .101 -.121 .042 .193 -.005 -.084 -.081 -.031 .150 

X3.5 -.038 .105 -.027 -.010 .078 -.174 -.085 .114 .176 -.092 -.270 -.001 -.048 -.228 .669
a
 .014 -.034 -.138 -.009 .151 -.109 -.033 -.038 -.151 .054 

X4.1 -.020 -.017 -.029 -.078 .040 .196 .105 .052 -.024 .049 -.135 .060 .083 -.013 .014 .619
a
 -.276 -.083 -.054 .064 -.064 .051 .085 -.085 -.071 

X4.2 .091 .130 -.012 .159 -.016 -.158 -.110 -.072 -.014 .018 .301 -.173 -.008 .101 -.034 -.276 .643
a
 -.112 -.209 -.270 .079 .024 -.157 .129 .161 

X4.3 .035 -.146 -.120 -.075 .042 .266 .115 -.034 -.216 .146 .070 .256 .092 -.121 -.138 -.083 -.112 .610
a
 -.464 -.125 .047 .041 -.132 .069 -.057 

X4.4 
.011 .034 .128 .049 -.142 -.154 -.109 -.127 .068 .015 -.096 -.032 .000 .042 -.009 -.054 -.209 -.464 .689

a
 -.012 .020 -.101 .132 -.033 .117 

X4.5 -.200 -.149 .135 -.115 -.089 .034 -.112 -.054 .096 -.008 -.131 -.183 .124 .193 .151 .064 -.270 -.125 -.012 .650
a
 -.034 .054 .020 -.102 .084 
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X5.1 .067 -.031 -.037 .024 .083 .026 .100 -.022 -.237 -.048 -.093 .009 -.009 -.005 -.109 -.064 .079 .047 .020 -.034 .608
a
 -.027 -.235 .213 -.268 

X5.2 .097 .119 -.060 -.055 -.099 .032 .005 -.113 -.061 -.079 -.074 .016 .038 -.084 -.033 .051 .024 .041 -.101 .054 -.027 .741
a
 -.146 -.159 -.135 

X5.3 -.101 .038 -.031 -.197 .132 -.099 -.144 .152 .312 -.121 -.036 -.031 .018 -.081 -.038 .085 -.157 -.132 .132 .020 -.235 -.146 .511
a
 -.134 -.034 

X5.4 -.037 .026 -.101 .001 -.034 .087 .183 -.056 -.069 -.096 .010 -.162 .105 -.031 -.151 -.085 .129 .069 -.033 -.102 .213 -.159 -.134 .523
a
 -.299 

X5.5 -.017 -.094 .001 .238 -.017 -.105 -.161 -.018 .116 -.059 .172 -.055 -.043 .150 .054 -.071 .161 -.057 .117 .084 -.268 -.135 -.034 -.299 .556
a
 

a. Measures of Sampling Adequacy(MSA) 
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Communalities 

 Initial Extraction 

X1.1 1.000 .535 

X1.2 1.000 .631 

X1.3 1.000 .593 

X1.4 1.000 .638 

X1.5 1.000 .596 

X2.1 1.000 .586 

X2.2 1.000 .559 

X2.3 1.000 .669 

X2.4 1.000 .771 

X2.5 1.000 .656 

X3.1 1.000 .684 

X3.2 1.000 .781 

X3.3 1.000 .666 

X3.4 1.000 .682 

X3.5 1.000 .595 

X4.1 1.000 .459 

X4.2 1.000 .665 

X4.3 1.000 .732 

X4.4 1.000 .701 

X4.5 1.000 .687 

X5.1 1.000 .596 

X5.2 1.000 .573 

X5.3 1.000 .691 

X5.4 1.000 .725 

X5.5 1.000 .611 

Extraction Method: Principal 

Component Analysis. 
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Total Variance Explained 

Component 

Initial Eigenvalues 

Extraction Sums of Squared 

Loadings 

Rotation Sums of Squared 

Loadings 

Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% Total 

% of 

Variance 

Cumulative 

% 

1 3.253 13.011 13.011 3.253 13.011 13.011 2.348 9.391 9.391 

2 2.760 11.038 24.049 2.760 11.038 24.049 2.324 9.295 18.686 

3 1.964 7.856 31.904 1.964 7.856 31.904 1.768 7.070 25.756 

4 1.709 6.836 38.741 1.709 6.836 38.741 1.752 7.006 32.763 

5 1.554 6.215 44.955 1.554 6.215 44.955 1.746 6.986 39.748 

6 1.416 5.665 50.620 1.416 5.665 50.620 1.716 6.865 46.613 

7 1.231 4.926 55.546 1.231 4.926 55.546 1.506 6.024 52.637 

8 1.159 4.636 60.182 1.159 4.636 60.182 1.464 5.855 58.492 

9 1.037 4.147 64.330 1.037 4.147 64.330 1.459 5.838 64.330 
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Component Matrix
a
 

 Component 

 1 2 3 4 5 6 7 8 9 

X4.3 .630         

X4.2 .615         

X4.4 .589         

X4.5 .556      .411   

X3.5 -.470         

X3.3 -.450       .401  

X2.4  .685        

X2.2  .662        

X2.5  .582        

X2.1  .558        

X5.2  .418   .406     

X5.5   -.577       

X3.1   .428       

X1.1    .500      

X1.4  .429  .473      

X3.4    .455   -.432   

X1.3          

X5.4     .479     

X1.2    .426 -.450     

X5.3     .414     

X4.1          

X1.5       -.509   

X2.3  .453      .462  

X5.1          

X3.2         .487 

Extraction Method: Principal Component Analysis.     

a. 9 components extracted.       

 

  



 

85 

 

 

 

 

Rotated Component Matrix
a
 

 Component 

 1 2 3 4 5 6 7 8 9 

X4.4 .760         

X4.3 .758         

X4.2 .688         

X4.1 .550         

X2.4  .813        

X2.1  .693        

X2.2  .586        

X2.5  .517       -.407 

X3.1   .722       

X3.3   .720       

X2.3   .515 -.415      

X3.4    .766      

X3.5    .575      

X4.5    -.551      

X5.4     .788     

X5.2     .639     

X5.5     .594     

X1.2      .764    

X1.3      .704    

X1.5       .673   

X5.1       .654   

X5.3        .648  

X1.4        .609  

X1.1        .567  

X3.2         .835 

Extraction Method: Principal Component Analysis.  

 Rotation Method: Varimax with Kaiser Normalization. 
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Autocorrelation Result 

 

 

 

 

  

Correlations 

 
REGR 
factor 
score 

1  

REGR 
factor 
score 

2 

REGR 
factor 
score 

3 

REGR 
factor 
score 

4 

REGR 
factor 
score 

5  

REGR 
factor 
score 

6 

REGR 
factor 
score 

7 

REGR 
factor 

score 8 

REGR 
factor 
score 

9 X6 X7 X8 X9 X10 

REGR 
factor 
score1 1 -.066 -.099 .128 .153 .032 -.163 -.047 -.114 .092 .148 .083 -.060 -.054 

REGR 
factor 
score2 -.066 1 .018 -.014 -.184 .117 -.006 -.066 .013 -.054 -.099 .028 -.176 -.083 

REGR 
factor 
score3 

-.099 .018 1 -.132 .091 .053 .155 -.089 -.082 -.072 -.118 -.249
*
 .118 .048 

REGR 
factor 
score4 

.128 -.014 -.132 1 -.150 -.042 .012 -.095 .106 -.019 -.023 .049 -.040 -.004 

REGR 
factor 
score5 

.153 -.184 .091 -.150 1 -.064 .149 .093 .042 -.126 -.105 -.166 .108 -.034 

REGR 
factor 
score6 

.032 .117 .053 -.042 -.064 1 -.058 .005 -.086 -.122 
-

.301
**
 

-.137 -.032 .000 

REGR 
factor 
score7 

-.163 -.006 .155 .012 .149 -.058 1 -.128 -.004 .170 .083 .038 -.097 .033 

REGR 
factor 
score8 

-.047 -.066 -.089 -.095 .093 .005 -.128 1 -.070 -.009 -.133 -.140 .061 -.214
*
 

REGR 
factor 
score9 

-.114 .013 -.082 .106 .042 -.086 -.004 -.070 1 .084 .104 .025 .021 -.126 

X6 .092 -.054 -.072 -.019 -.126 -.122 .170 -.009 .084 1 .154
**
 .356

**
 -.497

**
 .108 

X7 .148 -.099 -.118 -.023 -.105 -.301
**
 .083 -.133 .104 .340 1 .358

**
 -.403

**
 -.014 

X8 .083 .028 -.249
*
 .049 -.166 -.137 .038 -.140 .025 .256 .258

**
 1 -.350

**
 .156 

X9 
-.060 -.176 .118 -.040 .108 -.032 -.097 .061 .021 

-
.397

**
 

-
.403

**
 

-.120
**
 1 -.068 

X10 -.054 -.083 .048 -.004 -.034 .000 .033 -.214
*
 -.126 .108 -.014 .156 -.068 1 
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Attachment 4. Multiple Regression Result 

 

 

 

ANOVA
b
 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 10.959 14 .783 9.421 .000
a
 

Residual 7.062 85 .083   

Total 18.021 99    

a. Predictors: (Constant), X10, REGR factor score   6 for analysis 1, REGR factor score   4 for 

analysis 1, REGR factor score   7 for analysis 1, X9, REGR factor score   9 for analysis 1, REGR 

factor score   2 for analysis 1, REGR factor score   3 for analysis 1, REGR factor score   1 for 

analysis 1, REGR factor score   8 for analysis 1, REGR factor score   5 for analysis 1, X6, X7, X8 

b. Dependent Variable: Y     

 

  

Model Summary
b
 

Model R 

R 

Square 

Adjusted R 

Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .780
a
 .608 .544 .28825 .608 9.421 14 85 .000 

a. Predictors: (Constant), X10, REGR factor score   6 for analysis 1, REGR factor score   4 for 

analysis 1, REGR factor score   7 for analysis 1, X9, REGR factor score   9 for analysis 1, REGR 

factor score   2 for analysis 1, REGR factor score   3 for analysis 1, REGR factor score   1 for 

analysis 1, REGR factor score   8 for analysis 1, REGR factor score   5 for analysis 1, X6, X7, X8 

b. Dependent Variable: 

Y 
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Coefficients
a
 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 4.323 .250  17.261 .000 

REGR factor score   1 for 

analysis 1 
.256 .031 .616 8.208 .000 

REGR factor score   2 for 

analysis 1 
.096 .030 .233 3.200 .002 

REGR factor score   3 for 

analysis 1 
.065 .028 .168 2.306 .024 

REGR factor score   4 for 

analysis 1 
.076 .027 .205 2.842 .006 

REGR factor score   5 for 

analysis 1 
.056 .027 .158 2.080 .041 

REGR factor score   6 for 

analysis 1 
.070 .028 .185 2.518 .014 

REGR factor score   7 for 

analysis 1 
.057 .026 .162 2.193 .031 

REGR factor score   8 for 

analysis 1 
.065 .029 .168 2.281 .025 

REGR factor score   9 for 

analysis 1 
.056 .026 .157 2.180 .032 

X6 -.132 .050 -.247 -2.649 .110 

X7 .041 .048 .082 .863 .390 

X8 .061 .038 .164 1.610 .111 

X9 .008 .034 .020 .222 .825 

X10 -.058 .062 -.068 -.936 .352 

a. Dependent Variable: Y      
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Residuals Statistics
a
 

 Minimum Maximum Mean Std. Deviation N 

Predicted Value 3.1933 4.8660 4.1017 .31998 100 

Residual -.97820 .94586 .00000 .28179 100 

Std. Predicted Value -2.839 2.389 .000 1.000 100 

Std. Residual -3.310 3.200 .000 .953 100 

a. Dependent Variable: Y     

 

 

 

 

  

One-Sample Kolmogorov-Smirnov Test 

  Unstandardized 

Residual 

N 100 

Normal Parameters
a
 Mean .0000000 

Std. Deviation .28179327 

Most Extreme Differences Absolute .113 

Positive .092 

Negative -.113 

Kolmogorov-Smirnov Z 1.133 

Asymp. Sig. (2-tailed) .154 

a. Test distribution is Normal. 
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Attachment 5. Ayam Qu Restaurant Facilities 

 


