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CONSUMER BEHAVIOR | RESEARCH ARTICLE 

The Effect of Product Quality, Service Quality, Customer 
Satisfaction on Customer Loyalty 
 
 
Nurul Fitrianis Naini1*), Sugeng Santoso2, Tanti Stevany Andriani3, Unique Claudia4, 
Nurfadillah5 
 
Abstract: Pujasera Melawai is one area in implementing the DKI Jakarta tourism office 
program. There are many traditional cuisine menus to choose from, one of which is 
Restaurant XYZ. This study determines the effect of the product, service quality, & 
customer satisfaction on customer loyalty in Restaurant XYZ. This study was based on 
quantitative methods with data collection using a questionnaire by accidental 
sampling and qualitative method by interviewing the owner of Restaurant XYZ. 
Quantitative data was taken by anyone who met the purchase requirements at least 
two times at Restaurant XYZ. The sample was 100 respondents that were analyzed by 
regression logistics. Based on the questionnaire result and interview with customers 
and key informants, the three indicators of product and service quality most 
influential to customer satisfaction and loyalty are response accuracy, product 
uniqueness, and employees' attention that makes customers happy and want to return 
restaurant. Based on the results, customer loyalty has a probability of 76.8 percent 
affected which product quality and customer satisfaction, service quality affects 
customer loyalty in Restaurant XYZ. 
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PUBLIC INTEREST STATEMENT 

This restaurant sets a relatively cheap price and can 

be reached by all levels of society and specializes in 

its special spices in its yellow sauce and chili sauce, 

thus providing a different taste compared to other 

restaurants. This makes it a special attraction for the 

restaurant and can make an excellent strategy in 

maintaining, developing innovation and marketing 

promos at this restaurant deliberation the number of 

similar competitors creates new challenges for 

companies that are required to be able to maintain 

and prioritize product quality, so they can satisfy 

their customers on an ongoing basis. By maintaining 

good product quality, customers will feel continuous 

satisfaction so that loyalty is created in their minds.  

 

This study reveals the importance of developing 

spices that are used for restaurant seasoning and 

innovation in improving product quality and service 

quality to customer satisfaction and loyalty at 

Restaurant XYZ, as well as the hope of stakeholder 

synergy in the development of the culinary sub-

sector ecosystem. 
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1. Introduction 
 

The Creative Economy Agency is a non-Ministerial Government Institution that is under 
and responsible to the president through the minister in charge of government affairs 
in the tourism sector, with the highest leader called the head who is in charge of 
assisting the president in formulating, establishing, coordinating, and synchronization 
of creative economy policies in the field of culinary, one of which is the Creative 
Economy Agency (BEKRAF, 2019). Culinary is one of the sub-sectors of the creative 
economy that needs to be developed. The export value of Indonesian processed spices 
and commodities/fresh spices experienced a positive trend with an average growth of 
2.95 percent over the last five years. In 2020, the export value was recorded at 1.02 
billion US dollars (KEMENPAREKRAF, 2021).  

  

 
Figure 1. Estimated Distribution of 16 Sub-Sectors and Decreased growth rate due to 

the pandemic 
 

Based on infographic data from Brawijaya University, UI Demographic Institute, 
BEKRAF (2019), all creative economic sub-sectors experienced negative growth. 
However, especially for the culinary subsector, decreased by -389 percent is 
presented in figure 1. 

 
Figure 2. Data on the phenomenon of a decline in economic growth rate according to 

Culinary Sector to the Infographic of Statistics for Macro Tourism & Creative 
Economic Indicators. 

Based on BPS, Brawijaya University, UI Demographic Institute, BEKRAF (2019) that 
architecture and advertising were most affected by the pandemic during 2020, the 
architecture and advertising sub-sector was the sub-sector that experienced the most 
drastic decline in growth was, followed by the culinary subsector is presented in 
Figure 2. 

Restaurant XYZ is one of the restaurants located in the Pujasera Melawai area, where 
the Pujasera Melawai area is one of the programs of the Jakarta Tourism Office. The 
restaurant was established in 2003 and already has three other branches. Beginning 
of 2020, the culinary business of Restaurant XYZ began to experience a decline due 
to the impact of the pandemic. Still, the restaurant carried out several activities in 
terms of quality, service, and customer satisfaction to support the achievement of 
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performance income. This restaurant sets a relatively low price and can be reached 
by all levels of society and specializes in its special spices in its yellow sauce and chili 
sauce, thus providing a different taste than other restaurants. This makes it a unique 
attraction for the restaurant and can make an excellent strategy in maintaining, 
developing innovation and marketing promos at this restaurant, also able to support 
the program of the minister of tourism and creative economy or head of the tourism 
and creative economy agency, "Indonesia spice up the world" is expected to increase 
Indonesia's opportunities in the culinary industry. 

Indonesia spice up the world is one of the government's main programs involving cross-
ministerial or institutional as one of the efforts to expand the marketing of Indonesian 
spices or processed food and spices products, as well as strengthening the industry or 
business in the Indonesian culinary field by developing Indonesian restaurants abroad 
or as part of the Indonesian culinary industry of restaurant gastro diplomacy 
(Kemenparekraf, 2021). 

MSMEs (Micro, Small Medium Enterprise) contribute to Indonesia's GDP of 61.07 
percent or equivalent to Rp. 8.573.89 trillion. The contribution of MSMEs to the 
Indonesian economy includes the ability to absorb 97 percent of the total workforce 
and collect up to 60.4 percent of the total investment (BEKRAF, 2020). MSMEs have 
many sectors, including the culinary business sector. The culinary business is one of 
the many service businesses proliferating, even in times of crisis. Food is one of the 
basic human needs and must always be met. Therefore, if foods and drinks are still a 
basic need that must be prioritized, the culinary business will continue to grow 
(Lujeng, 2017). 

Every business activity aims to get the maximum profit to maintain the existence of 
a business amid competition. Therefore, the business must satisfy the needs and 
desires of customers to be profitable and develop rapidly. Creative and innovative 
ideas cause the rapid development of a business. Along with creative and innovative 
ideas, the marketing concept also develops. Marketing activities focus on customer 
satisfaction to be more precise on the target customers because potential customers 
will consider various factors such as product quality to make customers feel delighted 
and prefer our products over competing products (Hayati & Sekartaji, 2015).  

The product can be offered to the market to be noticed, used, owned, or consumed 
to satisfy a want or need (Firmansyah, 2019). Product quality is anything offered to 
the market to satisfy a want or need, including physical goods, services, experiences, 
events, people, places, properties, organizations, information, and ideas (Kotler, 
2005). Although the number of similar competitors is a challenge for companies, 
companies must continue to prioritize the quality of the products sold to keep their 
customers satisfied.  

Quality management is all management activities and functions that determine the 
quality policy, objectives, and responsibilities and implement them through quality 
management tools. Management activities and functions play a role in maintaining 
the level of excellence that is intended or expected, such as establishing quality 
policymaking, planning quality, quality assurance and control, and quality 
improvement. Quality management is also needed to provide quality awareness of 
processes within a company which requires the role of all members to achieve long-
term goals in the company (Gaspersz, 2001). For example, the food and beverage 
industry manages the product supply cycle to all consumers in various places with 
special treatment for each product category and marketing channel, and it uses 
different distribution systems for small and large outlets (Adhi & Santoso, 2021). 

By maintaining product quality, developing innovation, and marketing promos at 
restaurants well, customers will continue to feel satisfied, leading to loyalty in their 
minds. Therefore, it is necessary to have a customer satisfaction survey to find out 
what the needs and desires of customers are for the company's products so that these 
customers will become loyal to the company. This study determines the effect of 
product, service quality, and customer satisfaction on customer loyalty and strategies 
to improve the marketing of Restaurant XYZ. 
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Based on previous studies on the same theme, most of these studies rarely use only 
quantitative methods. Therefore, the method approach used is a mixed-method 
(quantitative and qualitative), and in the process, after we have analyzed and 
reviewed analytical tests, it is more appropriate to use logistic regression in this 
study. 

This research aims first to know the effect of product quality, service quality, and 
customer satisfaction on customer loyalty in Restaurant XYZ. The second is seeing the 
uniqueness of Restaurant XYZ. The third is the strategies to increase the marketing of 
the Restaurant XYZ. 
 
 
2. Literature Review 

2.1 Quality Product  

Product quality is the ability of a product to carry out its functions and performance, 
which can meet the needs and desires of customers (Kotler & Keller, 2009). Product 
quality has two dimensions: the level of consistency to develop a product; the 
company must see and choose a quality level that will support product positioning. 
This quality level means the product's quality in carrying out its function so that the 
resulting product can be of high quality and must be maintained by the company. 
According to Weenas (2013), product quality can affect customer satisfaction based 
on product consistency free from damage. The quality of these products is usually 
controlled by quality management. Quality management is all management activities 
and functions that determine quality policies, objectives, and responsibilities and 
implement them through quality management tools (Gaspersz, 2001). Management 
activities and functions play a role in maintaining the expected level of excellence to 
determine quality policy, planning and development, quality assurance and control, 
and quality improvement. 

There are eight dimensions of product quality, including performance, features, 
reliability, conformance, durability, serviceability, perceived quality, and aesthetics. 
There are also seven reasons why quality is needed for companies as a Company 
Reputation. For example, companies that can produce quality products or services 
will be judged by companies that prioritize quality and get more value in customers' 
eyes. First, cost reduction is needed to produce quality products or services but still 
oriented to customer satisfaction. Second, market improvement through cost 
minimization is achieved because the company can lower prices while prioritizing 
quality. Third, accountable products and services require companies always to be 
responsible for meeting customer needs and expectations in increasing market 
competition by producing quality products or services. Fourth, if a quality product or 
service can be offered and introduced to the international market, the company will 
give a good impression of that quality. Fifth, the appearance of products and services 
will be known, where the company that produces these products will be known and 
trusted by customers. The things above will increase customer trust and perceived 
quality (Gantino & Erwin, 2010). In addition, quality is the quality of the product or 
service itself and the quality as a whole (total ratio) (Russell & Taylor in Ariani, 2008).  

Based on previous research, product quality is significant to customer loyalty. The 
higher quality the products offered at Sakinah Restaurant to customers, and the more 
loyal customers will be to products offered, and another previous research states that 
it was found that product quality has a significant effect on customer loyalty at RM 
Ampalu Raya Padang (Anggraeni, Kumadji, & Sunarti, 2016; Kurnia & Besra, 2020). 
 
2.2 Service Quality  

Service quality is defined to satisfy customer needs and desires and the accuracy in 
its delivery in balancing customer expectations. According to Tjiptono (2015), service 
quality is an effort made by the company to meet customer expectations for the 
services it receives so that the company can survive in the market and gain customer 
trust. Parasuraman, Zeithaml support this, and Berry (1990) that there is a gap 
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between customer expectations and management perceptions, the gap between 
customer management perceptions and service quality specifications, the gap 
between service specification quality and service delivery, the gap between service 
delivery and external communication, the gap between expected service and 
expected service. 

Based on previous research, service quality has a positive and significant effect on 
customer loyalty of internet cafe service users in Singaraja (Dewi, 2013). This shows 
that good service quality will increase customers' using the product or service. 
According to Subagyo (2010), five indicators can be determined to determine the 
scope of service quality. First, tangibles are material things that describe the physical 
form and services received by customers, and companies need to give a positive 
impression on the quality of services provided. Second, reliability is the ability to 
provide the promised service reliably and accurately. Third, responsiveness is an 
awareness or desire to help customers and provide services quickly, and this 
dimension underscores the accuracy in responding to customer requests. Fourth, 
safety is courtesy, knowledge, and the ability to create trust, including employee 
knowledge and employee behavior towards customers. Fifth, empathy is a personal 
concern and concern for customers, which is shown to customers through special 
services.  

2.3 Customer Satisfaction 

Customers are all individuals or buyers who use goods or services used continuously 
for personal purposes from the products offered by the company (Setyobudi & 
Daryanto, 2014; Kotler & Keller, 2009). It is also related to customer satisfaction, an 
expression of feelings that arise after comparing what has been achieved or to what 
extent the product is produced following the expectation of obtaining satisfaction or 
dissatisfaction, which is described as feeling happy or disappointed (Kotler & Keller, 
2009). If the product does not meet expectations (satisfaction or dissatisfaction) is 
described as feeling happy or disappointed, the customer will be disappointed and 
leave the company that remains loyal to the product/service. However, according to 
Sangajdi and Sopiah (2013), customer satisfaction can be maintained permanently if 
the company can meet customer expectations. Customer satisfaction has several 
aspects of intention to repurchase, and for example, customer loyalty occurs when 
satisfied customers are interested in buying products from companies whose 
performance is as expected. Because they are satisfied with the performance of 
companies that can meet customer expectations, these customers are challenging to 
persuade by competitors (Tjiptono & Diana, 2015).  

According to Lupiyoadi (2001), five factors can affect customer satisfaction: product 
quality, price, service quality, emotionality, cost, and ease of getting the product. 
Price conformity with the expected product or service quality, while service quality 
is based on systems, technology, and people. In addition, based on lifestyles such as 
cars, clothes, and others, emotional factors can cause a sense of pride when wearing 
these products. Finally, cost and ease of obtaining products, costs, and products are 
relatively easy to obtain. This is supported by Fitriani (2019) that customer 
satisfaction affects customer loyalty at Toko X in Yogyakarta, so this means 
convenience and efficiency can lead to more customer satisfaction. 

2.4 Quality Management  
 
According to Weenas (2013), product quality can affect customer satisfaction based 
on product consistency and is free from damage. Therefore, quality management 
controls the quality of these products, which includes all activities and general 
management functions by determining quality guidelines, objectives, and 
responsibilities (Gaspersz, 2001). According to Ariani (2008), there are seven stages 
of quality function development: inspection, quality control, quality assurance, 
quality management, total quality management, learning organizations, and world-
class organizations. 
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2.5 Customer Loyalty 

Customer loyalty is deeply ingrained in purchasing or supporting the preferred product 
or service in the future. However, situational influence and marketing efforts can 
influence customers to change (Kotler & Ketler, 2009). Loyal customers will be willing 
to buy even at different prices, make repeat purchases, and provide advice on the 
company's products or services to others (Kartajaya, 2003).  

According to Dick & Basu in Kotler (2011), there are four types of customer loyalty; 
namely, first, there is no loyalty because customers usually rarely shop at the same 
place for the second time/move places. Second, false loyalty usually customers buy 
because they feel suitable and want to buy elsewhere. Third, latent loyalty is a 
situational factor that causes customers to buy or not to make a purchase. Fourth, 
loyal customers will feel proud of the products used and recommend them to others. 
This can also be related to the characteristics of loyal customers; namely, buyers 
usually stick to one product and do not buy it elsewhere and recommend it to others 
(Griffin, 2005). Based on previous research, the quality product has a significant 
impact on loyalty among Porkee customers in Surabaya, along with customer 
satisfaction, which significantly impacts customer loyalty (Irawan & Japarianto, 
2013), and other previous research claims that service quality has a significant impact 
on customer loyalty to KA Lokal Bandung Raya (Agiesta, Sajidin, & Perwito, 2021). 
 
3. Conceptual Framework 
Based on the studies reviewed above, product quality, service quality, and 
customer satisfaction affect customer loyalty. The conceptual framework is 
presented in Figure 3.  

 

 
 

 
Figure 3. Conceptual framework 

 
Based on the picture above, it can be concluded that: 
H1: Quality product has a significant effect on customer loyalty 
H2: Service product has a significant effect on customer loyalty 

H3: Customer satisfaction has a significant effect on customer loyalty 
 
This research used either the partial test or the Wald test to apply the framework. 
The null hypothesis states that the independent variable (x) does not influence the 
response variable under consideration (in the population).  

 
4. Methods 

4.1 Participants 

The variables examined in this study are product quality, service quality, customer 
satisfaction, customer satisfaction, and customer loyalty. The sampling technique 
used is incidental sampling. The data was taken by chance, anyone who met with 
researchers in the field who met the purchase requirements at least two times at 
Restaurant XYZ. The sample collected is 100 respondents of the online survey on 2-
7 of October 2021. 

Product Quality 

(X1) 

Service Quality 

(X2) 

Costumer 

Satisfaction (X3) 

Costumer 

Loyalty (Y) 

H1 

H2 
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The research method used is quantitative and qualitative methods. Quantitative 
research is defined as testing specific theories by examining the relationship 
between variables. This variable is measured to analyze data consisting of numbers 
based on statistical procedures (Creswell, 2012). The quantitative approach is 
carried out in inferential research and generates conclusions from the results with 
zero probability of rejecting the hypothesis or indicating that the variables studied 
are significant or insignificant (Azwar, 2011). Qualitative research is a method that 
examines human experience in detail using a specific set of research techniques such 
as in-depth interviews, focus group discussions, observation, content evaluation, 
visual methods, and existence history or biographies (Hennink, Hutter, & Bailey, 
2020). This study also uses in-depth interviews with the owners of XYZ Restaurant. 

 
4.2 Measurement  

This questionnaire of product quality consists of eight question statements adopted 
by four dimensions (performance, features, durability, and serviceability) using a 
four-point Likert scale, namely from strongly disagree to agree strongly. Product 
quality is the ability of a product to carry out its functions and performance, which 
can meet the needs and desires of customers (Tjiptono, 2008). 

This service quality questionnaire consists of eight statements adopted by five 
dimensions (tangibles, reliability, responsiveness, assurance, and empathy) using a 
four-point Likert scale: strongly disagree to agree strongly. Service quality is an 
effort to fulfill consumer needs and desires and accuracy in delivery in balancing 
consumer expectations (Subagyo,2012). 

The customer satisfaction questionnaire consists of seven question statements 
adopted by five dimensions (product quality, price, service quality, emotional, and 
cost and ease of getting products) using a four-point Likert scale, namely from 
strongly disagree to strongly agree (Lupiyoadi, 2001). 

This customer loyalty questionnaire consists of eight question statements adopted 
by four dimensions (repetition, purchase across the product line, retention, and 
recommendation) using a four-point Likert scale, namely from strongly disagree to 
strongly agree. Customer loyalty is a deeply held commitment to purchase or 
repurchase a preferred product or service in the future despite situational influences 
and marketing efforts having the potential to cause a customer to switch (Kartajaya, 
2003). 

This study's sources of data result from a questionnaire and in-depth interviews. The 
researcher used accidental sampling because this gives the researcher freedom to 
determine the sample deemed to be the most qualified. Specific sample criteria do 
not bind the analyst—the qualitative method by interviewing the owner of 
Restaurant XYZ. Quantitative data was taken by anyone who met the purchase 
requirements at least two times at Restaurant XYZ. The sample collected is 100 
respondents, analyzed by regression logistics. The qualitative method is by in-depth 
interviews with the key Informant, the owner of Restaurant XYZ. 
 

4.3 Analysis  

The data were analyzed using a binary logistic regression model using the SPSS 
software. The program analyzed the effect of product quality, service quality, 
customer satisfaction on customer loyalty using the chi-square test. It is also used to 
analyze respondents' characteristics, lifestyle, and the effectiveness of product 
quality, service quality, and customer satisfaction on customer Loyalty. 
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5. Findings 

5.1  Respondent Characteristics 

As many as 50 respondents (51%) were male, and 49 respondents (49%) are female 
(Figure 4). For the age category of the customer at Restaurant XYZ Surabaya, there 
are 15 - 24 years (9%), 25 - 34 years (31%), 35 - 44 years (47%), and 45 - 54 years (13%) 
(Figure 5). Category types of work customers Restaurant XYZ, such as private 
employees (55%), entrepreneurs (19%), housewives (10%), students (9 %), civil (5%), 
and unemployed (2%) (Figure 6). The categories of monthly expenses for the 
customers of Restaurant XYZ are as follows: <Rp. 500.000 (4%), Rp. 500,000 - Rp. 
2.000.000 (15%), Rp. 2.000.001 - Rp. 4.000.000 (33%), Rp. 4.000.001 - Rp. 6.000.000 
(24%), and > Rp. 6.000.000 (24%) (Figure 7). 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 4. Respondent gender diagram 
 

  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 5. Respondent age's diagram 
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Figure 6. Respondent occupation's diagram 
                            
 
 

 
 
 

 
 
 
 
 
 
 
 
 

 
 

Figure 7. Respondent monthly expenses diagram 
              
 

Based on the analysis and result of the questionnaire, it can be concluded that most 
respondents at Restaurant XYZ are male, around 35-44th years old, their job mainly as 
private employees, amounted to 54 respondents (55%), and their monthly expenses 
are around Rp. 2.000.001 - Rp. 4.000.000. 
 
 
5.2 Logistic Binary Model  

Table 1 show that presents the omnibus test of model coefficients. The step checks 
the contribution of the specific variable inserted in this step, and the block checks all 
variables' contributions. In contrast, the model checks the fit of the whole model. A 
full model test against a single constant model was statistically significant (Chi-square 
= 52.633, p = 0.001 with df= 3) at a significance level of 0.05. The meaning of the Chi-
square indicates that the model has at least one predictor variable that 
simultaneously affects the variable response. It can be concluded that the addition of 
independent variables (product quality, service quality, customer satisfaction) can 
improve the model so that it can be declared to fit or, in other words, the model can 
be used. 
 
Tabel 1. Omnibus test of model coefficients 

Omnibus Tests of Model Coefficients 

  Chi-Square df Sig. 

Step1 Step 52.633 3 <.001 
 Block 52.633 3 <.001 
 Model 52.633 3 <.001 
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The equation above cannot be directly interpreted from the coefficient values like 
ordinary linear regression. Instead, interpretation is carried out using the value of 
Exp(B) or the exponential value of the formed regression equation coefficient. For 
example, from Table 2, the p-value of the product quality variable is 0.034 (p<0.05).  
 
Table 2. Variables in the Equation 

Variables in the Equation 

95% C.I for EXP (B) 

  B S.E. Wald df Sig. Exp(B) Lowe
r 

Upper 

Step 1* X1 .615 .291 4.473 1 0.34 1.850 1.046 3.272 

 X2 -.386 .263 2.147 1 .143 .680 .406 1.139 

 X3 .557 .205 7.408 1 .006 1.745 1.169 2.607 

 Constant -23.220 5.546 17.528 1 <.001 .000   

 

The result shows that the product quality has a significant effect on customer loyalty 
with an influence coefficient value of 1.850, meaning that if the product quality of 
Restaurant XYZ increases by 1 unit will allow deciding to be a loyal customer for 1.850. 

1. The regression coefficient for the X1 variable is 0.615 and has a positive value. 
The more Restaurant XYZ improves product quality, the greater the customer 
loyalty to Restaurant XYZ. 

2. The regression coefficient for the X2 variable is -0.386. Therefore, it has a 
negative value. Therefore, it can be interpreted that the more the restaurant 
XYZ does not improve the quality of service, the less customer loyalty to 
Restaurant XYZ. 

3. The regression coefficient for the X3 variable is 0.557, which has a positive 
value. The higher the customer satisfaction, the greater the customer loyalty 
to Restaurant XYZ. 
 

The customer satisfaction variable also has a significant influence, as shown by the p-
value of 0.006 (p<0.05) with a coefficient value of 1.745, meaning that if customer 
satisfaction of Restaurant XYZ increases by one unit, they will increase the potential 
to decide to be a loyal customer for 1.745. Nevertheless, the service quality variable 
has no significant influence, as shown by the p-value of 0.143 (p> 0.05) with a 
coefficient value of 0.680. The Hosmer and Lemeshow test is presented in Table 3.  
 
Table 3. Hosmer and lemeshow test table 

Hosmer and Lemeshow Test 

Step Chi-Square dF Sig. 
1 11.357 6 .078 

It seems that the HL Goodness of Fit Test score is 11.357 with a 0.078 probability 
score (p-value > 0.05), so we conclude that the model accepted. From Table 4 (model 
classification accuracy), those who responded agreed to 89.8 percent. Thus, the 
overall classification determination of the binary logistic regression model for the 
customer loyalty category is 76.8 percent. 
 
Table 4. Classification 

Classification Table 

Observed  0 1 Percentage Correct 

Step 1 Y 0 23 17 57.5 

  1 6 53 89.8 

 Overall Percentage   76.8 

a. The cut Value is .500 
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5.3 Indicators  
 
The picture of product quality (X1) below shows that the three highest indicators of 
respondents are uniqueness, menu variety, and product support (Figure 8). Based on 
this, customers consider this product unique because of the secret ingredients of 
Yellow soup/yellow soup and chili sauce. In addition, XYZ Restaurant also has many 
menu variations such as Surabaya fried duck (a local specialty), fried chicken, rawon 
soup, rib soup, and many more. XYZ restaurant also has a variety of seasonings to 
support products such as fresh vegetables and chili sauce, which is also served with 
yellow sauce because the product itself has much seasoning for one serving/serving 
at an affordable price. 

 
Figure 8. Product Quality  

 
The service quality image (X2) below shows that the three highest indicators of 
respondents are response accuracy, attention, and product knowledge (Figure 9). 
Customers perceive XYZ Restaurant to respond accurately, such as customers can 
order online/offline (considered efficient based on current customer needs). 
Furthermore, XYZ Restaurant also pays sufficient attention to customers. This is 
because it has fast and agile employees to avoid long queues. XYZ Restaurant 
employees also have the extensive product knowledge to provide advice on complete 
menus according to customer needs. 

 

 
Figure 9. Service quality  
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The Figure of customer satisfaction (X3) below shows that the three highest 
respondents' indicators are satisfaction, price match, and lifestyle (Figure 10). 
Customers who caused this felt satisfied with the quality of the products (taste, 
texture, complementary foods, menu variations, and features) with affordable prices 
for one portion served with the main product, rice, and condiments. Furthermore, 
the customer can enjoy the Surabaya food without spending much money because it 
is available in the capital city or current city where Restaurant XYZ is located. 

 

 
Figure 10. Customer satisfaction  

 
The results of questionnaires and interviews show that the quality indicators of their 
products and services influence customer satisfaction and loyalty. The three 
indicators are response accuracy, product uniqueness, employee attention that makes 
customers happy and want to return (Figure 11). Response accuracy said that the 
typical Surabaya XYZ Restaurant could be ordered directly or online. The uniqueness 
of the product has an economical price. Customers get various choices from the 
available menu and are equipped with a variant of miscichi sauce and served with 
yellow sauce. Furthermore, employees' attention, provide friendly service, give 
greetings, and give individual attention to customers. 

 

 
Figure 11. Five highest indicators based on a questionnaire 
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variety of sauces, menus, and spices typical of the combination of Madura and 
Surabaya, which has a delicious and soft taste. The novelty of the miscichi duck is 
that it combines the unique spices of the two regions so that it has a distinctive taste. 
During the pandemic, the Miscichi duck made a new packaging menu that was more 
hygienic and small packaging in the form of "Abon Duck" at a relatively low price and 
could be reached by all levels of society. Duck miscichi has a Brand License at the 
Directorate General of Intellectual Property - Ministry of Law and Human Rights of the 
Republic of Indonesia and won third place in the MGK Jakarta culinary competition in 
2011. 
 
6. Discussions 

The purpose of this study was to examine the extent to which the variables of product 
quality, service quality, and customer satisfaction affect customer loyalty at XYZ 
Restaurant. The research results were conducted using the Omnibus Test of Model 
Coefficients analysis technique that the model is at least one predictor variable that 
simultaneously affects the response variable. Supported by the equation results that 
product quality and customer satisfaction significantly affect customer loyalty, 
service quality has no significant effect on customer loyalty. According to Kotler 
(2011), it depends on the product concept, and consumers will favor products that 
offer the best quality, performance, and functionality. This is in line with previous 
research that the increase and decrease affect the ups and downs of customer loyalty 
to the quality of the products offered (Mangore, Lumanauw, & Tielung, 2015). This is 
also in line with research conducted by Anggraeni et al. (2016); Reza, Sumarwan, and 
Hartoyo (2019), customer satisfaction significantly affects acceptable customer 
loyalty. 

Supported by an in-depth interview by the owner who stated that XYZ Restaurant has 
good food ingredients and uses high-quality products to improve the quality of the 
products served. XYZ restaurant also has a selection of condiments. The 
characteristics of this restaurant that distinguish it from other duck restaurants, such 
as the yellow chili sauce and its various kinds of chili sauce, will continue to improve 
the innovation of flavors and types of cuisine to survive in the culinary competition. 
In addition to product quality, from the research above, it was found that customer 
satisfaction also has a significant influence on customer loyalty. This research is in 
line with research conducted by Rohana (2020) that satisfaction affects customer 
loyalty to store X in Medan. Customer loyalty is closely related to consumer 
satisfaction; it means the more satisfied consumers are with their desires or satisfied 
between expectations and reality, which will cause consumers to return to buy the 
product and become loyal consumers of the product (Rachmawati, 2014).  

The research results support this study by Gunawan (2013) in Bogor, which states that 
customer satisfaction has a significant relationship with consumer loyalty at Gado-
Gado Boplo Restaurant. Previous research conducted by Sembiring, Sipayung, and 
Sitepu (2014) also states that customers will be loyal to the company when customers 
are satisfied, and customer satisfaction can be used as the basis for the realization of 
loyal or loyal customers. Previous research conducted by Susanto and Mangatua (2010) 
with the variable of trust, customer satisfaction, and perceived value showed that 
customer satisfaction and perceived values positively affected loyalty. Supported by 
surveys and in-depth interviews by the owner who stated that Restaurant XYZ has a 
high level of customer satisfaction with product quality (taste, texture, food 
complements, menu variations, and features) available at Restaurant XYZ and Miscichi 
duck’s customers are satisfied with the price of the food offered, it can have a 
significant effect on increasing customer loyalty. 

According to Kusuma and Suwitho (2018), the test results show an indirect effect 
between service quality and customer loyalty through customer satisfaction in using 
online train ticket purchasing services at Kota Baru Malang Station. The following 
shows that service quality is fully mediated by customer satisfaction to affect loyalty 
(Appley & Lee, 2010). These results are also corroborated by research conducted by 
Solimun and Fernandes (2018), which states that customer satisfaction fully supports 
service quality to affect loyalty. They said they would invite other people to eat at 
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the Restaurant XYZ. They were supported by surveys and in-depth interviews by the 
owner, who stated that Restaurant XYZ indirectly affects service quality and customer 
loyalty. 
 
This research still has limitations. First, the influence of customer loyalty in this study 
only consists of three variables, namely product quality, service quality, and customer 
satisfaction. At the same time, researchers do not test other factors that influence 
customer loyalty. Second, the two researchers did not test between each Variable X 
because the researchers only focused on customer satisfaction. Third, there are 
limitations to research using questionnaires, where sometimes the answers given by 
the sample do not show the actual situation. 
 
7. Conclusions 

Based on the results and discussion listed and explained from the data collected, 
processed, and tested above, it can be concluded that Customer loyalty has the 
probability of 76.8 percent affected which product quality and customer satisfaction, 
service quality affects customer loyalty in the Restaurant XYZ. Therefore, to improve 
marketing, restaurant XYZ can use or implement product quality, product innovation, 
and marketing promotion in their menus to support the government's "spice up the 
world" program. Strategy to increase the marketing of Restaurant XYZ is the first is a 
quality product with a special blend and a special chili sauce and yellow sauce.  

The second is product innovation. Restaurant XYZ is already selling frozen food and 
has many preparations and menus for sale. The third is marketing promotion, and the 
packaging is made according to an affordable price like a shredded duck, which has a 
size. Fourth, promoting Restaurant XYZ Surabaya with a discount on certain 
purchases, using posters or banners that can attract customers, hold promotions on 
the spot by putting up a banner that says promotions. 
 

8. Recommendation 

A further marketer could bring some innovation has probability 100 percent affected 
which product quality and customer satisfaction, service quality affects customer 
loyalty in the Miscichi duck’s, in this case, produces outcomes that the related parties 
can enjoy. For example, helping to develop products and services developed by 
innovations is short, concise, and easy to explain to consumers. Therefore, using 
innovation to get has probability 100 percent affected which product quality and 
customer satisfaction, service quality affects customer loyalty in the Restaurant XYZ. 
Using paid ads or paid advertisements on social media, marketers can collaborate with 
other communities, associations, and investors. It is hoped that the 
government/university will help or synergize/collaborate in company innovation. 

Further researchers could use other factors not used in this study to affect customer 
loyalty to Restaurant XYZ in Surabaya. Restaurant XYZ can apply various strategies to 
increase marketing, including product quality promoting the restaurant's social media 
accounts with interesting articles. The second is product innovation, creating 
promotional content for the restaurant using influencers, distributing testers, using 
innovation. Products and services developed by innovations are short, concise, and 
easy to explain to customers—product diversification with the advantages of Miscichi 
duck’s. The third is marketing promotion of the restaurant's used social media 
accounts, creating promotional content for the restaurant using influencers, Using 
paid ads or paid ads on social media, Promote via social media by using referrals. 

The government (central, provincial, district/city) and institutions must provide space 
to develop the culinary/food and beverage ecosystem sub-sector to increase the value 
of the supply chain to tempe-based marketing, as is the case with Spice Up the World! 
All possible areas. To synergize/collaborate with business people, MSME, creative 
economy actors, including associations and communities and universities in 
central/big cities to universities in districts/cities in increasing the added value and 
local wisdom of these spices. Thus, it has implications for managerial practices of 
business actors who can increase their added value in terms of product, quality, 
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service, access to financing, market access, and innovation, which produces outcomes 
that the related parties can enjoy. In this case, for example, by helping to develop. 
Products and services developed by innovations are short, concise, and easy to explain 
to consumers and use innovation, so it is hoped that the government/university will 
help or synergize/collaborate in company innovation. And in the field of Using paid 
ads or paid advertisements on social media, we can collaborate with other 
communities, associations, and investors. 
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