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Abstract: The research objective was to determine and analyze the influence of the physical 
evidence of service quality, caring, responsiveness, reliability, and guaranteeing customer 
satisfaction at the PT. Pegadaian Watansoppeng branch. Research carried out explanatory 
research and survey methods. The study population is new clients served PT. Pegadaian 
Watansoppeng Branch Company. The samples were taken using purposive sampling and 
obtained 100 samples. This research's data analysis methods are descriptive analysis with Linear 
Regression calculation, where the independent variables consist of physical evidence, concern, 
responsibility, reliability, assurance, dependent variable satisfaction customer. The results of 
studies using multiple linear regression analysis showed that service quality dimensions 
significantly influence customer satisfaction. As for the t-test is known that a significant level for 
each variable that is physical evidence = 0.658, concern = 0.002, responsiveness = 0.338, reliability 
= 0.000, and assurance = 1.239. From these results, two variables can prove the second hypothesis 
suggesting that the physical evidence of service quality dimensions, concern, responsiveness, 
reliability, and guarantees the dominant influence on customer satisfaction at the PT. Pegadaian 
Watansoppeng branch of the variable of concern and reliability and three other variables that 
physical evidence, responsiveness, and assurance are not acceptable or not truth. 
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1. INTRODUCTION  
 

The PT. Pegadaian was first born in Sukabumi in 1901 during the Dutch colonial era. Since the 
beginning of independence, PT. Pegadaian has been managed by the Government and has changed 
status several times, namely as a State Company (PN) since January 1/1961, then based on Government 
Regulation Number 7 (seven) and based on Government Regulation 10/1990, which was updated 
with Government Regulation 103/2000 changed to an until now. Now the age of PT. Pegadaian has 
reached 110 years. As the only institution that has always been consistent and loyal to the economic 
empowerment of the small people, at PT. Pegadaian will continually strengthen that image, namely 
"Providing financial solutions for middle and lower economic class people who need fast funds. PT. 
Pegadaian today has turned into a place where people get liquidity solutions. Customers who 
experience financial problems, both traders, employees, homemakers, and entrepreneurs, get the 
correct answer because the procedure is easy, the service is fast, the cost is relatively cheap, and the 
repayments are flexible. Goods that can be pawned are also increasingly diverse, ranging from electronic 
goods, gold jewelry, precious metals, motorized vehicles, and vehicle ownership certificates (BPKB). 
The wider community is increasingly getting to know PT. Pegadaian is a company close to small people 
as a company engaged in financial services, PT. Pegadaian, which has enjoyed a monopoly in pawn 
services, has begun to face various threats due to increasingly fierce competition in the financial services 
sector. The birth of the Anti-Monopoly Law has led to the growth of different financial institutions 
that offer pawn services using Sharia terms. For example, BRI Syariah, Mandiri Syariah, Danamon 
Syariah, and the existence of gold shops that open pawn practices and the proliferation of unsecured 
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credit products as an alternative solution to people's funding needs.  PT. Pegadaian constantly 
innovates in providing services to satisfy the needs of its customers. A company that cannot fulfill its 
customers in the current competitive situation will be abandoned by its customers. PT. Pegadaian 
customers will feel satisfied or dissatisfied with the service during the transaction process. Therefore, 
intensive strategies and handling are needed so that the financial assistance provided can satisfy 
customers. The quality of service to customers plays a significant role in marketing for all products or 
services, and even service quality can create a compelling differentiator compared to other companies. 
For service companies, services that can satisfy customers are essential so that the financial assistance 
provided continue to lead the market. Customer loyalty will be formed due to the excellent standard of 
service applied by all employees so that the perception of belief is not to employees but the company—
every office of PT. Pegadaian employee also functions as a company marketer who must be able to carry 
out personal branding. Employees must be able to make the company gain customer trust and maintain 
customer loyalty to ensure the company's future. 

Service quality is one of the essential attributes in financial services companies apart from the need 
for security issues and price. According to Heikkilä et al. 2017; Heikkilä et al., 2017, five dimensions are 
relevant to explaining service quality; known as the model SERVQUAL is Reliability, Responsibility, 
Assurance, Empathy, and Tangibles. For PT. Pegadaian, these five dimensions of service quality have 
been used as a reference for marketing strategies implemented by the company. They are the primary 
key to increasing customer satisfaction which ultimately leads to customer loyalty. On that basis, 
researchers are interested in proving whether satisfied and loyal customers will build a more substantial 
customer base for PT. Pegadaian. 

 
2. Literature Review 

 
Services quality, according to, e.g., Mashur et al. (2019); Santos de Oliveira & Caetano (2019); Zhu 

et al. (2020), are all economic activities whose results are not products in physical form or construction. 
These are usually consumed simultaneously as they are produced and can provide added value (such as 
convenience, entertainment, health, and pleasure) or solve problems faced by service users/consumers. 
In line with the above definition, Kotler et al. (1993) argue that service is any action or performance 
offered by one party to another, which does not materialize and does not result in anything. The 
production of services can be related to physical or vice versa. According to service is the provision of 
an invisible performance or action from one party to another. In general, the production of services will 
be consumed simultaneously, where there will be interactions between services and service recipients 
that can affect the results of these services (Babu et al., 2020; Luo & Chea, 2018). Services have four 
main characteristics that greatly influence the design of marketing programs, namely intangibility, 
inseparability, variability, and perishability. Assessment of service quality occurs during providing these 
services (Kitapci et al., 2014; Lo Liang Kheng, 2010). Every contact that happens between service 
providers and consumers is an illustration of their opportunities to satisfy or not satisfy their customers. 
Quality must start from customer needs and end in consumer perceptions (Kotler, 2000). It means that 
a good quality image is not based on the service provider's point of view or perception but the 
consumer's point of view or perception. The consumer consumes and enjoys the company's services, 
so the customer should determine the quality of the service (Indahingwati et al., 2019). 

Experience quality is a quality that consumers can only evaluate after buying or experiencing the 
service. At the same time, credence quality is a quality that is difficult for customers to assess, even 
though they have consumed a service, such as the quality of heart surgery (Haming et al., 2019). The 
difference between experience quality and credence quality is very subjective, for someone to judge the 
quality of car repair services, even though he has repaired it through a particular workshop (credence 
quality). As for others, he can feel the change or difference in service quality after taking the car to the 
repair shop (experience quality) (Corredor & Goñi, 2011; Duarte & e Silva, 2020). In general, extrinsic 
cues indicate service quality if there is no adequate information on intrinsic cues. In the context of 
evaluating the quality of products and services, it has been agreed that expectations have a significant 
role as a standard of comparison in evaluating quality and satisfaction. Consumer expectations are 
consumer beliefs before trying or buying a product used as a standard or reference in assessing the 
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product's performance (Chatterjee & Mandal, 2020; Haiyun et al., 2021). This expectation is formed 
from his experience of consuming the service at that time, information from friends, family, and others, 
and his needs. It can be measured from the level of customer satisfaction to prove whether the quality 
of service is good or not. Service quality is a good level of quality by customer expectations. Based on 
this definition, service quality can be realized by fulfilling customer needs and desires and the accuracy 
of delivery to balance customer expectations (Hasan & Putra, 2018). 

Measuring the gap between consumer expectations and perceptions about services is something 
that big companies routinely do as feedback to measure quality and make corrections if the quality is 
not satisfactory to consumers (Arora & Chakraborty, 2021; Tyce, 2020). Many service companies 
provide a list of questions to their customers to determine whether all the services provided are 
satisfactory and by consumer expectations. Many models can be used to analyze service quality. The 
choice of a model depends on the purpose of the analysis, the type of company, and the market 
situation. In research conducted by Parasuraman et al. (1994), it was concluded that there are five main 
dimensions in measuring service quality, namely: Reliability, Responsiveness, Assurance, 
Care/attention, and Physical Appearance. The Service Quality model was further developed by 
Parasuraman, Zeithami, and Berry (1994) in a series of their research based on the assumption that 
consumers compare service performance on relevant attributes with ideal/perfect standards. If the 
service performance matches or exceeds the norm, the perception of the overall service quality will be 
positive and vice versa. In other words, this model analyzes the gap between two main variables, namely 
the expected service and the perceived service. 

The service quality measurement in the SERVQUAL model is based on a multi-item scale designed 
to measure customer expectations and perceptions and the gap between the two on the five main 
dimensions of service quality: reliability, responsiveness, certainty, and attention physical appearance. 
The five main dimensions are translated into 22 detailed attributes for the expectation and perception 
variables, arranged in statements and scoring based on a Likert scale from 1 (strongly disagree) to 7 
(strongly agree). Evaluation of service quality using the SERVQUAL model includes the difference 
between the values assigned by customers for each statement related to expectations and perceptions 
(services received by customers). The Servqual score for each account can be calculated based on the 
following formula (Dodds et al., 1991; Zeithaml et al., 2002). 

 
SERVQUAL score = Perception score – Hope Score 

 
Consumer satisfaction with a service compares his perception of the service received and his 

expectations before using the service. If the expectations are exceeded, the service has provided a very 
high satisfaction (delighted) (Akob et al., 2021; Javed & Wu, 2020; Nguyen et al., 2019). Conversely, if 
the expectations are not achieved, the quality of the service does not meet what it wants, or the company 
fails to serve its customers. If the expectations are the same as those obtained, the consumer is satisfied 
(Simanjuntak, 2021; Simanjuntak & Putra, 2021). Satisfaction is the level of one's feelings after 
comparing the perceived performance (results) with his expectations. Therefore, the level of satisfaction 
is a function of the difference between perceived performance and expectations. Buyers will buy from 
companies that they believe offer high customer value (Irwansyah et al., 2019; Kadir, 2018). 
Furthermore, Philip Kotler & Keller (2009)states the total customer value and total customer cost. Real 
customer value is the set of benefits that customers expect from a particular product or service. Total 
customer cost is the set of costs incurred to evaluate, obtain, use and manufacture a product or service. 
The creation of customer satisfaction can provide several benefits, including harmonious relationships 
between companies and customers, providing a sound basis for repeat purchases, creating customer 
loyalty, and providing word of mouth recommendations that are profitable for the company (Cronin 
& Taylor, 1992; Zehir & Narcıkara, 2016). Providing service quality to increase customer satisfaction 
in a company will be influenced by several factors such as reliability, responsiveness, certainty, empathy, 
and physical form. (1) Reliability.  

Anderson & Srinivasan (2003) e-satisfaction is a gratuity from customers from previous real 
purchasing experience with individual electronic trading companies. This can be related to customer 
emotions, such as feeling happy. Satisfaction, trust, return visit intention, repurchase intention, and 
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loyalty have all been outlined due to positive customer experience (Randall et al., 2017) and (Haming 
et al., 2019). Ranjbarian et al. (2012) Classify five main dimensions that influence e-satisfaction: 
Convenience, Merchandising, and more valuable information are available online to produce better 
purchasing decisions and higher levels of e-satisfaction, Site design, Security, and Serviceability. Loyalty 
is built by consumer experience. Oliver (1999) defines customer loyalty as a firm commitment to buy 
back preferred products or services consistently in the future, causing the same brand to repeat or 
purchase the same brand, regardless of situational influences and marketing efforts. Kotler (2012) 
showing loyalty behavior can influences business growth, and the company gets to profit from 
premium prices, references, increases purchases and higher balances, reduces operating costs and 
customer acquisition costs. Anderson & Srinivasan (2003) Loyalty in online behavior is an attitude that 
benefits customers and their commitment to online companies that result in repurchase behavior. Loyal 
customers are committed and bound to retailers and are not easily bothered by more attractive 
alternatives (Putra, Said, & Hasan, 2017). Mang’unyi & Khabala (2017) Postulate that e-CRM 
infrastructure provides valuable customer support to remain loyal. The information stored in the e-
CRM database helps organizations see actual costs to attract and retain customers. Companies can also 
access new international customers and seize valuable data that is important for the competitiveness 
and market share of the company. Harrigan et al. (2015) Explaining the relationship between e-CRM 
and customer loyalty means that more satisfied customers buy back and spread positive things about 
positive service. Thus, loyalty will continue to play an essential role in the competitiveness and 
profitability of the organization. Apart from that, some researchers, i.e., (Hayes, 2008; Khan & Fasih, 
2014) suggested that e-CRM impacts loyalty. 

Alhaiou (2011) explains the relationship between e-CRM features and e-loyalty to online buyers at 
various stages of the transaction cycle argues that e-CRM in building customer relations affects the 
satisfaction and loyalty of online consumers. Research similar to that, Abdulfattah (2012) investigate 
the effects of various e-CRM features at different stages of the transaction cycle on customer 
satisfaction on the bank's website. The researcher also determined that e-CRM affects customer 
relations and increases online customer satisfaction and service quality. Rabbai (2013) confirms the 
effect of e-CRM on customer loyalty. Meanwhile, Alim dan Ozuem (2014) concluded that e-CRM 
effectively strengthened relationships with customers and promoted the development of attractive 
virtual communities, which further increased satisfaction. As stated by Abdulfattah (2012); 
Rahimiparvar (2014) regarding the use of e-CRM in building customer relationships, other studies 
establish that it affects online customer satisfaction. Service quality and retention (Tian & Wang, 2017) 
promote attractive virtual communities that further enhance satisfaction. According to Parasuraman 
et al. (Jasfar, 2005), reliability is the ability to provide the promised service appropriately and the 
company's ability to be trusted, primarily providing services on time in the same way according to the 
promised schedule. Without making mistakes. Reliability is the timeliness of service. Things to note 
here relate to waiting times and processing times. Service accuracy is related to service reliability and is 
free from errors (Kassianos et al., 2016). Responsiveness is the willingness or desire of employees to help 
and provide services needed by consumers (Rahaman et al., 2020). Letting consumers wait, especially 
for no apparent reason, will create a negative impression that should not happen. Unless this error is 
addressed quickly, it can be a memorable and enjoyable experience. For example, due to service delays, 
customers are given food or soft drinks while waiting. Service Quality that certainty includes 
knowledge, ability, friendly, polite, and trustworthy service personnel to eliminate the nature of 
customer doubts and be free from risk. (4) Empathy Putra et al. (2019) state that empathy includes the 
attitude of company and company officers to understand consumer needs and difficulties, good 
communication, personal attention, ease of communication. (4) Tangibles. According to Parasuraman, 
tangibles are the availability of physical facilities, equipment, and service facilities that can and must be 
in the service process. The service facilities referred to here are all types of equipment, work equipment, 
and other facilities that function as the main/auxiliary tool in carrying out work and socially function 
in the interest of people in contact with the company. 
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Figure 1: Research Model 
 

3. Research Method and Materials  
 

3.1. Samples Criteria 
 

The research design used in this study is research explanatory that aims to determine the effect of 
service quality from reliability, responsiveness, assurance, concern, and physical appearance on 
customer satisfaction at PT. Pegadaian Watansoppeng Branch. This study explains the causal 
relationship between variables through hypothesis testing. This study uses a survey method whose 
investigation is carried out to obtain facts from existing symptoms and seek factual information. This 
study used a purposive sampling technique. Namely, the sample was selected based on predetermined 
characteristics: (1) Already registered as PT. Pegadaian customers Watansoppeng Branch from January 
to September 2011. (2) Watansoppeng Branch PT. Pegadaian customers who make transactions more 
than twice a month from January to September 2011. (3) Descriptive statistical analysis of indicators 
aims to explain the trend of the data score of each indicator (central tendency value). The data trend 
can be indicated using the model's value (the score with the highest frequency). The results of the 
analysis were carried out with the help of the SPSS version 18.00 program. 

 
3.2. Measurement  

 
Methods of data collection by using a questionnaire. Measurement of the scale, we use a Likert scale 

(1 = strongly disagree, 2 = disagree, 3 = neutral, 4 = agree, 5 = strongly agree). The measurement of 
variables is illustrated in table 1. From the determination of the sample, the method is used, non-
probability sampling, namely the resolution of the sample using a random approach. To prove the 
hypothesis that has been put forward, the author uses the analysis method of principal return, which is 
an analysis to find out how far sales must be made to achieve the desired profit target with the following 
formula: 

 
Y = α0+ β1 X1 + β2 X2+ β3 X3 + β4 X4 + β5 X5 + e 

Info:      
Y = Customer satisfaction 
X1 = Reliability 
X2 = Responsiveness 
X3 = Empathy 
X4 = Assurance  
X5 = Tangible   
α0 = Coefficient Constant 
β = Partial regression coefficient, 
e  = error 
 

Reliability 

Responsiveness 

Empathy 

Assurance 

Tangibles 

Customer  
Satisfaction 
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Descriptive analysis is tangible, reliable, responsive, assured, and empathetic in distribution tables, 
frequencies, graphs, etc. To determine the functional relationship, correlation analysis and multiple 
linear regression measure the effect of independent variables on the dependent variable using regression 
analysis. The equations from this multiple linear regression analysis are with the help of a computer 
using the SPSS. The stages in the research, e.g., F-test, then to test the significance of the regression 
coefficient simultaneously, in calculating the f test, this is done through the help of a computer, use the 
SPSS For Windows program. To test the effect of each independent variable partially or to determine 
which variables influence purchasing decisions more, the t-test is used—coefficient of Determination 
(R2) test. In calculating the t-test and Coefficient of Determination (R2) test, this is also done through 
the help of a computer, use SPSS For Windows program.  

 
4. Results and Discussion  
 
4.1. Descriptive Analysis 
 

In this study, the objective is to be achieved by PT. Pegadaian is to see how far the quality of services 
is provided to customers. Questionnaires were distributed to respondents who were directly involved 
in filling out the questionnaire. In the implementation of this research, 100 respondents were assigned, 
of which out of 100 questionnaires distributed to respondents, all questionnaires had been returned, 
and all of them could be processed further. Based on table 2, the causal variables, namely Reliability, 
Responsiveness, Empathy, Assurance, Tangible, are categorized as "Excellent” as perceived by PT. 
Pegadaian customers. Customer satisfaction is also in the “Excellent” category.  

 
Table 1: Tendency Value of Research Variable Indicator Score 

Gender Indicator Mode Category 

Reliability  

X1.1 

4 Excellent 
X1.2 
X1.3 
X1.4 

Responsiveness 

X2.1 

4 Excellent 
X2.2 
X2.3 
X2.4 

Empathy  

X3.1 

4 Excellent 
X3.2 
X3.3 
X3.4 

Assurance 

X4.1 

4 Excellent 
X4.2 
X4.3 
X4.4 

Tangible 

X5.1 

4 Excellent 
X5.2 
X5.3 
X5.4 

    
The test uses a two-sided test with a significance level of 0.05. The test criteria for the test criteria 

are if r count r-estimated, then the instrument or statement items have a significant correlation with the 
total score (declared valid). The amount of data (n) = 93, then obtained r-estimated of 0.201. The 
instrument is said to be reliable if the indicators obtain consistent results. A questionnaire is dependable 
if someone's answer to the statement is consistent or stable. To test the reliability of the measurement 
instrument, Cronbach's Alpha procedure was used. According to (Ghozali, 2005) a device is considered 
reliable enough if the Alpha value is greater than or equal to 0.60. The Validity and Reliability testing 
results concluded that all questions were valid for each research variable and reliable for all variables. 
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Then all the resulting score data can be used for the regression analysis process and further statistical 
tests. Based on the calculation results as shown in Table 2, the following regression equation is obtained. 

 
Table 2: The Results of Validity Test of Tangible Variable (X1) 

Variable / Item r-calculated r-estimated Result 

Reliability 

0.669 

0.60 
 

Valid 
 

0.879 
0.778 
0.652 
0.884 

Responsiveness 

0.667 

0.60 Valid 
0.659 
0.789 
0.787 
0.850 

Empathy 

0.567 

0.60 Valid 
0.802 
0.792 
0.666 
0.826 

Assurance 

0.765 

0.60 Valid 
0.664 
0.872 
0.698 
0.751 

Tangible 

0.801 

0.60 Valid 
0.660 
0.892 
0.769 
0.814 

Customer Satisfaction 

0.788 

0.60 Valid 
0.765 
0.874 
0.771 
0.625 

 
Table 2: Reliability test 

Variable Cronbach's Alpha r-estimated Result 
X1 0,857 0.60 Reliable 
X2 0,783 0.60 Reliable 
X3 0,860 0.60 Reliable 
X4 0,791 0.60 Reliable 
X5 0,707 0.60 Reliable 
Y 0,788 0.60 Reliable 

 
From the calculation results, it is known that: F-calculated = 323.433 > F-estimated = 2,467 or a 

significant level of 0.000 which is smaller than the level of = 5% meaning that from physical evidence 
reliability, responsiveness, Empathy, Assurance, and Tangible jointly have a significan t-statistic on the 
dependent variable, namely customer satisfaction at PT. Pegadaian Watansoppeng Branch. 

 
Table 3. Results of the Regression Equation 

Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) .924 1.358 .011 .444 .498 
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Model 
Unstandardized Coefficients 

Standardized 
Coefficients t Sig. 

B Std. Error Beta 

Reliability  .021 .046 .378 3.125 .658 

Responsiveness .385 .123 -.024 -.963 .002 

Emphaty -.042 .043 .598 4.946 .338 

Assurance .614 .124 -.032 -1.184 .000 

Tangible -.055 .047 .011 .444 .239 

a. Dependent Variable: Customer satisfaction 

 
Based on calculations with the help of the program, the multiple linear regression equation is 

obtained as follows: 
 

Y = 0,924 + 0,021X1+ 0,385X2 + -0,042X3+ 0,614X4+ -0,055X5 

 
Where each of these regressions has the following meaning: 

1. βo = 0.924 Meaning X1 ; X2; X3; X4; X5= 0 then the customer satisfaction of PT. Pegadaian 
Watansoppeng Branch has increased by 0.924. 

2. β1 = 0,021X1, that variable Physical Evidence positively affects customer satisfaction at the 
Watansoppeng PT. Pegadaian Branch. 

3. β2 = 0.385X2, which means that the variable concern positively influences customer satisfaction 
at PT. Pegadaian Watansoppeng Branch. 

4. β3 = -0.042 X3, Meaning Variable Response has a negative impact on customer satisfaction 
Watansoppeng PT. Pegadaian Branch. 

5. B4 = 0.614 X4, This means that the variable Reliability (X4) positively influences customer 
satisfaction at PT. Pegadaian Watansoppeng Branch. 

6. B5 = -0,055 X5, This means that the guarantee (X5) has a negative effect on customer satisfaction 
at PT. Pegadaian Watansoppeng Branch. 

 
Table 4: Simultaneous Test Results (F-test) 

Model Sum of Squares Df Mean Square F Sig. 

1 

Regression 1685.054 5 337.011 323.433 .000a 

Residual 97.946 94 1.042   

Total 1783.000 99    

a. Predictors: (Constant), Reliability, Responsiveness, Empathy, Assurance, Tangible 

b. Dependent Variable: Customer satisfaction 

 
4.2. Discussion 

 
Based on the results of the F-test in multiple linear regression analysis in this study, it is known that 

the significant level of 0.000a is smaller than the level of = 5%, meaning that all independent variables 
include tangible, empathy, responsiveness, reliability, and assurance together have a significant effect 
on the variable customer satisfaction. Thus, the first hypothesis of this study assumes that the factors 
which include tangible, empathy, responsiveness, reliability, and assurance together have a significant 
influence on variables. Customer satisfaction is proven true. The magnitude of the influence of all 
factors, which include tangible, empathy, responsiveness, reliability, and assurance, on customer 
satisfaction, is 0.945 or 94.5%. Thus, it can also be concluded that changes in customer satisfaction at 
PT. Pegadaian Watansoppeng Branch are influenced by other factors as independent variables in this 
study of 0.055 or 5.5%. The relatively strong influence of tangible, empathy, responsiveness, reliability, 
and assurance together have a significant effect on consumer satisfaction. Indicating that the 
assumption of neglect of factors outside of service quality, such as complaints, is expected in the 
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following research that examines the effect of service quality on customer satisfaction, it is also necessary 
to include the complaint variable. Based on the results of multiple linear regression for the t-test, it is 
known that the significant level for each variable is tangible (β = 0.658), empathy (β = 0.002), 
responsiveness (β = 0.338), reliability (β = 0.000), and assurance (β = 1.239). From these results, two 
(2) variables can prove the second hypothesis, which suspects that the dimensions of service quality 
tangible, empathy, responsiveness, reliability, and assurance have a dominant effect on customer 
satisfaction at PT. Pegadaian Watansoppeng Branch, namely the empathy variable and the reliability 
variable. In comparison, the other three (3) variables, namely tangible, responsiveness, and assurance, 
were not accepted or not proven true.  The magnitude of the influence of each of these factors 
influences customer satisfaction at the Watansoppeng Branch PT. Pegadaian respectively: (1) the 
tangible factor has an insignificant positive effect of = 0.021 or 2.1%, meaning that customers will be 
more consider again in using the services of the Watansoppeng Branch PT. Pegadaian and customers 
can also suggest to others in terms of tangibles owned by the Watansoppeng branch PT. Pegadaian. (2) 
the empathy factor (X2) has a significant positive effect of = 0.385 or 38.5%, meaning that customers 
will suggest to others to use the services of PT. Pegadaian Watansoppeng Branch in terms of empathy 
owned by PT. Pegadaian Watansoppeng Branch. (3) the responsiveness factor (X3) has an insignificant 
negative effect of = (-0.042) or (-4.2%), meaning that customers will consider more in using the services 
of PT. Pegadaian Watansoppeng Branch, which includes speed of service, readiness to respond to 
customer requests, willingness to assist/receive complaints, and the delivery of information on service 
procedures are still considered inadequate by the customer; this allows the customer to advise others 
regarding the tangible shortcomings of PT. Pegadaian Watansoppeng Branch. (4) the reliability factor 
(X4) has a significant positive effect of = 0.614 or 61.4%, meaning that the customer will suggest to 
others using the Watansoppeng Branch PT services. Pegadaian in terms of empathy that can provide 
timely service (not delayed), suitability of service with promised, the accuracy of work results (accurate 
& not wrong), ability to solve customer problems, and neat management of customer documents 
owned by PT. Pegadaian Watansoppeng Branch. The assurance factor has an insignificant negative 
effect of = (0.055) or (5.5%), meaning that customers will consider more using the services of PT. 
Pegadaian Watansoppeng Branch which includes a feeling of security to conduct transactions, able to 
grow customer confidence, employees behave consistently good, and the mastery of employee 
knowledge which is considered to need still to be improved by the customer, this allows the customer 
to advise others regarding the lack of assurance owned by PT. Pegadaian Watansoppeng Branch. Based 
on the magnitude of the influence of each of these factors on customer satisfaction, it can be concluded 
that the reliability factor has the most dominant influence on customer satisfaction at PT. Pegadaian 
Watansoppeng Branch. 

 
5. Conclusion  

 
The analysis results show simultaneously that the influence of tangible, empathy, responsiveness, 

reliability, and assurance factors together has a significant effect on customer satisfaction (Y).  The 
independent variable is Access to Economic Ease which has the most dominant influence on the 
dependent variable of the community's economy—simultaneously indicated by the R Square value of 
0.945 or 94.5%. This means that about 94.5% of customer satisfaction variables are influenced by 
independent variables, while the remaining 5.5% is caused by other factors not explained in the model.  
Based on the results of multiple linear regression for the t-test, it is known that the significant level for 
each variable is tangible (β = 0.658), empathy (β = 0.002), responsiveness (β = 0.338), reliability (β = 
0.000), and assurance (β = 1.239). From these results, two (2) variables can prove the second hypothesis, 
which suspects that the dimensions of service quality tangible, empathy, responsiveness, reliability, and 
assurance have a dominant influence on customer satisfaction at PT.  Pegadaian Watansoppeng 
Branch, namely the empathy variable and the reliability variable. In comparison, the other three (3) 
variables, namely tangible, responsiveness, and assurance, were not accepted or not proven true. Based 
on the conclusions above, suggestions are made for (1) Leaders of PT. Pegadaian Watansoppeng 
Branch; and (2) other researchers who intend to research similar topics. For Watansoppeng Branch PT. 
Pegadaian Leaders: The quality of services provided by the Watansoppeng Branch PT. Pegadaian, 
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which includes tangible, empathy, responsiveness, reliability, and assurance, turns out to have 
effectiveness that has not been maximized in generating customer satisfaction, especially in several 
aspects that is: The tangible aspect seen from its influence on customer satisfaction is still not able to 
provide maximum value, so it must be a priority concern to be further improved, for example, by 
providing facilities such as offices that are strategically located that do not make it difficult for 
customers and a large parking area so that later it can be used as a reference for new branches and 
planned PT. Pegadaian branches.  The responsiveness aspect, seen from its influence on customer 
satisfaction, is still unable to provide maximum value, so it must be a priority to be further improved. 
Must focus more on the speed of service, readiness to respond to customer requests, willingness to 
assist/receive customer complaints, and delivery of information regarding service procedures. The 
assurance aspect is seen from its influence on customer satisfaction which has no significant adverse 
effect. It can be caused by a feeling of security to conduct transactions, mastery of employee knowledge, 
consistently good behavior by employees, and fostering customer confidence, which customers still feel 
to be lacking and should be further improved again by PT. Pegadaian Watansoppeng Branch, to create 
satisfaction for customers of PT. Pegadaian Watansoppeng Branch. The aspects that have a positive 
and significant impact on customer satisfaction should be maintained, and creativity and innovation 
are needed to improve these aspects continuously. For other researchers: Researchers can include 
factors outside of service quality, such as complaints factors, later it is hoped that in future studies that 
examine the effect of service quality on customer satisfaction, they can provide additional variables that 
can measure customer satisfaction. Researchers can use other research objects in this case apart from 
PT. Pegadaian Watansoppeng Branch provides information that can later be used to compare how 
much service provider facilities play an essential role in meeting customer satisfaction. 

 
References

Abdulfattah, F. (2012). The effect of electronic customer relationship on customer satisfaction a study in web 
banking in Saudi Arabia. University of Huddersfield. 

Akob, M., Yantahin, M., Ilyas, G. B., Hala, Y., & Putra, A. H. P. K. (2021). Element of Marketing: SERVQUAL 
Toward Patient Loyalty in the Private Hospital Sector. Journal of Asian Finance, Economics and Business, 
8(1). https://doi.org/10.13106/jafeb.2021.vol8.no1.419   

Alhaiou, T. A. (2011). A study on the relationship between E-CRM features and e-loyalty: The case in UK. Brunel 
University Brunel Business School PhD Theses. 

Anderson, R. E., & Srinivasan, S. S. (2003). E‐satisfaction and e‐loyalty: A contingency framework. Psychology & 
Marketing, 20(2), 123–138. https://doi.org/10.1002/mar.10063  

Arora, S. D., & Chakraborty, A. (2021). Intellectual structure of consumer complaining behavior (CCB) research: 
A bibliometric analysis. Journal of Business Research, 122(May 2020), 60–74. 
https://doi.org/10.1016/j.jbusres.2020.08.043  

Babu, M. M., Dey, B. L., Rahman, M., Roy, S. K., Syed Alwi, S. F., & Kamal, M. M. (2020). Value co-creation 
through social innovation: A study of sustainable strategic alliance in telecommunication and financial services 
sectors in Bangladesh. Industrial Marketing Management, 89(June), 13–27. 
https://doi.org/10.1016/j.indmarman.2020.06.003  

Chatterjee, S., & Mandal, P. (2020). Traveler preferences from online reviews: Role of travel goals, class and 
culture. Tourism Management, 80(March), 104108. https://doi.org/10.1016/j.tourman.2020.104108  

Corredor, P., & Goñi, S. (2011). TQM and performance: Is the relationship so obvious? Journal of Business 
Research, 64(8), 830–838. https://doi.org/https://doi.org/10.1016/j.jbusres.2010.10.002  

Cronin, J. J., & Taylor, S. A. (1992). Measuring Service Quality: A Reexamination and Extension. Journal of 
Marketing, 56(3), 55. https://doi.org/10.2307/1252296  

Dodds, W. B., Monroe, K. B., & Grewal, D. (1991). Effects of Price, Brand, and Store Information on Buyers’ 
Product Evaluations. Journal of Marketing Research. https://doi.org/10.1177/002224379102800305  

Duarte, P., & e Silva, S. C. (2020). Need-for-touch and online purchase propensity: A comparative study of 
Portuguese and Chinese consumers. Journal of Retailing and Consumer Services, 55(March), 102122. 
https://doi.org/10.1016/j.jretconser.2020.102122  

Ghozali, I. (2005). Aplikasi Analisis Multivariate dengan SPSS. Badan Penerbit UNDIP. 
Gorondutse, A. H., Hilman, H., & Nasidi, M. (2014). Relationship between corporate reputation and customer 

loyalty on Nigerian food and beverages industry: PLS approach. International Journal of Management and 
Business Research, 4(2), 125–136. 

Haiyun, C., Zhixiong, H., Yüksel, S., & Dinçer, H. (2021). Analysis of the innovation strategies for green supply 

https://doi.org/10.1080/xxxxxxxxxxxxxxx
https://goldenratio.id/index.php/grmapb
https://issn.lipi.go.id/terbit/detail/20210426000016212
https://doi.org/10.13106/jafeb.2021.vol8.no1.419
https://doi.org/10.13106/jafeb.2021.vol8.no1.419
https://doi.org/10.1002/mar.10063
https://doi.org/10.1002/mar.10063
https://doi.org/10.1016/j.jbusres.2020.08.043
https://doi.org/10.1016/j.jbusres.2020.08.043
https://doi.org/10.1016/j.indmarman.2020.06.003
https://doi.org/10.1016/j.indmarman.2020.06.003
https://doi.org/10.1016/j.tourman.2020.104108
https://doi.org/10.1016/j.tourman.2020.104108
https://doi.org/https:/doi.org/10.1016/j.jbusres.2010.10.002
https://doi.org/https:/doi.org/10.1016/j.jbusres.2010.10.002
https://doi.org/10.2307/1252296
https://doi.org/10.2307/1252296
https://doi.org/10.1177/002224379102800305
https://doi.org/10.1177/002224379102800305
https://doi.org/10.1016/j.jretconser.2020.102122
https://doi.org/10.1016/j.jretconser.2020.102122


2021 The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY) 4.0 license. 

Bungatang & Reynel, Golden Ratio of Marketing and Applied Psychology of Business, Vol.1, Issue. 2 (2021)  

https://doi.org/10.52970/grmapb.v1i2.102 

Website: https://goldenratio.id/index.php/grmapb    ISSN [Online]: 2776-6349 

Page 117 of 118  
 
 

 

chain management in the energy industry using the QFD-based hybrid interval valued intuitionistic fuzzy 
decision approach. Renewable and Sustainable Energy Reviews, 143(January), 110844. 
https://doi.org/10.1016/j.rser.2021.110844  

Haming, M., Murdifin, I., Zulfikar Syaiful, A., & Aditya, H. P. K. P. (2019). The Application of SERVQUAL 
Distribution In Measuring Customer Satisfaction of Retails Company. Journal of Distribution Science, 17(2), 
25. https://doi.org/10.15722/jds.17.02.201902.25  

Harrigan, P., Soutar, G., Choudhury, M. M., & Lowe, M. (2015). Modelling CRM in a social media age. 
Australasian Marketing Journal (AMJ), 23(1), 27–37. https://doi.org/10.1016/j.ausmj.2014.11.001  

Hasan, S., & Putra, A. H. P. K. (2018). Loyalitas Pasien Rumah Sakit Pemerintah: Ditinjau Dari Perspektif Kualitas 
Layanan, Citra, Nilai dan Kepuasan. Jurnal Manajemen Indonesia, 18(3), 184–196. 

Hayes, B. E. (2008). Measuring customer satisfaction and loyalty: survey design, use, and statistical analysis 
methods. ASQ Quality Press. 

Heikkilä, J.-P., Rentto, O., & Feng, Y. (2017). Aiming for Strategic e-HRM: Motives and Consequences of e-
HRM Implementation in an MNC. Electronic HRM in the Smart Era, 173–199. 
https://doi.org/10.1108/978-1-78714-315-920161007  

Indahingwati, A., Launtu, A., Tamsah, H., Firman, A., Putra, A. H. P. K., & Aswari, A. (2019). How Digital 
Technology Driven Millennial Consumer Behaviour in Indonesia. Journal of Distribution Science, 17(8), 25–
34. https://doi.org/10.15722/jds.17.8.201908.25  

Irwansyah, D., Dina, Erliana, C. I., Sari, A. E., Hamdani, D., Susena, K. C., Irwanto, T., Indahingwati, A., Aida, 
N., Nugroho, T. R., Kusuma Putra, A. H. P., Sudrajat, D., Murtiningrum, F., Puji Lestari, S. I., Sujinah, 
Syahputra, H., Yusri, Anita, & Sudarsana, I. K. (2019). Efforts to Improve Service Quality with Fuzzy 
Approach and Service Quality Methods at Dunia Barusa Inc. (Vol. 1363, Issue 1). 
https://doi.org/10.1088/1742-6596/1363/1/012071  

Javed, M. K., & Wu, M. (2020). Effects of online retailer after delivery services on repurchase intention: An 
empirical analysis of customers’ past experience and future confidence with the retailer. Journal of Retailing 
and Consumer Services, 54, 101942. https://doi.org/https://doi.org/10.1016/j.jretconser.2019.101942  

Kadir, N. (2018). Analysis of entrepreneurship perception and business developmental strategy of silk in Wajo 
Regency, South Sulawesi, Indonesia. International Journal of Law and Management, 60(1), 102–113. 
https://doi.org/10.1108/IJLMA-11-2016-0114  

Kassianos, A. P., Symeou, M., & Ioannou, M. (2016). The health locus of control concept: Factorial structure, 
psychometric properties and form equivalence of the multidimensional health locus of control scales. Health 
Psychology Open, 3(2). https://doi.org/10.1177/2055102916676211  

Khan, M. M., & Fasih, M. (2014). Impact of service quality on customer satisfaction and customer loyalty: 
Evidence from banking sector. Pakistan Journal of Commerce and Social Sciences (PJCSS), 8(2), 331–354. 

Kitapci, O., Akdogan, C., & Dortyol, İ. T. I. T. (2014). The impact of service quality dimensions on patient 
satisfaction, repurchase intentions and word-of-mouth communication in the public healthcare industry. 
Procedia - Social and Behavioral Sciences, 148, 161–169. https://doi.org/10.1016/j.sbspro.2014.07.030  

Kotler, P, Haider, D., & Rein, I. (1993). Marketing Places. Attracting Investment, Industry and Tourism to Cities, 
States, and Nations. Maxwell MacMillan Int. 

Kotler, P. (2012). Marketing management/Philip Kotler, Kevin Lane Keller. Pearson Education Limited, 817, 1. 
Kotler, Philip, & Keller, K. L. (2009). Marketing Management. In Organization (Vol. 22, Issue 4). 

https://doi.org/10.1080/08911760903022556  
Lo Liang kheng,  et. a. (2010). The Impact of Service Quality on Customer Loyalty: A Study of Banks in Penang, 

Malaysia. International Journal of Marketing Studies, 2(2). www.ccsenet.org/ijms  
Luo, M. M., & Chea, S. (2018). Cognitive appraisal of incident handling, affects, and post-adoption behaviors: A 

test of affective events theory. International Journal of Information Management, 40, 120–131. 
https://doi.org/https://doi.org/10.1016/j.ijinfomgt.2018.01.014  

Mang’unyi, E. E., & Khabala, O. T. (2017). The relationship between e-CRM and customer loyalty: a Kenyan 
Commercial Bank case study. Banks and Bank Systems, 12(2), 106. 
http://dx.doi.org/10.21511/bbs.12(2).2017.11   

Mashur, R., Gunawan, B. I., Ashoer, M., Hidayat, M., Perdana, H., & Putra, K. (2019). Moving From Traditional 
to Society 5 . 0 : Case study by Online Transportation Business. Journal Distribution Science, 9, 93–102. 
https://doi.org/http://dx.doi.org/10.15722/jds.17.09.201909.93  

Nguyen, P. N. D., Nguyen, V. T., & Vo, N. N. T. (2019). Key Determinants of Repurchase Intention toward 
Organic Cosmetics. The Journal of Asian Finance, Economics and Business, 6(3), 205–214. 
https://doi.org/10.13106/jafeb.2019.vol6.no3.205  

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63(4), 33–44. 
https://doi.org/10.1177%2F00222429990634s105  

Olupot, C., & Mayoka, K. G. (2013). A framework for the adoption of electronic customer relationship 

https://doi.org/10.1080/xxxxxxxxxxxxxxx
https://goldenratio.id/index.php/grmapb
https://issn.lipi.go.id/terbit/detail/20210426000016212
https://doi.org/10.1016/j.rser.2021.110844
https://doi.org/10.1016/j.rser.2021.110844
https://doi.org/10.15722/jds.17.02.201902.25
https://doi.org/10.15722/jds.17.02.201902.25
https://doi.org/10.1016/j.ausmj.2014.11.001
https://doi.org/10.1016/j.ausmj.2014.11.001
https://doi.org/10.1108/978-1-78714-315-920161007
https://doi.org/10.1108/978-1-78714-315-920161007
https://doi.org/10.15722/jds.17.8.201908.25
https://doi.org/10.15722/jds.17.8.201908.25
https://doi.org/10.1088/1742-6596/1363/1/012071
https://doi.org/10.1088/1742-6596/1363/1/012071
https://doi.org/https:/doi.org/10.1016/j.jretconser.2019.101942
https://doi.org/https:/doi.org/10.1016/j.jretconser.2019.101942
https://doi.org/10.1108/IJLMA-11-2016-0114
https://doi.org/10.1108/IJLMA-11-2016-0114
https://doi.org/10.1177/2055102916676211
https://doi.org/10.1177/2055102916676211
https://doi.org/10.1016/j.sbspro.2014.07.030
https://doi.org/10.1016/j.sbspro.2014.07.030
https://doi.org/10.1080/08911760903022556
https://doi.org/10.1080/08911760903022556
http://www.ccsenet.org/ijms
http://www.ccsenet.org/ijms
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2018.01.014
https://doi.org/https:/doi.org/10.1016/j.ijinfomgt.2018.01.014
http://dx.doi.org/10.21511/bbs.12(2).2017.11
http://dx.doi.org/10.21511/bbs.12(2).2017.11
https://doi.org/http:/dx.doi.org/10.15722/jds.17.09.201909.93
https://doi.org/http:/dx.doi.org/10.15722/jds.17.09.201909.93
https://doi.org/10.13106/jafeb.2019.vol6.no3.205
https://doi.org/10.13106/jafeb.2019.vol6.no3.205
https://doi.org/10.1177%2F00222429990634s105
https://doi.org/10.1177%2F00222429990634s105


2021 The Author(s). This open-access article is distributed under a Creative Commons Attribution 
(CC-BY) 4.0 license. 

Bungatang & Reynel, Golden Ratio of Marketing and Applied Psychology of Business, Vol.1, Issue. 2 (2021)  

https://doi.org/10.52970/grmapb.v1i2.102 

Website: https://goldenratio.id/index.php/grmapb    ISSN [Online]: 2776-6349 

Page 118 of 118  
 
 

 

management information systems in uganda. The Electronic Journal of Information Systems in Developing 
Countries, 58(1), 1–19. https://doi.org/10.1002/j.1681-4835.2013.tb00410.x  

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1994). Reassessment of expectations as a comparison standard 
in measuring service quality: implications for further research. The Journal of Marketing, 111–124. 

Putra, A. H. P. K., Haming, M., Murdifin, I., Zulfikar Syaiful, A., & Aditya, H. P. K. P. (2019). The Application 
of SERVQUAL Distribution In Measuring Customer Satisfaction of Retails Company. Journal of 
Distribution Science, 17(2), 25. https://doi.org/10.15722/jds.17.02.201902.25  

Putra, A. H. P. K., Said, S., & Hasan, S. (2017). Implication Of External And Internal Factors Of Mall Consumers 
In Indonesia To Impulsive Buying Behavior. International Journal of Business Accounting and Management 
ISSN, 2(4), 1–10. 

Rahaman, M. A., Ali, M. J., Kejing, Z., Taru, R. D., & Mamoon, Z. R. (2020). Investigating the Effect of Service 
Quality on Bank Customers’ Satisfaction in Bangladesh. The Journal of Asian Finance, Economics and 
Business, 7(10), 823–829. https://doi.org/10.13106/jafeb.2020.vol7.n10.823  

Rahimiparvar, N. (2014). eCRM Features that Affect Customer Attitude to Loyalty: A Case Study of a Sample of 
402 University Students Enrolled in International Programs in Thailand. AU-GSB e-JOURNAL, 7(2). 

Randall, S., Crawford, T., Currie, J., River, J., & Betihavas, V. (2017). Impact of community based nurse-led clinics 
on patient outcomes, patient satisfaction, patient access and cost effectiveness: A systematic review. 
International Journal of Nursing Studies, 73, 24–33. https://doi.org/10.1016/j.ijnurstu.2017.05.008  

Ranjbarian, B., Sanayei, A., Kaboli, M. R., & Hadadian, A. (2012). An analysis of brand image, perceived quality, 
customer satisfaction and re-purchase intention in Iranian department stores. International Journal of 
Business and Management, 7(6), 40–48. https://doi.org/10.5539/ijbm.v7n6p40  

Santos de Oliveira, D., & Caetano, M. (2019). Market strategy development and innovation to strengthen 
consumer-based equity: The case of Brazilian airlines. Journal of Air Transport Management, 75(November 
2018), 103–110. https://doi.org/10.1016/j.jairtraman.2018.12.006  

Simanjuntak, M. (2021). Designing of Service Dominant Logic and Business Model Canvas: Narrative Study of 
Village Tourism. Golden Ratio of Marketing and Applied Psychology of Business, 1(2), 73–80. 
https://doi.org/10.52970/grmapb.v1i2.60   

Simanjuntak, M., & Putra, A. H. P. K. (2021). Theoretical Implications of Theory Planned Behavior on 
Purchasing Decisions: A Bibliometric Review. Golden Ratio of Mapping Idea and Literature Format, 1(2), 1–
7. https://doi.org/10.52970/grmilf.v1i1.18 

Tian, J., & Wang, S. (2017). Signaling service quality via website e-CRM features: More gains for smaller and lesser 
known hotels. Journal of Hospitality & Tourism Research, 41(2), 211–245. 

Tyce, M. (2020). Beyond the neoliberal-statist divide on the drivers of innovation: A political settlements reading 
of Kenya’s M-Pesa success story. World Development, 125, 104621. 
https://doi.org/10.1016/j.worlddev.2019.104621  

Zehir, C., & Narcıkara, E. (2016). E-Service Quality and E-Recovery Service Quality: Effects on Value Perceptions 
and Loyalty Intentions. Procedia - Social and Behavioral Sciences, 229, 427–443. 
https://doi.org/https://doi.org/10.1016/j.sbspro.2016.07.153  

Zeithaml, V. A., Parasuraman, A., & Malhotra, A. (2002). Service quality delivery through web sites: a critical 
review of extant knowledge. Journal of the Academy of Marketing Science, 30(4), 362. 
http://dx.doi.org/10.1177/009207002236911  

Zhu, D. H., Deng, Z. Z., & Chang, Y. P. (2020). Understanding the influence of submission devices on online 
consumer reviews:A comparison between smartphones and PCs. Journal of Retailing and Consumer Services, 
54(June 2019), 102028. https://doi.org/10.1016/j.jretconser.2019.102028  

 
 

https://doi.org/10.1080/xxxxxxxxxxxxxxx
https://goldenratio.id/index.php/grmapb
https://issn.lipi.go.id/terbit/detail/20210426000016212
https://doi.org/10.1002/j.1681-4835.2013.tb00410.x
https://doi.org/10.1002/j.1681-4835.2013.tb00410.x
https://doi.org/10.15722/jds.17.02.201902.25
https://doi.org/10.15722/jds.17.02.201902.25
https://doi.org/10.13106/jafeb.2020.vol7.n10.823
https://doi.org/10.13106/jafeb.2020.vol7.n10.823
https://doi.org/10.1016/j.ijnurstu.2017.05.008
https://doi.org/10.1016/j.ijnurstu.2017.05.008
https://doi.org/10.5539/ijbm.v7n6p40
https://doi.org/10.5539/ijbm.v7n6p40
https://doi.org/10.1016/j.jairtraman.2018.12.006
https://doi.org/10.1016/j.jairtraman.2018.12.006
https://doi.org/10.52970/grmapb.v1i2.60
https://doi.org/10.52970/grmapb.v1i2.60
https://doi.org/10.52970/grmilf.v1i1.18
https://doi.org/10.52970/grmilf.v1i1.18
https://doi.org/10.1016/j.worlddev.2019.104621
https://doi.org/10.1016/j.worlddev.2019.104621
https://doi.org/https:/doi.org/10.1016/j.sbspro.2016.07.153
https://doi.org/https:/doi.org/10.1016/j.sbspro.2016.07.153
http://dx.doi.org/10.1177/009207002236911
http://dx.doi.org/10.1177/009207002236911
https://doi.org/10.1016/j.jretconser.2019.102028
https://doi.org/10.1016/j.jretconser.2019.102028

