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ABSTRAK 

 

 

Penelitian ini dilaksanakan untuk menggambarkan kepuasan konsumen terhadap 

kualitas pelayanan di Toko Model “X” Cirebon. Subjek dalam penelitian ini yaitu konsumen 

Toko Model “X” Cirebon dengan karakteristik konsumen yang telah melakukan service 

minimal dua kali, pemilik dari mobil yang dikendarainya, dan membutuhkan waktu service 

lebih dari 15 menit. 

 

Penelitian ini menggunakan teknik accidental sampling, dengan jumlah sampel 

sebanyak 56 orang. Metode penelitian yang digunakan adalah deskriptif dengan 

menggunakan teknik survei dan pengumpulan data dengan menggunakan kuesioner. Alat 

ukur yang digunakan dibuat oleh penulis, dengan berlandaskan dari teori menurut Valarie. 

A. Zeithaml (2006) berdasarkan lima dimensi kualitas pelayanan jasa yaitu reliability, 

responsiveness, assurance, empathy, dan tangibles. Alat ukur ini terdiri dari 41 item.  

 

Pengujian validitas menggunakan Correlation Coefficient Spearman dan diketahui 

bahwa semua item valid (r ≥ 0,3). Pengujian reliabilitas menggunakan Alpha Cronbach (α) 

dengan bantuan SPSS versi 16.0 dengan reliabilitas expected service sebesar 0,973, dan 

reliabilitas perceived service sebesar 0,949, yang keduanya tergolong sangat tinggi. 

Diperoleh data bahwa dari 56 responden, sebanyak 48 responden (85,7%) merasa tidak 

puas, 4 responden (7,15%) merasa puas dan 4 responden (7,15%) merasa sangat puas 

terhadap kualitas pelayanan di Toko Model “X”. 

 

Kesimpulannya yaitu mayoritas konsumen Toko Model “X” merasa tidak puas 

terhadap kualitas pelayanan di Toko Model “X”. Peneliti berikutnya disarankan untuk 

melakukan pengambilan data dengan disertai wawancara pada konsumen, membuat data 

penunjang yang dapat menggali faktor expected service dan perceived service secara detail. 

Peneliti menyarankan kepada pemilik Toko Model “X” Cirebon untuk meningkatkan kualitas 

pelayanan jasa (reliability, responsiveness, assurance, empathy, dan tangibles). 

 

 

Kata kunci: kepuasan konsumen, kualitas pelayanan 
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ABSTRACT 

 

 

This research was conducted to describe the customer satisfaction toward the quality 

of service in Toko Model "X" Cirebon. Subjects in this research is consumers Toko Model "X" 

Cirebon with the characteristics of consumers who have been doing service at least twice, the 

owner of the car he was driving, and the service takes more than 15 minutes.  

 

This research using accidental sampling technique, with a total sample of 56 people. 

The method used is descriptive by using survey techniques and data collection using 

questionnaires. Measuring instruments used were made by the author, based on the theory 

according to Valarie A. Zeithaml (2006) is based on five dimensions of service quality are 

reliability, responsiveness, assurance, empathy, and tangibles. This instrument consists of 41 

items. 

 

Testing the validity of using the Spearman's Correlation Coefficient and it is known 

that all items valid (r ≥ 0.3). Reliability testing using Cronbach's alpha (α), with the help of 

SPSS version 16.0 with the expected service reliability of 0.973, and the perceived reliability 

of service at 0.949, which are both classified as very high. Data showed that of the 56 

respondents, 48 respondents (85.7%) were dissatisfied, 4 respondents (7.15%) were satisfied 

and 4 respondents (7.15%) were very satisfied with the quality of service in Toko Model "X ". 

 

The conclusion that the majority of consumers Toko Model "X" was not satisfied with 

the quality of service in Toko Model "X". The next researchers are advised to perform data 

collection with interviews with consumers, making the data supporting that can explore the 

factors expected service and perceived service in detail. Researchers suggest the owner of 

Toko Model "X" Cirebon to improve service quality (reliability, responsiveness, assurance, 

empathy, and tangibles). 
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