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Abstract. Public service innovation by employing a one-stop integrated service concept 

through Jakarta Public Service Mall for the citizens of Jakarta. This research aims to 

find out the influence of excellent service and customer satisfaction. This research 

employed excellent service theory and explanatory quantitative methods. The 

conclusion is the excellent service influences the increase of citizens’ satisfaction. 
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1   Introduction 

The 1945 Constitution of the Republic of Indonesia orders the country to fulfill the basic 

needs of its people. Service is every action or activity offered by a certain party to another. 

Service is not provided in the form of goods and does not create any ownership to anyone 

[1]. An individual could not get away from public service affairs, including administration, 

health, education, and others. Public service is every activity held by the government as an 

effort to fulfilling the public’s needs and implementing the Law. During the implementation 

of public service, the government is responsible for providing the best service to the citizens. 

Citizens have the right to receive the best service from the government due to the tax, 

retribution, and other collection paid. The statement is in line with the Law of the Republic 

of Indonesia No. 25 on 2009 on Public Service, that citizen has the rights to receive excellent 

service that is in line with the aim of the service. The main purpose of public service is the 

citizens’ satisfaction and perception. 

Excellent service means good service, following the service standard applied by an 

institution [2] [3]. Thus, excellent service is a form of service that can fulfill the customers’ 

expectations. Service is essentially an activity offered by organization, company, or 

individual to others (customers). One of the government institutions that provide public 

service is the Jakarta Public Service Mall. It is a part of the main duty and responsibility of 

the One-Stop Integrated Service and Investment Service of DKI Jakarta. Based on the data 

gained from beritajakarta.id, since it was launched, the number of visitors keeps increasing 

from 300 visitors per day to 600-700 visitors per day [4]. Until today, the services provided 

in the Public Service Mall are 328. The services are in the form of a trade permit and a non-

trade permit.  

The customer service officers in the Jakarta Public Service Mall are active in using 

modern information technology to support the comfort and satisfaction in receiving service. 

A positive and comfortable atmosphere is created inside all the rooms in the Jakarta Public 

Service Mall. The effort was aimed to provide an excellent service for all; thus, the citizen 
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would find themselves hanging around a mall or cozy supermarket when they are filing 

permits in Jakarta Public Service Mall. Based on the initial observation conducted, the 

citizen tends to encounter a difficult and inefficient bureaucracy in filing any business. 

Citizens receive mostly dissatisfactory service from both government and private institutions. 

The bad review for the dissatisfactory service received was expressed by the citizens through 

various ways, such as strong criticism (rally, articles, SMS President, and more) and 

constructive criticism (Negeri BBM Program in Indosiar, Negeri Sketsa in Radio Smart FM, 

the advertisement of Sampurna A Mild on television, and many more).  

Public service according to the Law of the Ministry of Administrative and Bureaucratic 

Form No. 63 on 2004 on the General Guidelines of Public Service is “all service activities 

conducted by a public service provider to fulfill the needs of receiver or the implementation 

of the law”. The essence of public service is providing excellent service to the citizens as the 

responsibility of the government institution. According to Article 5 of Law No. 25 on 2009 

on Public Service, “the scope of public service covers public goods service and public 

service, including administrative service ordered by the law”. The scope includes education, 

teaching, employment and trade, housing, communication and information, environment, 

health, insurance, energy, bank, transportation, natural resources, tourism, and other strategic 

sectors. 

Public service is every activity conducted by the government to a certain community that 

has certain activity and offers satisfaction although the results are not attached to a certain 

physical product [5] [6]. Excellent service (also known as service excellence) is the best 

service in fulfilling the expectation and needs of customers. In other words, excellent service 

fulfills the quality standard requirement. The quality standard of excellent service is when 

the service could fulfill the expectation or satisfaction of the customers or public.  [7] [8] [9] 

Parasuraman, et al., identified ten quality dimensions of excellent service. The 

dimensions are (1) Reliability, it covers two main ideas, performance and dependability. The 

dimension means that the company provides the service accordingly right the first time. 

Besides, the company should fulfill its promises. (2) Responsiveness, which means the 

willingness or readiness of the employee or customer service officers to provide service 

needed. (3) Competence, which signifies the value that every individual in the company has 

certain competence, skills, and knowledge to provide service. (4) Access, this dimension 

covers being reachable and flexible. The dimension also implies that the location of the 

service facility is accessible and reachable through several mediums such as phone calls, 

online, and many more. (5) Courtesy, which covers manner, respect, attention, and 

hospitality that is also owned by the contact personnel (receptionist, call operators, etc.) (6) 

Communication, defined as the ability to provide information to customers in understandable 

language (7) Credibility, which means honest and trusted. Credibility covers the company’s 

name, reputation, personal characteristics, contact personnel, and customer interaction. (8) 

Security, the service is safe from risk or doubt. This aspect covers physical safety, financial 

security, and confidentiality. (9) Understanding/Knowing the Customer, which is the effort 

to understand the needs of the customers. (10) Tangibles, which is the physical evidence of 

the service in the form of physical facilities, tools, and physical representation of the service 

(for instance, credit card). [10] [11] [12] 

The Decree of the Ministry of Administrative and Bureaucratic Form No. 63 on 2003 on 

the General Guidelines of Public Service, mentioned that: (1) The simplicity (service 

procedure is efficient, understandable, and convenient). (2) Clarity (in providing information 

regarding the technical requirements and service administration, and the working unit that is 

responsible for providing service and solving issues, service charge receipt, and procedure). 



 

 

 

 

(3) Time Certainty (the service should be delivered in an estimated period or duration. (4) 

Accuracy (service is received properly and valid). (5) Security (the process and service 

provide safety and law security.) (6) Responsibility (the supervisor of the service is 

responsible for the service and solving provided during the activity). (7) Completeness (the 

facility that supports the service is provided, especially the facility that is related to 

communication technology). (8) Access (venue and facilities provided are proper and 

accessible for everyone). (9) Discipline, politeness, and friendliness (in providing service, the 

representatives should have a good manner, polite, and friendly). (10) Convenience (the 

environment or place where the service is provided should be clean, proper, healthy, and 

equipped with supporting facilities such as parking area, toilet, prayer room, and others). 

Study on excellent service, citizens’ perception, and satisfaction in the context of public 

service has been conducted on previous studies [13] [14] [15] [16] [17] [18] [19] [20] [21] 

[22] [23]. The focus of this study which is different than the others is the variable observed, 

the influence and relation between variables, and the location where the public service 

delivered. Thus, the research question is how excellent service influence the citizens’ 

satisfaction on Jakarta Public Service Mall? 

The hypothesis of this study is formulated as below: 

H0: There is no influence or correlation between excellent service and citizens’ 

satisfaction in Jakarta Public Service Mall. 

H1: There is an influence of excellent service on citizens’ satisfaction in Jakarta Public 

Service Mall. 

2   Research Method 

This study employed a positivist paradigm with a quantitative approach. The method of 

this study is an explanative survey. The population of this study is 7,167 visitors  to Jakarta 

Public Service Mall in June 2019. The researcher used 100 respondents who have visited and 

filed permits in Jakarta Public Service Mall. The technique used in deciding the sample is 

non-probability sampling with purposive sampling. Purposive sampling is the technique to 

decide samples with a certain consideration [24]. The consideration in this study is those who 

have filed permits in Jakarta Public Service Mall could be chosen as the sample. The 

customers’ responses data were gained using the Mail Chimp application that sent out an 

email of Google Form link to 1,894 receivers or around 25% of the total visitors of Jakarta 

Public Service Mall in June 2019. The email sent on Wednesday, 25th September 2019. Half 

of the population was chosen as the respondent since this explanatory study was conducted 

using a case approach, thus, the number of samples is the amount of filled questionnaire that 

is qualified to be processed.  

This study employed a questionnaire in collecting data. The questionnaire was distributed 

to all citizens’ who have filed permits in Jakarta Public Service Mall.  The data quality test is 

the required test in this study with a questionnaire instrument to gain reliable data. The test 

consists of validity and reliability test, with the results below: 

Table 1. The Results of Validity Test of Excellent Service, Citizens’ Perception, and 

Satisfaction 

Variable Indicator 
Product Moment Correlation 

(rxy) 
Information 

Excellent X1 0,781 Valid 



 

 

 

 

Service (X) X2 0,833 Valid 

X3 0,803 Valid 

X4 0,876 Valid 

X5 0,839 Valid 

X6 0,868 Valid 

X7 0,841 Valid 

X8 0,863 Valid 

X9 0,503 Valid 

X10 0,589 Valid 

Citizens’ 

Perception (Z) 

Z1 0,860 Valid 

Z2 0,745 Valid 

Z3 0,773 Valid 

Z4 0,791 Valid 

Z5 0,917 Valid 

Z6 0,906 Valid 

Citizens’ 

Satisfaction (Y) 

Y1 0,578 Valid 

Y2 0,765 Valid 

Y3 0,700 Valid 

Y4 0,552 Valid 

Y5 0,622 Valid 

Y6 0,814 Valid 

Y7 0,716 Valid 

Y8 0,552 Valid 

 

The reliability test is related to the stability level of the questionnaire, which means that 

the questionnaire can provide stable answers from time to time if it was given again to the 

same respondents. 

Table 2. The Results of Reliability Test of the Study Instrument 

Variable Indicators/Question Item 
Cronbach 

Alpha 
Information 

Quality of Service 10 question items 0.925 Reliable 

Citizens’ Perception 6 question items 0.899 Reliable 

Citizens’ Satisfaction 8 question items 0.805 Reliable 

 

The results show that the Cronbach Alpha value of every variable is always greater than 

0.7. Thus, the variable of quality of service, citizens’ perception, and citizens’ satisfaction is 

said reliable. Data were analyzed using the inferential statistic. This study also employed 

linear regression analysis to measure the influence of an independent variable (X) to the 

dependent variable(s) (Y). 

3   Results and Discussion 

The respondents who received questionnaires through email are 1,894 or 25% of the total 

customers of Jakarta Public Service Mall in June 2019. It was found that 638 was opened, 

167 was read by the respondents, and 601 emails were bounced from Wednesday, 25th 

September 2019 to 30th September 2019. From 167 emails that have been read by the 



 

 

 

 

respondents, 127 respondents filled out the questionnaire. However, there are only 100 

questionnaire data results that could be processed. The rest could not be processed due to the 

absence of permit columns and mistakes in filling out the questionnaire by the respondents 

themselves. The analysis was conducted to determine the profile of the respondents who had 

answered the questionnaire, such as their names, gender, age, educational background, and 

the number of visits to Jakarta Public Service Mall, and the type of permit filed. 

Table 3. Characteristics of Respondents 

No. General Description of the Respondents 

1 Gender 

  Male 52% 

  Female 48% 

2 Age 

    

20-30 years 

old 

31-40 years 

old 

41-50 years 

old 

51-60 

years old 

70 years 

old above 

  Male 15% 9% 12% 15% 1% 

  Female 24% 7% 10% 6% 1% 

3 Educational Background 

    High School Diploma 

Bachelor 

Degree 

Master 

Degree 
  

  

 

  

  Male 10% 10% 26% 6% 

  Female 5% 6% 29% 8% 

4 Occupation 

    

Employee 

of Private 

Company Student Civil Servant 

Unemploy

ed 

Entrepren

eur 

  Male 32% 4% 3% 1% 12% 

  Female 32% 9% 1% 2% 4% 

5 Number of Visit 

    Once Twice 

More than 

twice 

  

  

  Male 13% 4% 35% 

  Female 20% 4% 24% 

6 Type of Permit 

    Private Trade Building Land 

  

   

  Male 17% 14% 10% 11% 

  Female 30% 13% 1% 4% 

       
On table 3, the percentage of the male respondent is greater (52%) than female (48%). 

The most age group is 20-30 years old which consists of 15% male and 24% female. 

Furthermore, based on educational background, most of the respondents are bachelor 

graduates which consist of 26% male and 29% female. Related to the occupation, most of the 

respondents are employees of a private company (32%) which consists of 32% male and 

32% female. Most of the respondents have visited Jakarta Public Service Mall more than 

twice, which consists of 35% male and 24% female. Related to the type of permit, most of 

the respondents filed private permit (driver’s license, vehicle registration, and identity card) 

which consist of 17% male and 30% female. 



 

 

 

 

Based on the characteristic of the age group, 50 respondents are Y generation or 

millennials (25-39 years old), 22 respondents are X generation (40-50 years old), and 23 

respondents are baby boomer generation (51-60 years old). The generation classification 

used is based on Generation Theory by Graeme Codrington and Sue Grant Marshall, who 

proposed five human generations based on the birth year, those are baby boomer generation 

(born in 1946-1964), X generation (1965-1980). Y generation (1981-1994), Z generation or 

iGeneration (1995-2010), and Alpha generation (2011-2025) [25].  

Based on the results obtained, excellent service variable (x variable) gained a total score 

of 82.56% which is classified as high. The dimensions employed by excellent service 

variable are Attitude, Ability, Action, Attention, Responsible, and Appearance where each 

dimension gained scores as below: 

Table 4. Excellent Service Dimension (X) 

 
 

Most of the respondents (85.25%) are satisfied with the service, where their needs and 

expectation were fulfilled. In this case, the quality is based on a good service, which is 

represented by attitude or how the officers provide service to the customer. Jakarta Public 

Service Mall has working culture applied to all officers, which is 3S, Senyum, Salam, Sapa 

(slogan of giving smile and greetings attitude). Most of the respondents (82.25%) agree that 

the officers of Jakarta Public Service Mall have the ability to provide credible service. The 

credibility, friendliness, and attitude of the officers have ensured the citizens. Besides, they 

are also able to utilize supporting facilities in providing the service. Most of the respondents 

(80.75%) appreciated various actions of the officers in fulfilling satisfaction. High quality of 

human resources is indicated by the problem-solving ability of the officers.  

Most of the respondents (81%) are pleased with the warm and personal attention given by 

the officers of Jakarta Public Service Mall. They are willing to allocate a mannerly time to 

listen and solve the issues. This characteristic is in line with an expectation of excellent 

service where public service is expected to have understanding and knowledge on its 

customers or citizen, including their needs specifically and convenient operational hours. 

Most of the respondents (79.75%) perceived awareness of the officers to conduct service as 

excellent as possible. Jakarta Public Service Mall has a service procedure board put in the 

front office to communicate about their service procedure information to the customers or 

citizens. The officers of Jakarta Public Service Mall solved the issue in line with the 

procedure in a mannerly time, although they still need a longer time to solve the documents. 

Most of the respondents (86.75%) found the waiting room as convenient. The officers 

greeted them warmly and the room is always clean, neat, and nice. The room is also 

equipped with television, newspaper, sweets, mineral waters, computers, and free internet 

access. 

 

 



 

 

 

 

Table 5. Citizens’ Satisfaction Dimension (Y2) 

 
 

Respondents are satisfied (80%) with the attitude of the officers of Jakarta Public Service 

Mall in providing service to the citizens’ politely and friendly with full of appreciation and 

respect. Respondents are satisfied (80%) because they found it easier to receive information 

regarding service procedure and flow steps in Jakarta Public Service Mall. Respondents are 

satisfied (82%) because the service rate in Jakarta Public Service Mall is affordable and 

reasonable. Besides, the respondents are also satisfied (77.74%) because the information 

given about the product is clear and understandable. Respondents are satisfied (78.25%) 

because the information regarding the solving time estimation is clear and provided in 

Jakarta Public Service Mall. The solving time of permit license is following the regulation. 

The respondents are satisfied (81.5%) with the officers’ ability, knowledge, competencies, 

and experience. Respondents are highly satisfied (95.25%) with the convenience of the 

service environment of Jakarta Public Service Mall. The room is clean, neat, and nice. 

The respondents are satisfied (77.25%) with information regarding feedback, critics, and 

complaints handling standards. The respondents also found it easier to access the service in 

Jakarta Public Service Mall. Characteristic included in the competency dimension is 77.75%, 

which is categorized as strong and proved that the respondents are satisfied because the 

service criteria are following the service type requested. Through the data obtained, it is 

concluded that respondents are satisfied with the excellent service provided by the officers of 

Jakarta Public Service Mall which was supported by appropriate supporting facilities. The 

stimulus given by the officers will receive positive feedback if the citizens can interpret and 

register positively to the service given. The Regression Test of Excellent Service with 

Citizens’ Satisfaction is presented on the table below: 

Table 6. Regression Test 

 



 

 

 

 

The table above explained that a= constant value of unstandardized coefficients. The 

constant value of this case is 5.152. The value is constant which means if there is no 

excellent service (X), the consistency value of Citizens’ Satisfaction (Y) is 5.152. b = the 

value of the regression coefficient. The b value of this case is 0.662 which means that every 

1% of addition in excellent service (X) will result in an increase of 0.662 in Citizens’ 

Satisfaction (Y2). Since the regression coefficient value is plus (+), it can be said that 

excellent service (X) positively influenced the Citizens’ Satisfaction (Y2). Thus, the 

regression equation is Y = 5.152 + 0,662 X. 

Table 7. Regression Model Summary 

 
Through the output above, it was found that the value of R square is 0.318. The value 

means that the influence of excellent service (X) on Citizens’ Satisfaction (Y2) is 76.7% 

while 23.3% of the citizens’ satisfaction is influenced by other variables that were not 

observed.  Based on the analysis conducted, the hypothesis proposed is valid, that the 

officers who are competent in providing and delivering service influence the citizens’ 

perception and satisfaction. The effective contribution of service officer competency to the 

perception and satisfaction of the citizens has the greatest correlation with the value of 6.272. 

The results of the descriptive analysis of this study showed that 81.5% of the citizens agree 

that the officers possess capability which covers knowledge, skills, and experience in 

assisting permit applicants. The capability has produced the citizens’ or customers’ 

satisfaction. The results explained that competent officers have high factors to be related to 

the citizens’ satisfaction. The performance of excellent service could improve the citizens’ 

satisfaction because the performance is related to the service products (process, attitude, 

facilities, and service environment) which were adjusted to the needs of the citizens to bring 

satisfaction as a result. 

The results of this study are in line with the results of a previous study conducted by the 

scholars of Kanjuruhan University Malang that excellent service influences the public’s 

satisfaction [26]. An excellent service could improve the perception and satisfaction of the 

citizens when the officers could assist the customers well in BNI Syariah Malang (respond 

quickly to the complaint and completely understand the needs of the customers) [27]. Similar 

studies also explained that there is a significant relationship between public service quality 

performance and the citizens’ satisfaction [28] [29] [30]. Competency has a positive 

correlation with the organization’s performance. That was proven by the study that 

competency is correlated to a very strong category which means by improving the 

competency, the organization’s performance will improve as well. The organization’s 

performance is the description of the result of the organization's work and presented by how 

the activities were conducted to reach the aim of the organization. [31] [32]. 

Based on the analysis results, the respondents are mostly 25-39 years old and classified 

into the Y Generation or millennials. The generation has utilized instant communication 

technology such as email, SMS, instant messaging, and social media (Facebook, Instagram, 

and Twitter). They are also interested in online games [33]. The Y Generation tends to utilize 

the service of Jakarta Public Service Mall because the service is conducted by the 



 

 

 

 

government based on information technology and effective and efficient communication by 

utilizing social media. The officers are quick in responding and solving the problem or 

inquiries asked by the customers. Public Service provided by Jakarta Public Service Mall has 

an intensity in utilizing advanced communication and information technology to provide 

service. 

Prior to this era, public service was portrayed in a form of disorganization, imbalance, not 

efficient, and related to bribery. Furthermore, the quality of public service was seen as 

arrogant, lack of sympathy, and overbearing. Service was built without seriousness and tend 

to complicate the society as the party who needed the service. Thus, the public was not 

assisted and tend to avoid public service due to the bad quality of the service. Information 

regarding service provided by public service is mostly conducted manually, especially 

information about a service procedure, administration requirement, cost of service, and 

duration. Information was presented using billboards, brochures, pamphlets, or information 

boards installed in the service room. During this disruption era, the information presentation 

method has been left behind and replaced by open and online information presentations 

through websites or applications in smartphones. Today’s public service also utilizes the 

advancement of technology for easier access to the public or citizens. The presence of the 

information board is also limited and replaced by a digital screen showing information. 

4   Conclusion  

Excellent Service positively influences the citizens’ satisfaction (Y2) with the total 

influence of 66.2%”, which covers dimension to the competency with the indicator that the 

officers possess skill, knowledge, and experience in assisting the citizen who visits Jakarta 

Public Service Mall. The positive influence means that excellent service provided could 

bring positive satisfaction as a result. 
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