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1. INTRODUCTION

One of the big company that sell Honda motorcycle is CV. Indako Trading Co. CV. Indako Trading
Co is the main dealer for Honda motorcycle in North Sumatera. CV. Indako Trading Co now already had 2
branch in Medan. CV. Indako Trading Co have many department. Sales Department, Servicing Department,
Spareparts Department and other department. The Writer concern more to CV. Indako Trading Co Servicing
Department. CV. Indako Trading Co have several problem in their service. The problem is the carrying
capacity of visitors, servicing process take time too long, the seat facilities doesn’t enough, the service
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advisor skill and the front desk employees less friendly. Carrying capacity of visitors problem means the
problem of how many visitors could CV. Indako Trading Co serve in a day. Nowadays, the users of Honda
motor cycle is really too much and the demand for servicing also increased.

The increasing demand of servicing make CV. Indako Trading Co have problem in serve the
servicing. The supply of seats isn’t enough for the customers who comes to get problem, the service advisor
only can reply “let’s the mechanic check the problem”. The next problem is their customer service, their
customer service less responsive. For one company, Customer service position is very critical position
because the face of the company depend on how well their customer service handle their customer. This
some several problem can be weakness for CV. Indako Trading Co. All the information is gathered using
observation at CV. Indako Trading Co and interview the workshop head Mr. Mohammad Khotip. According
to Richard L.Oliver (2010, p:8) “Satisfaction is the consumer’s fulfillment response. It is a judgement that a
product/service feature, or the product or service itself, provided (or is providing) a pleasureable level of
consumption-related fulfillment, including levels of under- or overfulfillment.” servicing. The service advisor
is less knowledge, because when customer asked for advice about their motor According to K. Rama
MohanaRao (2011, p:374) “Service quality is antecedent to consumer satisfaction and consumer satisfaction
is antecendent to purchase intentions, there is a strong link between quality and customer retention in the
services sector.” Reisig&Chandek (2001) discussed the fact that different customers have different
expectations, based on their knowledge of a product or service. This can be implied that a customer may
estimate what the service performance will be or may think what the performance ought to be. If the service
performance meets or exceeds customers and expectation, the customers will be satisfied. In today’s world of
intense competition, it is generally believed that the key to sustainable competitive advantage lies in
delivering high quality service that will in turn result in satisfied customers. Therefore, there is no doubt
about the importance of service quality and customer satisfaction as the ultimate goals of service providers.

2. LITERATURE REVIEW

2.1. Service Quality

Various views on the dimensions of service quality can be identified. The process orientation of
Gronroos views service quality from the perspective of what the customer receives. This orientation
identifies other components to service quality, namely technical quality, functional quality and reputational
quality (Buttle, 1996; Johnson et al.,1995). Technical quality is concerned with the outcome of the service
received by the customer. Functional quality refers to the way in which the service is offered and the actions
of the employees in this interaction. Reputational quality refers to the image of the organization in the
marketplace with respect to the service quality offered (Buttle, 1996; Johnson et al., 1995). Parasuraman et
al. (1988) identified five dimensions of servicequality (reliability, responsiveness, assurance, empathy, and
tangibles) that link specific service characteristics to consumers’ expectations.

Reliability is defined as the ability to perform the promised service dependably and accurately.
Companies need to deliver what it promises and it needs to be aware of customers’ expectations of reliability,
companies that do not provide core service that customers think that they are buying their customers in the
most direct way, as this component has been found to be the one that most important to customers.

Companies must deliver what it promises to the customers, for instances: company promises the
customers that they will deliver this kind of service so it must do as what they have promised. Company must
also convince the customers that they are reliable, therefore customers will trust the company and will be
loyal to the company. As attracting new customers will be more costly than maintaining old customers. The
service provider must help the customers to solve problems and complaints. Customers must be assured that
they can depend on that particular company.

This is refers to the extent to which the service provider (the dealership) delivers on the promisesmade
to the customer (O’Neill and Palmer, 2003; Buttle,1996). Dealerships are known to contact the customer,
promising that the vehicle will be ready for collection at aspecific time. Upon arrival at the dealership, the
customeris told that the vehicle is “nearly ready”, much to theirfrustration. Reliability is regarded as the most
important dimension of service quality (Chowdhary and Prakash,2007; Zeithaml et al., 2006).

2.2. Customer Satisfaction

Customer satisfaction is a well known and established concept in several areas like marketing,
consumer research, economic psychology, welfare-economics, and economics. The most common
interpretation obtained from various authors reflect the notion that satisfaction is a feeling which results from
a process of evaluating what has been received against what was expected, including the purchase decision
itself and the needs and wants associated with the purchase (Armstrong & Kotler, 1996). Bitner & Zeithaml
(2003) stated that satisfaction is the customers’ evaluation of a product or service in terms of wheter that
product or service has met their needs and expectations. According to Boselie, Hesselink, and Wiele (2002)
satisfaction is a positive, affective state resulting from the appraisal of all aspect of a party’s working
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relationship with another. According to Peter Hernon and Ellen Altman (2010, p:138)Satisfaction is
subjective and deals with expectations, it is a sense of contentment that results from an actual experience or
set of experience in relation to an expected experience. Similar to service quality, satisfaction addresses
expectations in terms of the confirmation and disconfirmation process. It might also involve the same type of
gap analysis used in service quality. Because satisfaction contains multiple facts and because there are many
ways to judge it. The first is service encounter satisfaction - customer satisfaction or dissatisfaction with a
specific service encounter and the second is overall service satisfaction — customer satisfaction or
dissatisfaction with an organization based on multiple encounters or experiences.

3. METHODOLOGY

3.1. Research Design

The purpose of research design is to present the master plan that will specify the methods and
procedures for collecting and analysing the information. The plan is overall scheme or program of research. It
includes an outline of what the investigator will do from writing hypothesis and their operational implications
to the final analysis of data. A research design express both the structure of the research problem and the plan
of investigation used to obtain empirical evidence on relations of the problem. In this study, writer will use
descriptive research. Descriptive research is designed for the investigator to gather information about present
existing conditions.

Descriptive research makes some type of comparison contrasts and correlation and sometimes, in
carefully planned and orchestrated descriptive researches, cause-effect relationships may be esthablished to
some extent. Descriptive research involves collection of data in order to test the hypothesis or to answer
questions concerning the current status of the subject of the study. The writer use causal research to
determine the relationships between the variable X and variable Y. the concept of causality is actually rather
complex, but we can at least understand the essential. Then we can the role of experiment in establishing the
validity of statement of the form, “X causes Y” The scientific understanding of causality implies a
probabilistic relationships, the scientific concepts implies that we can never prove that X is a causes of Y. We
infer that relationship exist an inference typically based on data, perhaps acquired in a controlled
experimental setting but the scientific approach recognizes the fallibility of any procedure.

3.2. Research Object

Population is the whole research object as the source of the data with certain characteristics in the
research. For population the writer use the customers at CV. Indako Trading Co, Medan, which are 300
peoples Sample is selection of fraction of total amount of units of interest to decisions makers, for the
ultimate purpose of being able to draw general conclusions about the entire body units. By using sloving
formula, the writer use 5% of error tolerance to find out how many people give the accurate data. The
population the writer got after using sloving formula is 171 people.

4. RESULTS
To determine the relationship level between variable X (Service Quality) and variable Y (Customer
Satisfaction), the writer uses the test of correlation as follows:

- N. (LXY) - (L X). (JY)
rxy =

JIN.(EX?) — (Z X2 [N. (ZY?) — (ZY)]

My = 171. 86,371 — (2820) (5037)

JA71. (53070)-(2820)7]. [171. (151,341)-(5037)7]

Ixy = 14,769,441- 14,204,340

/(1,122,570).(507,942)
Ixy = 565,101

756,124

ry = 0.75 (High or Strong)
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From the calculation of correlation coefficient between Variable X (Service Quality) and Variable Y
(Customer Satisfaction), the writer got the result of 0.75. It means that the service quality has a strong relation
(influence) toward the customer satisfaction at CV. Indako Trading Co Medan.

4.1. The Determination Test
Next, in order to find out the influence of service quality toward the customer satisfaction, the writer
can calculate it by the determination of correlative coefficient. The determination calculation is as follows:
D=ry? x100%
D = (0.75)? x 100%
D=0.5625 x 100%
D =56.25%
The impact percentage of service quality toward the customer satisfaction is 56.25% and the remaining
percentage of 43.75% were affected by other factor of product quality.

4.2. The Linear Regression Equation
N =171

Y X= 2820
Y'Y= 5037

¥ X2=53070
YY2=151341

TXY=86371

b=N.2XY-(3¥X.2Y)

N. ZX2 (EX)?
b=171. 86,371 — (2820.5037)

171. 53,070 (2820)?

= 565,101
1,122,570

b =0.50

o ZY-(b¥X)
N
a =5037- (0.50).(2820) =

21.21171
Y=a+bx

Y = 21.21+ 0.50X
X=0 __, Y=21.21+0.50(0) = 21.21
X=1 __ Y=21.21+0.50(1) =21.71

X=2 — Y =21.21+0.50(2) = 22.21
X=3 —Y=2121+050(3)=22.71

IJHESS, Vol. 5, No. 3, July 2023: 309-314



ISSN: 2685-6689 ] 313

4.3. Test of Hypothesis
Here, the writer used the z test to test the hypothesis, whether to be accepted or to be rejected. The
calculation is as follows:

z= r

1/
n-1
= 075

1/\/1711
0.75

0.077
= 974

zcount > ztable : Alternative Hypothesis (Ha) is accepted zcount < ztable : Null Hypothesis (Ho) is
accepted From the calculation above, the writer got that z=9.74 . The zcount > z table, which z table is 1.96,
this means the Null hypothesis (Ho) is rejected and the alternative (Ha) is accepted. The writer can conclude
that The Service quality influences customer satisfaction at CV. Indako Trading Co Medan.

5. DISCUSSION

The writer analyzed the results as follows:

From the calculation of Validity test, the score from question number 1 until number 16 is all between
0.8 - 1, which means all of the questions are valid.

From the calculation of Reliability test, the result is 1.01 which is greater than 0.9. Thus the data are
reliable.

From the calculation of correlation coefficient, the writer gets the result of 0.75. It means the
relationship between variable X (Training) and variable Y (Performance) is strong.

From the calculation of determination, the result is 0.5625 or 56.25%. It means that there is 56.25%
influence of Variable X (Training) towards Variable Y (Performance) and the other 43.75% is influenced by
other factors.

The regression data is Y = 21.21 + 0.50X, which means that with every 1 unit added to X, value of Y
will increase as much as 0.50 or it can be said that it has positive relationship (when X increase, Y also
increase).

From the calculation of hypothesis, the result of zcount is 9.74 which is greater than ztable which is
1.96 with the significance of error 5%. Therefore due to zcount higher than ztable then the Hypothesis Null
(HO) will be rejected and Hypothesis Alternative (Ha) will be accepted

5. CONCLUSION

From the calculation of correlation coefficient between Variable X (Service Quality) and Variable Y
(Customer Satisfaction), the writer got the result of 0.75 (Positive and Strong). It means that the service
quality has a strong influence toward customer satisfaction at CV. Indako Trading, Co Medan.

From the result of determination test, the impact of service quality toward customer satisfaction is
56.25% which is a high percentage scale. The service quality has a high percentage influence toward
customer satisfaction at CV. Indako Trading, Co Medan.

From the result of hypothesis test, the zcount>ztest, which z table is 1.96. this means, that the Null
Hypothesis (Ho) is rejected and Alternative Hypothesis is accepted. The service quality has influence toward
customer satisfaction.

5. REFERENCES

1. Akbar, Mohd Muzahid. & Parvez, N. (2009) Impact of Service Quality, Trust, and Customer
Satisfaction on Customers Loyalty : ABAC Journal, Vol. 29

2. Blecker, T. (2009) Mass Communication Concepts — Tools — Realization, USA : McGraw Hill
International Edition.

3. Gannage, G.J., Jr. (2009) Assessing Servqual and The Automotive Service Quality Model, ProQuest
LLC.

The Influence of Service Quality Toward Customer Satisfaction at CV. Indako Trading Co, Medan (Ika Puspa Satrianny)



ISSN: 2685-6689 m] 314

4.

5.

6.

10.
11.

Grigoroudis, E. & Siskos, Y. (2010) Customer Satisfaction Evaluation, New York : Springer
Science+Business Media, LLC

Hernon, P. & Altman, E. (2010) Assessing Service Quality : Satisfying the Expectations of Library
Customers, American Library Association.

Norzaini, Mohd Noor. (2011) The Relationship Between Service Quality and Satisfaction on Customer
Loyalty in Malaysian Mobile Communication Industry : School of Doctoral Studies (European Union)
Journal

Oliver, R.L. (2010) Satisfaction : A Behavioral Perspective on The Customer, New York : ME. Sharpe,
Inc

Peter, P.J. & Donelly, J.H. (2007) Marketing Management, McGrow Hill Company

Raab, G., Ajami, R.A., Gargeya, V.B. & Goddard, G.J. (2008) Customer Relationship Management,
England : Gower Publishing Limited

Rao, R.M. (2011) Service Marketing, India : Dorling Kindersley Pub Ltd

Shelly, P.,& Rosenblatt, M. (2011) System Analysis and Design, NinthEdition. USA : Course Learning :
Cengage Learning.

IJHESS, Vol. 5, No. 3, July 2023: 309-314



