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ABSTRAKSI 

Kepuasan konsumen adalah faktor yang sangat penting dalarn menentukan 
keberhasilan perusahaan jasa. Konsumen yang merasa puas akan kembali 
menggunakan jasa dari perusahaan yang sarna, bahkan terbuka kemungkinan 
untuk merekomendasikan jasa perusahaan tersebut kepada orang lain. Sebaliknya, 
konsumen yang merasa tidak puas akan merasa enggan untuk kembali 
menggunakan jasa dari perusahaan yang sarna, kemungkinan besar akan beralih 
ke perusahaan jasa lain, bahkan bisa jadi menyebarkan informasi mengenai 
ketidakpuasannya dan menyarankan kepada orang lain untuk tidak menggunakan 
jasa dari perusahaan yang bersangkutan. 

Terdapat delapan faktor utama pembentuk kepuasan konsumen, yaitu: 
value to price relationship, product quality, product feature, reliability, warranty, 
response to and remendy of problems, sales experience, dan convenience of 
acquisition. Penelitian ini bertujuan untuk menganalisis pengaruh kedelapan 
faktor tersebut secara sirnultan dan parsial terhadap kepuasan konsumen 
konsumen jasa laundry Jeeves of Belgravia di Surabaya serta mencari faktor apa 
yang paling besar atau dominant pengaruhnya terhadap kepuasan konsumen. 

Data yang digunakan dalarn penelitian ini adalah data primer yang 
diperoleh melalui penyebaran kuesioner kepada pelanggan jasa laundry Jeeves of 
Belgravia. Data tersebut dianalisis menggunakan analisis regresi linier dan 
hipotesis penelitian diuji menggunakan uji-F dan uji-t. 

Hasil analisis regresi menunjukkan bahwa secara sirnultan delapan faktor 
pembentuk kepuasan konsumen merniliki pengaruh yang signifikan terhadap 
kepuasan konsumen, yaitu sebesar 95%. Sedangkan secara parsial terbukti faktor 
yang dominant pengaruhnya adalah product quality yaitu sebesar 41,2%. 

Melalui uji-F diketahui nilai Fhitung > FtabeJ sehingga hipotesis penelitian 
pertama terbukti benar yaitu kedelapan faktor pembentuk kepuasan konsumen 
secara simultan berpengaruh signifikan terhadap kepuasan konsumen jasa laundry 
Jeeves of Belgravia. Sedangkan melalui uji-t diketahui nilai thitung masing-masing 
faktor pembentuk kepuasan konsumen > ttabeJ sehingga hipotesis penelitian kedua 
terbukti benar yaitu kedelapan faktor pembentuk kepuasan konsumen secara 
parsial berpengaruh signifikan terhadap kepuasan konsumen jasa laundry Jeeves 
of Belgravia. 

Key words: the big eight factors of customers satisfaction (value to price 
relationship, product quality, product feature, reliability, warranty, response to 
and remendy of problem, sales experience, and convenience of acquisition). 
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ABSTRACT 

Customer satisfaction is the main factor to determine the siccess of service 
company. The satisfy customer will use the same company for futher services, also 
there is a lot of possibilities for them to recommendate to others. On the other 
hand, customer thet feels diapointed will not use the same company again, they 
willfind another company for their services and then spread the bad news to their 
friends and colleagues about their dissatisfaction. This is not good news for 
services company. 

There are eight main factors that support yhe customer satisfaction: value 
to price relationship, product quality, product feature, reliability, warranty, 
response to and remendy of problems, sales experience, dan convenience of 
acqUisition The target of this research is to analyze the eight factors irifluences 
simultantly and partially to the satisfactory of customer for the Jeeves of 
Belgravia laundry services at Surabaya and also to find the most important and 
dominantfactor that irifluence the satiifactio/1 of the customer. 

The data used for this research is the plimary data collected through 
questionnaire spreading sheet to all J eeves of Belgravia laundry services 
customers. The data will be anaZized using the Zinier regression analysis and 
research hypothesis will be tested using the F-test and t-test 

The result of regression analysis show that Simultaneously the eight 
factors thet create the customers satisfaction have the significant influence to the 
customer satiifaction about 95%. Mean while partially research has been proven 
that the dominantfactors is the product quality influences for about 41,2%. 

Through the F-test, showed the value of Fcounl > Flable so that the first 
research hypothesis proven true, which are the eight main factors to form the 
customer satiifaction Simultaniously influence Significantly to the customer 
satisfaction of Jeeves of Belgravia laundry services. Mean while, through the t­
test, we've know the value of tcount for each customer satiifaction factor> ttable. 
So that the second research hypothesis proven true, which are the eight main 
factors to form the customer satiifaction partially give the significant irifluence 
the satisfaction of Jeeves of Belgravia laundry services customer. 

Key words: the big eight factors of customers satisfaction (value to price 
relationship, product quality, product feature, reliability, warranty, response to 
and remendy of problem, sales experience, and convenience of acqUisition). 
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