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ABSTRACT: In the objective of meeting the need for animal protein, the Maiwa Breeding
Center (MBC) carried out diversification of its processed chicken meat products in the form
of crispy chicken. This study aimed to analyze the level of consumer satisfaction with the
quality and services of the products provided by Meatball Celebes Restaurant. The data were
collected from 98 respondents who were randomly selected from each predetermined area
using an online questionnaire in the form of google form format during the COVID-19
pandemic. Data were further analyzed using IPA (Importance Performance Analysis) and
CSI (Customer Satisfaction Index) analysis. The results revealed that the product quality of
the Celebes meatball restaurant, which is the product suitability attribute, became an
important attribute, so it needed to be improved. Furthermore, function, reliability, and
quality attributes must be maintained because they are important categories, whose
performance are currently good. The attributes of physical conditions including the
cleanliness, parking areas, and complete facilities are the main priority categories to be
improved. The ability to provide reliable services, performance needs to be maintained
because it has been good and is considered important by consumers. The responsiveness
attribute, however, is a low priority to be improved. Based on the CSI analysis, the level of
consumer satisfaction, which is the quality of the product, obtained a value of 0.79, while the
service obtained a value of 0.78, thus categorized as satisfied. Therefore, these aspects need
to be more improved in order to become very satisfied.
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INTRODUCTION

Livestock products have a very big
role in helping growth and improving the
quality of human resources. This is because
one source of animal protein comes from
livestock products such as eggs, meat, milk
and others. The amount needed by humans
increases as the population increases. The
diverse lifestyles and mobility of people
make ready-to-eat food a choice of food
products that are currently in demand.
Tastes and levels of preference for a food
product also vary. Therefore, every
restaurant that sells various types of
processed food needs to pay attention to
how to serve food and serve customers so
that they can obtain satisfaction in both
product quality and service quality. Home
meals commonly serve food on the spot,
yet there are also home meals that provide
take-out dining and delivery services to
serve their customers. Restaurants usually
specialize in a certain type of food that
regulates them, for example, Chinese food
restaurants, Padang restaurants, and fast-
food restaurants (Mahsyar & Surapati,
2020). This causes the emergence of more
restaurants that serve fast food, especially
processed chicken products.

One of the restaurants that provide
fast food in the form of chicken meat
products is the Meatball Celebes Restaurant
in Makassar City. This restaurant is one of
the efforts to diversify processed chicken
meat products by Maiwa Breeding Center
(MBC) of the Faculty of Animal
Husbandry, Universitas Hasanuddin. One
of the products sold is Crispy Chicken. The
public is familiar with this type of product
because several other restaurants also offer
similar products. In this case, considering
that several levels of the community like
crispy  chicken,  Meatball  Celebes
Restaurant presents to enrich and provide
alternative choices for the community with
different tastes, prices, and services.

The competition for fast food
restaurants is quite tight because the
competitors which offer similar products
are quite a lot. Therefore, every manager
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tries to provide good product quality and
excellent service quality to its consumers.
Product quality is the totality of product
characteristics which include product
performance, product function, product
reliability, and so on to satisfy the expected
needs and desires of consumers.
Meanwhile, the quality of service is an
effort to fulfill the needs and desires of
consumers and the accuracy of delivery to
balance consumer expectations (Rizky
satria, 2013). These efforts are done aiming
to provide satisfaction to consumers.
Consumer satisfaction is a consumer's
overall feeling about the product or service
that has been purchased. Such consumer
feelings can be expressed with feelings of
liking or satisfaction or feelings of dislike
or dissatisfaction after consumers compare
the product's performance with their
expectations (Kotler & Keller, 2016).

Furthermore, product quality is the
driving force for consumer satisfaction
(Febryanto & Bernarto, 2018). Consumers
will compare perceptions of characteristics
in product quality before and after using the
product (Serhan & Serhan, 2019). Overall,
consumer positive evaluations on the
performance of goods or services will
influence their purchasing behavior (Zhong
& Moon, 2020). In this case, product
quality is a factor that significantly affects
consumer satisfaction (Ramdhani et al.,
2015). Related to this, similar findings were
also discovered in the previous study
(Purwanto et al., 2016), where the latent
variable of product quality has a significant
relationship to consumer satisfaction. This
is also supported by another research
project (Suchanek et al., 2017), that product
quality has a close relationship with
consumer satisfaction.

After consumers buy a product and
service, consumers will evaluate whether
the product and service meet their
expectations or not. When products and
services meet their expectation, consumers
will feel satisfied. However, when the
products and services produced do not meet
their expectation, consumers will feel
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dissatisfied. Whether the consumers are
satisfied or not, it depends on what is felt
after the purchase. The power of promotion
compared to its performance greatly
determines satisfaction for consumers
whether there is compatibility between the
products and services being promoted with
their performance in providing satisfaction
(Wang et al., 2019). This is in line with the
previous studies (Rodgers, 1989; Usman,
2015) concerning the closeness between the
buyer's expectations and the product's
perceived performance. It shows that
consumer satisfaction is closely related to
the evaluation results after the consumer
makes a purchase. Furthermore, it was also
explained (Lovelock & Wirtz, 2010) that
consumers do observe the performance of
products and services, then compare them
with their standards or expectations, and
further form a satisfaction rate based on the
comparison. In this case, when the
purchases result in the fulfillment of the
above needs and expectations, the
consumers' satisfaction arises. This opinion
is supported by the statement of previous
research (Kotler & Keller, 2016), that
consumer satisfaction is the level of one's
feelings that arise after comparing the
performance of the product received with
expectations. If the performance received is
much lower than expected, the consumer
will be dissatisfied. On the other hand, if
the performance received is in accordance
with the expectation, the consumer will be
satisfied. Furthermore, consumers will feel
very satisfied if the performance received
exceeds their expectations in terms of both
product quality and service. In addition,
research that has been done before (Kelemu
& Mandefro, 2017) explained that
consumers  perceived these purchase
intention can increase if consumers feel
satisfied and loyal to the product.

According to previous research
project (Kotler, 2017), service is the
producers’ behavior in meeting the

consumers' needs and desires in order to
achieve consumer satisfaction. The same
research (Kotler, 2017) then added that the
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behavior may occur during, before, and
after the transaction. In general, a high
service standard will result in high
satisfaction and frequent repurchases. In
this case, the word quality has many
definitions and meanings, the different
definitions will define it differently but
several definitions that we can find have
similarities even though it is only the way
of delivery which is usually found in
several elements.

Service quality commonly results in

satisfaction, followed by consumer
repurchase and service reuse. In
formulating  service  strategies  and

programs, companies must be oriented to
consumers' interests by paying attention to
service quality components (Kukanja &
Planinc, 2019). Measuring service quality
is more difficult than product quality
(Nguyen et al.,, 2018). Measuring the
service quality of the service delivery
process is very important, in addition to the
results of a service. According to research
that has been done before (Lovelock &
Wirtz, 2010), consumer-based standards
and measurements of service quality can be
categorized into two; hard and soft. In hard
and standardized measurements, the
characteristics and activities of the service
process can be calculated, timed, and
measured through an audit. On the other
hand, the service process in soft
measurement cannot be easily observed,
and information must be collected through
communication with customers, employees,
or other people. However, soft
measurement can provide direction,
guidance, and feedback for employees
regarding efforts to achieve customer
satisfaction. In addition, through this
measurement, satisfaction can be measured
through the consumer perceptions and
beliefs.

Consumer  satisfaction  certainly
determines the sustainability of business
whether it has met the consumers' needs
and desires both in terms of the products
and services provided. Satisfied consumers
will certainly make loyal customers who
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will eventually repurchase. This is
important because as a newly opened
business, efforts are made to increase sales
volume and turnover in order to survive.
Therefore, a good assessment by consumers
of product quality and service quality will
support the business to survive. The
perceptions of consumer satisfaction
concerning the product and service quality
are certainly important information for
managers to improve their performance in
accordance with the consumer
expectations.

MATERIAL AND METHOD

Current research was carried out for 8
months starting from March to November
2021 at Meatball Celebes Restaurant which
served one of the most popular products,
MBC Crispy Chicken. The research
population includes all consumers who
have purchased the product for more than
twice. The average number of buyers in a
day is 30 people so that the total population
is 900 people. In this case, the number of
samples was determined using the Slovin
formula as follow:

N
1+ N(e)?

n

Information:

n = Sample size/number of respondents

N = Population size

E = Percentage of tolerance for accuracy of
sampling error; e = 0.1.

Sample determination results:

_ N
1+N(e)*®
900

1+900(0.1)°

n=290

The minimum sample size of random
90 people then received questionnaires
according to the contact number obtained
from the buyer. Researchers did not need
give instructions directly to research
respondents, because the questionnaire has
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included an explanation on how to fill out
the questionnaire, so it was assumed that all
respondents can understand how to fill out
the questionnaire correctly. This research
was conducted during the Covid-19
pandemic, so the researchers used an online
questionnaire (google form) in addition to a
paper-based questionnaire, which was
directly distributed to the respondents. The
number of questionnaires distributed was
added by 10 percent of the minimum
sample size to anticipate incomplete data.

Both types of questionnaires have the
same content, which is a list of questions
and statements related to the problems
studied. The questionnaire is a closed
questionnaire consisting of two parts, in
which the first part consists of questions to
obtain consumer identity, while the second
part contains statements to obtain data
about respondents' responses to research
variables, including perceived satisfaction
with the quality of products and services
from  Meatball Celebes Restaurant.
Furthermore, google forms were distributed
via WhatsApp and email, containing closed
questionnaire at a scale of 1-5 to obtain
interval data and are given a value or score
as follow:
1. Strongly agree =5
2. Agree =4
3. Neutral =3
4. Disagree = 2
5. Strongly disagree =1

The respondents who were involved
in the current research were selected based
on the Slovin Method with an error rate of
10%, which is 98 people with a minimum
sample size greater than or equal to 30
(n>30) (Kerlinger & Lee, 2011).
Data Analysis
IPA (Importance Performance Analysis)
Analysis Method

The reliability test was carried out
using Cronbach Alpha method. The
measuring instrument is considered reliable
if it uses an alpha coefficient greater than
0.60. In this study, the measurement of the
the questionnaire validity used the Product
Moment technique. In this case, if r product
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moment is greater than the correlation
value in the critical number table, the value
of r means that the correlation between X
and Y is consistent, reliable and valid to
use (Saidani & Arifin, 2012).

The level of consumer satisfaction,
the quality performance of Crispy Chicken
products, and the service quality were
measured using the Importance
Performance Analysis (IPA) (Rangkuti,
2006). Measurements were calculated using
a 5-level Likert scale to measure the level
of importance, including very important
(5), important (4), quite important (3), less
important (2), and not important (1). The
Likert scale was also used to measure the

TE TE oy

level of performance, including very good
(5), good (4), quite good (3), poor (2), and
not good (1). According to Supranto
(2006), the stages in the Importance
Performance Analysis method are First,
calculating the average performance of (Xi)

and the importance of (¥i) of all
respondents.
The average performance and

importance of all respondents was further
calculated by the following formula:

a. The calculation of the
evaluation  of  importance
performance of each attribute:

average
and

Xi=SE < yi=SEs

Xi = average weight of level evaluation of the performance of attribute i
Yi = average weight of level evaluation of the importance of attribute i
n = number of respondents

The second step is calculating the
Level of Conformity (TKi) between the
level of performance and importance or
expectations. TKi was calculated using the
following formula:

TKi = ;'— X 100%

where Xi is the score of the performance of
attribute i and Yi is the score of the
importance of attribute i.

Third is calculating the average level of

importance and performance of the overall
attribute:

Xi = E:’” < yi= Il
Xi = average score of attribute
performance

Yi = average score of attribute importance
K = number of attribute that can affect
the respondents’ satisfaction

Importance (Y)

Quadrant | Quadrant 11
Main Priority Maintain the achievement
Y
Quadrant I Quadrant IV
Priority Excessive
=
X Performance (X)
Figure 1. Cartesian diagram (Nasution, 2010)
After the weight of the performance obtained, then they were plotted into

and importance as well as mean score of
performance and  importance  were

DOI: 10.21776/ub.jiip.2023.033.01.09

Cartesian diagram as in the following
Figure 1.
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Quadrant I (Main Priority)

This quadrant is an area where the
importance aspect is categorized as high
importance but the performance is low, thus
disappointing  the  consumers.  The
performance of aspects that are included in
this quadrant must be improved and become
a priority for the manager of the Meatball
Celebes Restaurant.

Quadrant Il (Maintain the Achievement)

This quadrant shows the attributes
that are considered very important by
consumers and have been implemented by
the manager of Meatball Celebes
Restaurant. Aspects that are included in this
quadrant must be maintained and must be
managed properly.

Quadrant 111 (Priority)
This quadrant is an area that contains

attributes with a low level of importance
and performance. The aspects included in
this quadrant are perceived as less important
by consumers and their implementation is
considered poor. However, the manager of
Meatball Celebes Restaurant still needs to
be vigilant, observe, and control every
aspect of this quadrant, because the level of
consumer interest can change as demand
increases.

Quadrant IV (Excessive)

This quadrant shows attributes that
are considered less important by consumers,
but the manager of Meatball Celebes
Restaurant has implemented them well, so
they are considered excessive. The
attributes to analyze the level of consumer
satisfaction can be seen in Table 1.

Table 1. Instrument of research on IPA (Importance Performance Analysis) analysis

Variables Dimension Indicator
Consumers’ Performance e Filling
Satisfaction e Insurance of product safety
Feature e  Product Variance
e Interesting appearance
Realiblity o Delicious taste
e  Affordable product price
Conformance e  Conformity between taste and product
price
e Timeliness of serving
Durability e  Product durability
Serviceability e Serving speed
e  Product availability
Aesthetics e  Product serving attractiveness
e  Product packaging appearance
Perceived quality e  Product quality
e Suitable for all levels
Service Satisfaction  Tangible e Complete facility
e Parking area
e Cleanliness
Realibility e Employees serve carefully
e Honest employees
Responsiveness o  Employees speed in serving
o Auvailability of solution when there is

Assurance

Emphaty

consumers’ complaint

Security assurance

e Employees have complete knowledge
regarding the product

o Employees attention

e  Prioritizing the consumers’ interest
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CSI  (Customer Satisfaction Index)
Analysis Method
Customer Satisfaction index is an

index that measures the level of consumers'
or members satisfaction based on certain
attributes. It depends on the information
needs that companies want to get from
consumers (Massnick, 1996). The measured
attributes can be different for each industry,
even for each company.

According to Aritonang dan Lerbin
(2005), there are four steps in calculating
the Customer Satisfaction index (CSlI),
those are:

1. Determining the Mean Importance Score
(MIS). This score comes from the
average level of importance and
performance of each member:

MIS = Z=a¥e

n

Where: n = respondent
Yi = Importance score of attribute i
Xi = Performance score of attribute i

Table 2. Consumer Satisfaction Index Criteria

2. The making of Weight Factors (WF) is
the percentage of MIS score per attribute
towards total MIS of all attributes.

WF = Ep’"{jm x 100%

Where: p = 20 aspects of group ability
| = Attributes of group ability aspect of i

3. The making of Weight Score (WS) is the
multiplication between Weight Factor
(WF) with the Mean Satisfaction Score

(MSS)

WSi = WFi x MSS;

Where: i = Atribute of group ability
aspect of i

4. Determining the Costumer Satisfaction
Index

CSlefz-;"’iXmO%
The consumer satisfaction scale

commonly used in the interpretation of the
index is a scale of zero to one as described
in Table 2.

Index Score Consumer Satisfaction Index Criteria
0.80 - 1.00 Very satisfied
0.60-0.79 Satisfied

0.40 - 0.59 Quite satisfied
0.20-0.39 Less satisfied

0.00-0.19 Not satisfied

Source: (Chandra & Novia, 2019

RESULTS AND DISCUSSION
Reliability and validity analysis

Based on the results of the reliability
test of the product importance
questionnaire, the alpha coefficient (o)
obtained is 0.633, while the alpha
coefficient (a) of the product performance
questionnaire obtained is 0.733. Therefore,
each question item on the questionnaire is
considered reliable because it has an alpha
coefficient (o) greater than 0.60 (van
Griethuijsen et al., 2015). Furthermore, the
results of the reliability test of the service
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importance questionnaire obtained an alpha
coefficient (o) of 0.860, while the alpha
coefficient (a) of the product performance
guestionnaire obtained at 0.827.

Therefore, each question item on the
questionnaire is considered reliable because
it has an alpha coefficient (a) greater than
0.60 (van Griethuijsen et al., 2015). The
results of the validity test on the
questionnaire on the product importance
and performance level revealed that the r
value of each statement on the
questionnaire obtained r table value (a =
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0.1) of 0.301. In addition, the results of the
validity test of the importance and service
performance questionnaire revealed that r
value for each statement on the
questionnaire obtained r table value (o =
0.05) of 0.301. It indicates that every
statement in the questionnaire is valid to
use (Lodhita, 2014).

IPA (Importance Performance Analysis)
Analysis
Product Quality of Meatball Celebes
Restaurant

The mean score of importance and
performance for the quality of Meatball
Celebes restaurant products is 89.44, as can
be seen in Table 3.

Table 3. The calculation results of the average level of importance and performance for the
product quality of celebrity meatball restaurants

Z
o

Product quality aspects

Product quality

(x) y) TKi (%)

a Function (performance) 411 4,53 90.73
b Feature 3.89 4.37 89.02
c Reability 411 4.5 91.33
d Conformance 3.91 4.45 87.87
e Durability 3.95 4.39 89.98
f Serviceability 3.67 4.36 84.17
g Aesthetics 3.93 4.28 91.82
h Perceived quality 4.03 4.45 90.56

Mean 3.95 4.42 89.44

Source: Primary Data After Being Processed 2021

Diagram Kartesius

4.557 kuadran | (prioritas utama)

4.50

4.45-

kuadran |l (per’[ahagkan kinerja)

c

4404 kuadran lll (prioritas)

Importance

T
4.35

430

4.25-]

e kuadran IV (berlebihan)

Performance

Figure 2. Cartesian Diagram of Product Quality

Based on Table 3. the mean score for
the importance level is 4.42, while the
mean score of the performance level is
3.95. These two scores are the centerline of
the Cartesian Importance Performance
Analysis  (IPA) diagram, where the
importance level is the Y axis and the
performance level is the X axis. The
Cartesian Importance Performance
Analysis (IPA) diagram can be seen in
Figure 2.
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1. Quadrant |

The calculation results show that
quadrant | on the Cartesian diagram shows
the level of importance of an attribute that
is considered important to consumer
satisfaction regarding the product quality.
However, the performance of this attribute
is still not optimal. Attributes that are in
quadrant | have a high importance level but
their performance is still low. The attributes
that are in quadrant | are:
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a. Conformance
This attribute is considered low so that
it is in quadrant | since the price of the
product is considered not in accordance
with the price offered. The price is quite
expensive but the taste often changes.
Likewise with the timeliness of serving
aspect, in which consumers often wait
too long because Meatball Celebes
restaurant serving takes a long time so
that consumers become bored.
2. Quadrant Il
The attributes that are in quadrant Il
describe the attributes of function
(performance), reliability, and perceived
quality of Meatball Celebes Restaurant as
attributes that are considered very
important by consumers and have been
implemented  properly according to
consumer expectations. The performance in
this attribute must be maintained by
Meatball Celebes Restaurant because this
attribute is a strength in maintaining
consumer trust in the performance carried
out. The attributes that are included in
quadrant Il are:
a. Function (performance)
In this attribute, the product quality of
Meatball Celebes Restaurant is very
important for consumers. The better the
quality of the product, the higher the
consumer's interest to consume the
product. Consumers also attach great
importance  to product  safety.
Consumers need to get an assurance
whether the products purchased and
consumed are safe for them. The
performance made to provide a sense of
security is also very good.

b. Reability
On this attribute, good taste and
affordable product price are very

important. The performance of Meatball
Celebes Restaurant in providing good
taste at an affordable price has been very
good.
c. Perceived Quality

In this attribute, the quality of the
Meatball Celebes Restaurant product is
good and suitable for all groups, thus is
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considered important by consumers. The
performance has also been very good.
3. Quadrant 11l
The attributes that are in quadrant
Il describe the attributes of the consumer
satisfaction aspects with the product quality
of Meatball Celebes Restaurant as less
important, while the actual performance is
also still low. In quadrant Ill, there are 3
attributes that are considered less important
by consumers and performance that has less
attention, those are:
a. Feature
This attribute includes product variations
and attractive appearance, which are
considered less important by consumers.
Likewise, the performance carried out
by Meatball Celebes Restaurant is still
low and consumers are not satisfied.
b. Service
In this attribute, the speed of serving and
products that are always available at
Meatball ~ Celebes  Restaurant is
considered less important for consumers.
In addition, the performance is also very
low. In this case, the Celebes Meatball
Restaurant service is considered not
providing satisfaction to consumers.
c. Aesthetics
In this attribute, the speed of product
serving and attractive appearance are
considered less important for consumers.
In terms of performance, consumers of
Meatball Celebes Restaurant are not
satisfied with  the serving and
appearance of the product.
4. Quadrant IV
The attributes that are in quadrant
IV describe the attributes of the consumer
satisfaction aspect with product quality as
attributes that are less important but the
actual performance is high. The attribute
that is included in quadrant 1V is
a. Durability
In this attribute, the durability of the
product is considered less important for
consumers, because the product is eaten
immediately. However, the
performance is quite high.
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Service Quality of Meatball Celebes
Restaurant

Based on the calculation of TKi in
Table 4, the mean score of importance and
performance  for  Meatball  Celebes
restaurant services is 90.19, which can be
seen in Table 4. Based on Table 4. it can be
seen that the mean score of the importance
level is 4.32, while the mean score of the

performance level is 3.90. These two scores
are the centerline of the Cartesian
Importance Performance Analysis (IPA)
diagram, where the importance level is the
Y axis and the performance level is the X
axis. The Cartesian Importance
Performance Analysis (IPA) diagram can
be seen in Figure 3.

Table 4. The results of the average calculation of importance and performance level for the
service quality of celebrity meatball restaurants

No Service Quality Aspects

Service Quality

(x) (y) Tki (%)
a Tangible 3.68 4.37 84.21
b Reability 4.00 4.42 90.50
c Responsiveness 3.84 4.30 89.30
d Assurance 4.00 4.32 92.59
e Empathy 3.98 4.21 94.54
Mean Score 3.90 4.32 90.19
Source: Primary Data that has been processed 2021
Diagram Kartesius
445+ kuadran | (prioritas utama) (pg%%%rggklgn
kinerja) b
4 .40
E 435
£ -
2 kuadran Il (prioritas) c kuadran IV
E 430 (berlebihan)
425+
4.20 -
360 3.IFD 3.80 3.90 4.IDD

Performance

Figure 3. Service Cartesian Diagram

1. Quadrantl

The calculation results show that
the quadrant | of the Cartesian diagram
shows the importance level of an attribute
that is considered important to consumer
satisfaction concerning the product quality
but the performance of this attribute is still
not optimal. Attributes that are in quadrant
| have a high importance level but their
performance is still low. The attributes that
are in quadrant | are:
a. Tangible
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This attribute is classified as low so that
it is in quadrant | because complete
facilities such as adequate parking area
and a clean and comfortable place are
very important for consumers. In this
case, Meatball Celebes Restaurant has
not been performing well because of the
unavailability of these facilities.
2. Quadrant Il
The attributes that are in quadrant 11
describe the attributes of the ability to
provide reliable services as attributes that
are considered very important by
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consumers and have been carried out
properly according to consumer
expectations. The performance in this
attribute must be maintained by Meatball
Celebes Restaurant because this attribute is
the strength in maintaining consumer trust

in the performance carried out. The
attributes included in quadrant 11 are:
a. Ability in giving reliable service

In this attribute, providing reliable

service is very important for consumers.
The performance of Celebes Meatball
Restaurant in providing services is very

good and in accordance with the
consumer expectations because it is
considered capable of providing
services in accordance with the
consumers' expectations.

3. Quadrant Il

The attributes that are in quadrant

I11 describe the attributes of the aspect of
consumer satisfaction on the service quality
of Celebes Meatball Restaurant as less
important  attributes and the actual
performance is still low. In quadrant III,
there is 1 attribute that is considered less
important by consumers and the
performance that is not paid attention to,
which is:
a. Responsiveness

In this attribute, the responsiveness of

employees in providing services and

solutions if there are complaints is

considered less important by

consumers. Likewise, the performance

is still low and consumers are not

satisfied with the response provided by

the Celebes Meatball Restaurant.
4. Quadrant IV

The attributes that are in quadrant

IV describe the attributes of the consumers'
satisfaction aspect with service quality as
attributes that are less important but the
actual performance is high. The attributes
that are included in this quadrant 1V are:
a. Assurance

In this attribute, the assurance of

security, employees who completely

know about the product and good, as

well as polite service are considered less
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important. However, the performance

performed is very high in that regard.
b. Emphaty

In this attribute, the attention given by

employees and prioritizing the interests

of consumers are considered less

important for consumers. However, in

this case, the Meatball Celebes

Restaurant has been performing very

well.
CSI  (Customer
Analysis Method
Product Quality of Meatball Celebes
Restaurant

The analysis results of the
Consumers' Satisfaction Index show the
extent to which the level of consumer
satisfaction with the product quality of
Celebes meatball restaurants. The results of
the CSI analysis can be seen in Table 5.
Based on the results of the CSI
calculations, the score of the Customer
Satisfaction Index is 79%, or an interval of
0.79. If this score is based on the consumer
satisfaction index, then the CSI score which
reaches 0.79 is in the range of 0.66 - 0.80.
Therefore, the member satisfaction

index for the attributes tested is generally
on the "satisfied" category which means it
is necessary to maintain its performance
and improve its performance so that
consumer satisfaction with product quality
is close to 100 percent or at the very
satisfied level.

Based on the IPA analysis, the CSI
results state that the level of consumer
satisfaction is at an interval of 79%. For the
satisfaction level, this score has been
maximized so that the celebrity meatball
restaurant must maintain its performance
and improve its performance. The attributes
that must be prioritized to improve their
performance are in quadrant I, where the
performance of these attributes is not
optimal and must be improved
continuously. Meanwhile, the performance
of the attributes in quadrant Il must be
maintained, so that in its development, it is
expected to increase the CSI score to the
very satisfied criteria. This was conveyed

Satisfaction  Index)
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previously (Fuaduzzaki Khoirurronman et dominant  influence on  consumer
al., 2015) that product feasibility has a very satisfaction.
Table 5. CSI Calculation of product quality of Meatball Celebes Restaurant
Mean Weight Mean Weight
No Product Quality Aspects Importance Factors Satisfaction Score
Score (MIS) (WF) Score (MSS)
a Performance 4.53 12.81 4.11 0.53
b Feature 4.37 12.38 3.89 0.48
¢ Reability 4.50 12.74 4.11 0.52
d Conformance 4.45 12.60 3.91 0.49
e  Durability 4.39 12.42 3.95 0.49
f Serviceability 4.36 12.33 3.67 0.45
g Aesthetics 4.28 12.13 3.93 0.48
H Perceived quality 4.45 12.60 4.03 0.51
Total 35.33 100.00 31.60 3.95
Mean 4.42 12.50 3.95 0.49
CSl 0.79

Source: Primary Data that has been processed 2021

Service Quality of Celebes Meatball
Restaurant

The analysis results of the Customer
Satisfaction Index show the extent to which
the level of customer satisfaction with the
service of the Meatball Celebes restaurant.
The results of the CSI analysis can be seen
in Table 6. Based on the results of the CSI
calculations, it can be seen that the score of
the Customer Satisfaction Index is 78% or
an interval of 0.78. If this score is based on

the consumer satisfaction index, then the
CSI value which reaches 0.78 is in the
range of 0.66-0.80.

Therefore, the member satisfaction
index for the tested attributes is generally in
the “satisfied" criterion which means it is
necessary to maintain its performance and
improve its performance in order that the
consumer satisfaction with product quality
close to 100 percent or at the level of very
satisfied.

Table 6. CSI Calculation of Celebes Meatball Restaurant Services

Mean

Weight Mean

No Product Quality Aspects Importance Factors Satisfaction Vg/;at;t
Score (MIS) (WF) Score (MSS)

a  Tangible 4.37 20.22 3.68 0.74
b Reability 4.42 20.43 4.00 0.82
c Responsiveness 4.30 19.90 3.84 0.76
d Assurance 4.32 19.98 4.00 0.80
e Empathy 4.21 19.48 3.98 0.77
Total 35.33 100.00 19.50 3.90

Mean 4.42 20.00 3.90 0.78

Csl 0.78

Source: Primary Data that has been processed 2021

Based on the IPA analysis, the CSI
results state that the level of consumer
satisfaction is between 78%. In the case of
satisfaction level, this score has been
maximized so that the celebrity meatball
restaurant must maintain and improve its
performance. The attributes that must be
prioritized to improve their performance
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are in quadrant I, where the performance of
these attributes is not optimal and must
continue to be improved. Meanwhile, the
performance of the attributes in quadrant Il
must be maintained, so that in its
development it is expected to increase the
CSI value to the very satisfied criteria. This
is in accordance with the opinion in the
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previous research (Yansah et al., 2001)
which shows that tangible, reliability,
responsiveness, assurance, and empathy
variables have a significant effect on
consumer satisfaction.

CONCLUSION

1. Conformance attribute is very important
for consumers but has low performance
such as prices that are considered not in
accordance with the taste or quality of
the product. In addition, attributes in
quadrant 1l have low priority to be
improved, including features, services,
and aesthetics.

2. Tangible such as cleanliness, parking
area, and other facilities are considered
important but are still incomplete and
show low performance so this is a top
priority because they are in quadrant I.

3. The quality of service from the aspect
of the ability to provide reliable
services is considered very good
because it is able to serve and respond
when there are complaints from
consumers.

4. The level of consumer satisfaction for
product quality based on CSI results is
in the range of 79% or 0.79.
Meanwhile, service satisfaction is in the
range of 78% or 0.78. This score is
almost maximum or categorized as
satisfied. Therefore, Meatball Celebes
Restaurant must continue to improve its
performance by improving the
attributes in quadrant | and still
maintaining  the performance of
attributes in quadrant II.

ACKNOWLEDGEMENT

Gratitude is expressed to the
manager of the Celebes Meathall
Restaurant who has facilitated the research
site. Thank you as well to the Rector of
Universitas Hasanuddin through the Unhas
Research and Community Service Institute
for providing the 2021 Academic Advisory
Lecturer Research grant.

DOI: 10.21776/ub.jiip.2023.033.01.09

REFERENCES

Lerbin, R., & Aritonang, R. (2005).
Kepuasan Pelanggan, Pengukuran
dan Penganalisisan Dengan SPSS.
PT. Gramedia Pustaka Utama,
Jakarta..

Chandra, T., & Novia, D. (2019). Analysis
of Service Quality and Customer

Satisfaction Using Customer
Satisfaction  Index (CSI) and
Importance  Perfomance  Analysis
(IPA) Method in ‘Jakarta’Optical

Pekanbaru. Procuratio: Jurnal limiah
Manajemen, 7(2), 125-39.
Bernarto, 1. (2018). The effects of service

quality, competitive prices and
product quality on  customer
satisfaction. Journal of
Environmental Management &
Tourism, 9(6 (30)), 1165-1171.
https://doi.org/10.14505/jemt.v9.6(30
).04

Khoirurrohman, M. F., Hartono, B., &
Utami, H. D. (2015). Analisis kualitas
pelayanan terhadap kepuasan
konsumen dalam pembelian ayam
goreng di “Ayam Goreng Roker” di
Malang. Jurnal lImu-1imu
Peternakan (Indonesian Journal of
Animal  Science), 25(2),  80-88.
https://doi.org/10.21776/ub.jiip.2015.
025.02.10

Kelemu, N., & Mandefro, G. (2017). The
role of marketing strategy for sales
volume: a case study on Ethiopian
textile firms, Ethiopia. Journal of
Marketing and Consumer
Research, 40(13), 332-341.

Kerlinger, F. N., Lee, H. B, &
Bhanthumnavin, D. (2000).
Foundations of behavioral research:
The most sustainable  popular
textbook by Kerlinger & Lee
(2000). Journal of Social
Development, 13, 131-144.

Kotler & Keller. (2016). Kotler & Keller -
Marketing Management. In Boletin
cultural e informativo - Consejo
General de Colegios Medicos de
Espafia (Vol. 22).

79



J. llmu-llmu Peternakan, April 2023, 33(1): 67-81

Kotler, P. (2017). Philip Kotler: some of
my adventures in marketing. Journal
of Historical Research in Marketing,
9(2). https://doi.org/10.1108/JHRM-
11-2016-0027

Kotler, P., & Keller, K. L. (2016).
Marketing Management, 15e édition.
New Jersy: Pearson Education.

Kukanja, M., & Planinc, T. (2019). Cost-

effective service excellence:
Exploring the relationships among
restaurants’ operational efficiency,

size and service quality. South East
European Journal of Economics and
Business, 14(2), 67-81. https://doi.
0rg/10.2478/jeb-2019-0014

Lodhita, H. E. (2014). Analisis Pengaruh

Kualitas Pelayanan Terhadap
Kepuasan Konsumen Dengan
Menggunakan Metode IPA

(Importance Performance Analysis)
dan CSI (Customer Satisfaction
Index) Studi Kasus Pada Toko Oen,
Kota  Ma (Doctoral  dissertation,
Universitas Brawijaya).

Lovelock, C. H., & Wirtz, J. (2010).

Services Marketing: People,
Technology,  Strategy.  Harvard
Business Review, 14(4). https://

doi.org/10.1108/09604520410546888

Mahsyar, S., & Surapati, U. (2020). Effect
of Service Quality and Product
Quality on Customer Satisfaction and
Loyalty. International Journal of
Economics, Business and Accounting
Research (IJEBAR), 4(1).

Massnick, F. (1996). Consult your
customers before making plans. In
Quality Progress (Vol. 29, Issue 11).

Nasution, M. N. (2010). Manajemen Mutu
Terpadu (Total Quality Manajement).
In Manajemen Mutu Terpadu (Total
Quality  Manajement).  Jakarta:
Ghalia.

Nguyen, Q., Nisar, T. M., Knox, D., &
Prabhakar, G. P. (2018).
Understanding customer satisfaction
in the UK quick service restaurant
industry:  The influence of the

DOI: 10.21776/ub.jiip.2023.033.01.09

tangible attributes of perceived
service quality. British Food
Journal, 120(6), 1207-1222.

https://doi.org/10.1108/BFJ-08-2017-
0449

Purwanto, E., Deny, D., & Tansil, R. C.
(2016). Pengaruh atmosferik terhadap

kepuasan dan niatan  perilaku
konsumen. Jurnal  Ekonomi  dan
Bisnis, 19(3), 355-372. https://doi.

0rg/10.24914/jeb.v19i3.346
Ramdhani, H. S., Daryanto, A., & Rifin, A.
(2015). Kepuasan Sebagai Variabel
antara Kualitas Produk, Kualitas
Pelayanan, dan Persepsi Nilai
terhadap Loyalitas Konsumen pada
Restoran Baru. Jurnal Ilmu Keluarga

Dan Konsumen, 8(2). 115-124.
https://doi.org/10.24156/jikk.2015.8.2
115

Rizky satria. (2013). Pemasaran Jasa -
Prinsip, penerapan, dan penelitian. In
Journal of Chemical Information and
Modeling.

Rodgers, B. L. (1989). Concepts, analysis
and the development of nursing
knowledge: the evolutionary
cycle. Journal of advanced
nursing, 14(4), 330-335. https://doi.org
/10.1111/j.1365-2648.1989.th03420.x

Saidani, B., & Arifin, S. (2012). Pengaruh
kualitas produk dan kualitas layanan
terhadap kepuasan konsumen dan
minat beli pada ranch market. JRMSI-
Jurnal Riset Manajemen Sains
Indonesia, 3(1), 1-22.

Serhan, M., & Serhan, C. (2019). The
Impact of Food Service Attributes on
Customer Satisfaction in a Rural
University Campus Environment.
International  Journal of Food
Science, 2019. https://doi.org/10.
1155/2019/2154548

Suchének, P., Richter, J., & Kralova, M.
(2017). Customer satisfaction with
quality of products of food
business. Prague economic
papers, 2017(1), 19-35. https://doi.
0rg/10.18267/j.pep.595

80



J. llmu-llmu Peternakan, April 2023, 33(1): 67-81

Usman, U. (2015).
Satisfaction  and Post-Purchase
Process in Services. Performance
Management System at Silkbank,
14(2).

Van Griethuijsen, R. A. L. F., van Eijck, M.
W., Haste, H., den Brok, P. J.,
Skinner, N. C., Mansour, N., Gencer,
A. S, & BouJaoude, S. (2015).
Global patterns in students’ views of

Measuring  of

science and interest in science.
Research in Science Education,
45(4), 581-603.  https://doi.org/

10.1007/s11165-014-9438-6

Wang, L., Yan, Q., & Chen, W. (2019).
Drivers of purchase behavior and
post-purchase evaluation in the
Singles’ Day promotion. Journal of
Consumer Marketing, 36(6), 835-

DOI: 10.21776/ub.jiip.2023.033.01.09

845. https://doi.org/10.1108/JCM-08-
2017-2335

Yansah, R. A., Hartono, B., & Hariyono,
M. B. (2013). Analisis kualitas
pelayanan (service quality) terhadap
kepuasan konsumen pada rumah
makan sop ayam Pak Min Klaten di
Malang. Jurnal [Imu-limu
Peternakan (Indonesian Journal of
Animal Science), 23(1), 30-34.

Zhong, Y., & Moon, H. C. (2020). What
drives customer satisfaction, loyalty,
and happiness in fast-food restaurants
in China? Perceived price, service

quality, food quality, physical
environment  quality, and the
moderating role of

gender. Foods, 9(4), 460.https://doi.
0rg/10.3390/foods9040460

81



