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ABSTRACT 
 
The research purpose is to test Price, Product Quality and Customer Satisfaction on Customer 
Loyalty at PT Putra Sejahtera Mandiri Vulkanisir Medan. The phenomenon of decreasing 
customer loyalty is motivated by price, product quality and customer satisfaction. The research 
method used is the quantitative method. Data collection techniques using questionnaires, 
interviews and documentation. The population in this research is 236 customers. The research 
sample is 148 respondents. The sampling technique used is random sampling, The results of 
the study show that partially and simultaneously Price, Product Quality and Customer 
Satisfaction have a positive and significant effect on Customer Loyalty at PT Putra Sejahtera 
Mandiri Vulkanisir Medan. 
 
Keywords: Price, Product Quality, Customer Satisfaction, Customer Loyalty 
 
 
INTRODUCTION 
 

Customer loyalty is very important for companies in this era of very tight business 
competition. There is no doubt about the importance of customer loyalty for companies, many 
companies really hope to retain their customers in the long term, even if possible forever. 
Companies that are able to develop and maintain customer loyalty will gain long-term success. 
Price fixing is always a problem for every company because this price fixing is not an absolute 
power or authority of a businessman. As stated above, by setting prices the company can 
generate sales revenue from the products it produces and markets. The role of price fixing will 
be very important, especially in today's increasingly fierce competition, especially in conditions 
of increasingly fierce competition and limited demand development. Product quality is an 
important concern for companies in creating a product. Quality products are the main criteria 
for consumers in choosing the products offered by the company. The company is always able 
to maintain and improve product quality to meet consumer desires. With a quality product, the 
company can compete with its competitors in controlling market share. Customer satisfaction 
is the company's benchmark for how things will go in the future or even there are some things 
that must be changed because customers feel dissatisfied or disadvantaged. If the consumer 
is not satisfied, of course the consumer will not come back and may also complain about his 
dissatisfaction with other consumers. Of course this will be a threat to the entrepreneur. 
 
LITERATURE REVIEWS   
Price 
 

According to Malau (2017: 126), price is a basic measure of an economic system 
because prices affect the allocation of production factors. In its role as a determinant of the 
allocation of scarce resources, prices determine what is produced (supply) and who gets how 
much of the goods or services produced (demand). 

https://ijcams.sbm.or.id/index.php/ams
mailto:Rickyrafiiritonga@unprimdn.ac.id


 

 
 

VOL 2 NO 1, p. 13-17, March, 2023 

https://ijcams.sbm.or.id/index.php/ams 

14| p a g e  

 

 According to Hasan (201 8:72) Price indicators in this study consist of: 
1. Base price and discount 
2. Terms of payment 
3. Credit terms 
 
Product quality 
 
 According to Rachman (2020: 147), product quality means the product's ability to carry 
out its functions. This includes durability, reliability, accuracy, ease of use and repair and other 
valuable attributes. 
 According to Sangadji and Sopiah (2017:188), the seven basic dimensions of quality are: 
1. Performance. 
2. Reliability, consistent performance of goods, services and stores. 
3. Durability, product life span and general strength. 
4. Brand awareness, the additional positive or negative impact of the perceived quality of a 

brand or store name on consumer evaluation. 
 

Customer satisfaction 
  

According to Sudaryono (2018: 85), satisfaction is defined as a post-consumption 
evaluation that the selected alternative at least meets or exceeds expectations. 
According to Tjiptono (2018: 106-107), suggests there are four methods for measuring 
customer satisfaction, namely as follows: 
1. Complaint and suggestion system 
2. ghost shopping, 
3. lost customer analysis, 
4. Customer satisfaction survey 
 
Customer loyalty 

 
According to Adam (2018: 52) customer loyalty is more directed to behavior shown by 

routine purchases based on decision return units. 
 According to Yuniarti (2015: 240) in measuring loyalty, the following attributes are 
needed: 
1. Say positive things about the company to others. 
2. Recommended the company to others who asked for advice. 
3. Considering that the company is the first choice in purchasing services. 

Doing more business or purchasing with the company in the coming years. 
 

Conceptual Framework 
  

The following is a picture of the conceptual framework in this research that illustrates 
the relationship between the independent variable and the dependent variable 
 
 
 
 
 
 

 
 
 

Picture I.1. Conceptual Framework 
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According to Wardani (2020:16), "Hypothesis is a temporary answer used by 
researchers whose level of truth needs to be tested first." Based on the problem above, as a 
temporary answer the researcher made the following hypothesis: 
H 1 :   Price has an effect on Customer Loyalty 
H 2 : Product Quality affects Customer Loyalty 
H 3 : Customer Satisfaction influences Customer Loyalty 
H 4 : Price, Product Quality and Customer Satisfaction affect Customer Loyalty 

 
RESEARCH METHOD 

 
This research approach is based on a quantitative approach. In this study, researchers 

used a quantitative descriptive research method. The nature of the research used is 
explanatory descriptive. The population in this study amounted to 236 customers and the 
number of samples in this study were 148 customers. The sampling technique used is random 
sampling. In this study, there were three data collection techniques used questionnaires, 
interviews and documentation studies. Data analysis technique multiple linear regression 
analysis. 
 
RESULTS AND DISCUSSION (bold) 

 
Text continues. Please continue text in single-spaced lines with 1 space in each 

paragraph. Please continue text in single-spaced lines with 1 space in each paragraph. Please 
continue text in single-spaced lines with 1 space in each paragraph. Please continue text in 
single-spaced lines with 1 space in each paragraph. Text continues.  
 
Please continue text in single-spaced lines with 1 space in each paragraph. Text continues. 
 

Table 1. Descriptive Statistics Example (N =158) 
 

Construct 
Minimum Maximum Mean 

Std. 
Deviation 

  

Harga 148 6 30 16.80   
Kualitasproduk 148 8 40 28.65  
Customer satisfaction 148 9 40 20.24   
Customer loyalty 148 8 40 10:30 p.m   

Note. M = Mean, SD = Standard Deviation. 
 

Table 1 shows that the minimum value of the price variable is 6 and the maximum is 30, 
the mean value is 16.80 and the standard deviation is 7.554. The minimum value of the product 
quality variable is 8 and the maximum is 40, the mean value is 28.65 and the standard deviation 
is 10.881. The minimum value of the customer satisfaction variable is 9 and the maximum is 
40, the mean value is 20.24 and the standard deviation is 8.692. The minimum value of the 
customer loyalty variable is 8 and the maximum is 40, the mean value is 22.30 and the standard 
deviation is 11.017. 
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Table 2. Regression Results Between x and x Example 

Coefficients a 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B std. Error Betas 

1 (Constant) .886 2,580  .343 .732 

Price .451 .104 .309 4,313 .000 

Product quality .279 .073 .276 3,832 .000 

Customer satisfaction .289 094 .228 3,065 003 

a. Dependent Variable: Customer Loyalty 
Note.   R2 =.347 (p <.01)  **p <.01 
 Adjusted R Square =. 333 
 F= 25.463 

Y = 0,886 + 0,451 X1 + 0,279 X2+ 0,289 X3+ e 
The constant of 0.886 states that if variable price, product quality and customer 

satisfaction does not exist or is constant, the variable customer loyalty is equal to 0.886 units. 
The regression coefficient of the price variable is 0.451 and has a positive value, this states 
that if each increase in the workload variable by 1 unit will increase the customer loyalty 
variable by 0.451 units assuming the other variables are constant. The regression coefficient 
of the product quality variable is 0.279 and has a positive value, this states that if every 
increase in the product quality variable by 1 unit will increase the customer loyalty variable of 
0.279 units assuming the other variables remain the same. The regression coefficient of the 
customer satisfaction variable is 0.289 and has a positive value, this states that if each increase 
in the customer satisfaction variable by 1 unit will increase the customer loyalty variable by 
0.289 units assuming the other variables are constant. 
 The test results for the coefficient of determination obtained the value of Adjusted R 
Square of 0.333 this means 33.3% of the variation in the customer loyalty variable which can 
be explained by variations in price, product quality and customer satisfaction while the 
remaining 66.7% (100% - 33.3%) is explained by other variables not examined in this study, 
such as service quality, distribution, and so on. 
 The test results obtained F count (25.463) > F table (2.67) and a significance probability 
of 0.000 <0.05, meaning that Ho is rejected and H4 is accepted simultaneously Price, Product 
Quality and Customer Satisfaction have a positive and significant effect on Customer Loyalty. 
The results of partial hypothesis testing obtained t count > t table or 4.313> 1.977 and a significant 
obtained 0.000 <0.05, means that Ho is rejected and H1 is accepted, namely partially Price 
has a positive and significant effect on Customer Loyalty p. The results of partial hypothesis 
testing obtained t count > t table or 3.832 > 1.977 and a significant obtained 0.000 <0.05, means 
that Ho is rejected and H2 is accepted, namely partially Product Quality has a positive and 
significant effect on Customer Loyalty. The results of testing the hypothesis partially obtained 
t count > t table or 3.065 > 1.977 and it was significant that 0.003 <0.05, meaning that Ho was 
rejected and H3 was accepted, namely partially Customer Satisfaction had a positive and 
significant effect on Customer Loyalty. 
 
CONCLUSIONS 
 

The conclusion of this study is that partially Price has a positive and significant effect 
on Customer Loyalty, partially Product Quality has a positive and significant effect on Customer 
Loyalty, partially Customer Satisfaction has a positive and significant effect on Customer 
Loyalty. Simultaneously Price, Product Quality and Customer Satisfaction have a positive and 
significant effect on Customer Loyalty. 
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