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Abstract. This research is motivated by the phenomenon of indication of an increase in 

brand image in the instant seasoning of one brand according to Frontier Research (Top 

Brand Award) but there is a decrease in the product's performance its.  The research 

objective was to determine and examine the factors that influence consumer satisfaction 

and their implications for consumer loyalty to consumers of the Sajiku brand of instant 

seasoning products in North Jakarta. The method used in this research is a quantitative 

descriptive method. The population of this study was all users of the Sajiku brand 

instant seasoning in North Jakarta. The sample was determined to be 198 respondents, 

based on the Loehlin theory. The method used in sampling is a nonprobability 

sampling. The method used in analyzing the data is the Structural Equation Model 

(SEM) method. The tool used as a software in using SEM is Lisrel 8.80. The results 

showed that product quality, price fairness, and brand image had a significant effect on 

consumer loyalty, mediated by consumer satisfaction. However, price variables have 

the strongest influence compared to variables of product quality and brand image, both 

on consumer loyalty and on consumer satisfaction. 
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1  Introduction 

Sajiku brand instant seasoning serves instant spices including fried rice with flavors such 

as chicken and spicy flavors, fried chicken, fried fish, rendang, sayur asem, sayur soto, 

chicken soup, vegetable capcay. From 2015 to 2019 there has been an increase, ranking 

second in the Frontier Research survey [1] in similar industries. The first order dominates, 

Racik brand instant seasoning. In terms of the cheapest price, The Sajiku brand instant 

seasoning is also second. At first glance, this shows that there is a relationship between price 

and its position in the fast-food industry. 

Although the overall performance of Sajiku brand instant seasoning has increased quite 

significantly, the performance of Sajiku brand instant seasoning in North Jakarta is in 

contrast to this condition, from 2015 to 2019 its performance has decreased. Based on this, it 

is necessary to do research on the factors from the consumer side that can improve the 

performance of Sajiku brand instant seasoning. These factors are about consumer behavior so 

that they make repeated purchases, do not change to other products, because they are 

satisfied with the Sajiku brand instant seasoning. 
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Previous research has produced findings that indicate several factors that influence 

customer satisfaction and consumer loyalty. Ali et al., researched, 2019 found that image has 

a positive effect on purchasing decisions [2], and then, in research, Angraini & Harwani, 

2020, purchasing decisions are also influenced by product quality, price perceptions, 

promotions [3], service quality, price [Anggita & Ali, 2017] [4], and location [Brata, Husani, 

and Ali, 2017] [5]. Meanwhile, other studies are [Rusmahafi and Wulandari, 2020] [6]; 

[Nasirudin, Yuliasetiarini, and Suroso, 2018] [7]; [Al-Msallam, 2015] [8]; [Wu, et al., 2011] 

[9] that brand image has a positive effect on consumer satisfaction. In addition to brand 

image affecting consumer satisfaction, the brand image also affects consumer loyalty 

[Horaga, Ozora, and Stiefanie, 2012] [10]. In Khadka and Maharjan, 2017, in general, the 

main factors that influence consumer satisfaction and loyalty are quality, price, influence, 

empathy, and consumer perception or brand image. In Khadka and Maharjan's research, 

2017, satisfaction is a variable that has a significant effect on loyalty [11]. Product pricing 

affects repeat purchase decisions, which consumers perceive as one of satisfaction [Khoironi, 

Syah, and Dongoran, 2018] [12]; [Wu, et al., 2011] [9]. 

In addition, other research results indicate that brand, price, and promotion have an effect 

on sales [Sudaryanto et. al., 2019] [13]. The main factors that influence customer satisfaction 

and loyalty are quality, price, reliability, empathy, and consumer perceptions or brand image 

[Khadka and Maharjan, 2017] [11]. Product Quality, Brand Image, and Pricing affect 

consumer satisfaction, then customer satisfaction affects consumer loyalty [Khoironi, Syah, 

and Dongoran, 2018] [12] [Wu, et al., 2011] [9]. The results of previous research indicate 

that product quality, service quality, price fairness, and promotional strategies have a positive 

and significant effect on switching brand selection behavior [Elete, 2018] [14]. On the other 

hand, price fairness does not have a significant effect on consumer satisfaction [Nasirudin, 

Yuliasetiarini, and Suroso, 2018] [7]; [Wu, et al., 2011] [9]. Other studies have shown that 

company image, product quality, and consumer value have an effect on customer 

satisfaction, as well as affect customer loyalty [Ishaq et al., 2014] [15]. In addition, product 

quality, service quality, physical environment, and cleanliness have an effect on business 

continuity, where business continuity affects consumer satisfaction [Kumar and Bhatnagar, 

2017] [16]. 

Based on previous studies, the phenomenon that occurs is the mismatch between the 

overall performance of Sajiku brand instant seasoning and the performance in North Jakarta, 

as well as the factors that are considered in determining the ranking in the instant seasoning 

industry, variables that affect customer satisfaction and consumer loyalty, are determined to 

improve and improve Sajiku brand instants seasoning performance in North Jakarta. Thus, 

this study aims to determine and examine the effect of each variable on product quality, price 

reasonableness, and brand image variables on customer satisfaction and its implications for 

consumer loyalty. 

The definition of the variables tested is as follows, consumer loyalty is a consumer 

behavior to maintain, make repeat purchases, recommend products, and not switch to other 

products. Customer satisfaction is the response of consumers to products that have been used 

in relation to satisfaction. Product quality is the overall features and characteristics inherent 

in a product that are in accordance with consumer desires or product quality standards, 

relating to raw materials, production processes, packaging, and taste. Fairness is the 

consumer's perception of the product as desired regarding the affordability of the price, the 

perception of expensive, the price according to quality, and the benefits of the product. Brand 

image is the perception and belief of consumers about memorability, conformity of 



 

 

 

 

perception and understanding, and product uniqueness. Furthermore, the research framework 

is presented, as follows: 

 
Fig 1. Framework 

2   Research Method 

This research is descriptive quantitative research. The population of this study was all 

users of the Sajiku brand instant seasoning in North Jakarta. The sample represents the 

population, the number is determined using the theory of Betler and Chou theory which 

states that the number of samples that must be met for SEM estimation is at least five times 

the parameter to be estimated, and on the Loehlin theory [Latan, 2013] [17]. The research 

indicators amounted to 29 so that the sample of this study was 198 respondents. A 

nonprobability sampling method is used to collect sample data. The method used in 

analyzing data is the method of the Structural Equation Model (SEM). The tool used as a 

software in the use of SEM is Lisrel 8.80. 

 

 

3 Results and Discussion 
 

The number of respondents was 198 samples. Of that number, the number of women is 

more dominant, namely 82.8% and the number of men is 17.8%, with the status of married 

being married at 72.2%, unmarried 21.7%, and widows/widowers 6.1%. The age range of 

respondents aged 31-40 years was 43.4%, 21-30 years old was 40.4%, aged 41-50 years 

11.6%.  

 
Fig 2. Validity test 



 

 

 

 

The loading factor value on the product quality variable shows all indicators have a 

loading factor value ≥ 0.5. Thus, all indicators on the variable product quality, price fairness 

and brand image are valid and can be used to measure the structural equation modeling 

(SEM) model (Figure 2, Table 1). 

 

Reliability test 

 

Table 1. Value of loading factor indicator and variable reliability test results 

 
 

Latent variables have construct reliability coefficient values that are greater than or equal 

to the critical value (CR ≥ 0.7) and the critical value (AVE ≥ 0.5). This shows that the five 

variables have a good level of reliability. So that based on the validity test and reliability test, 

the results of the questionnaire can be used in this study. 

 

Model fit test 

Table 2. Structural model fit evaluation 

 
 



 

 

 

 

Structural model 

 
Fig 3. Image estimation results standardized coefficient and estimation results t-values 

 

Table 3. Estimation result of direct effect 

 
 

Based on Table 3, results of the loading factor analysis, the equation model is presented 

as follows: 

CS = 0.309 QP + 0.450 PF + 0.258 BI 

CS = 0.707 CL 

 

The results of testing the direct effect are presented in table 3, the significant testing 

criteria in SEM are based on a critical point value of 1.96 for an error of 5% where the t-

value is greater than or equal to the critical point (t-value ≥ 1.96) indicates that the parameter 

value is statistically significant. Thus, the results of this study indicate that the variables of 

product quality, price fairness, and brand image have a significant effect on customer 

satisfaction, as well as have a significant effect on consumer loyalty, mediated by customer 

satisfaction, and consumer satisfaction have a significant effect on consumer loyalty, because 

of the influence of variables. independent and dependent, either directly or indirectly, the t-

count is more than the t-table (1.94) (table 3). 

While the R2 column (table 3) contains the values of the coefficient of determination. R2 

for the influence of the independent variables (consumer quality, price fairness, and brand 

image) on consumer satisfaction by 84%. This means that 84% of customer satisfaction is 

influenced by product quality, price fairness, and brand image, while the remaining 16% is 

influenced by other factors not observed in this study. R2 for the influence of consumer 

satisfaction variables on consumer loyalty by 50%. This means that 50% of the consumer 

loyalty variable is influenced by customer satisfaction, while the remaining 50% is 

influenced by other factors that are not observed in this study. 



 

 

 

 

This equation can be judged that variable product quality affects consumers with a path 

coefficient value of 0.309, variable price fairness affects consumer satisfaction with a path 

coefficient value of 0.450 and image variables affect consumer satisfaction with a path 

coefficient value of 0.258. From this it can be seen that variables/independent (product 

quality, price fairness, and image) have a positive effect, thus the result is an increase in the 

value of product quality, price fairness and brand image, better (increase) customer 

satisfaction, thus otherwise. This equation can be conveyed that influence of consumer 

satisfaction on loyalty is 70.7% positively. This means that it happened because of increase 

in customer satisfaction by 100%, then there was an increase in customer loyalty by 70.7%. 

Product quality has a positive effect on consumer satisfaction by 30.9% (table 3, figure 

3), meaning that if there is an increase in product quality by 100%, there is an increase in 

satisfaction by 30.9%. The results of this study, among others, show that product quality 

affects consumer satisfaction in accordance with the opinion of previous researchers 

[Nasirudin, Yuliasetiarini, and Suroso, 2018] [7], [Khadka and Maharjan, 2017] [11], 

[Khoironi, Syah, and Dongoran, 2018] [12], [Ishaq et al., 2014] [15], [Kumar & Bhatnagar, 

2017] [16], [Hanaysha, 2016] [19], [Susanty & Kenny, 2015] [20], [Kumar & Babu, 2013] 

[21], [Syarifah & Ali, 2020] [22], [Setya & Soni, 2018] [23]. 

The correlation value of the variable consumer quality indicator on consumer satisfaction 

is an indicator produced by a hygienic process (K03) (figure 3). Thus, to increase consumer 

satisfaction in North Jakarta, Sajiku brand instant seasoning management needs to convince 

consumers that Sajiku brand instant seasoning is produced according to health standards. 

This information can be done through advertisements, as well as repairing packaging which 

represents a guarantee that Sajiku is processed according to standards. 

The positive effect of price fairness on consumer satisfaction is 45% (Table 3, figure 3). 

This can be explained that if there is an increase in the fairness of the price by 100%, there 

will be an increase in satisfaction by 45%. The results of this study, which shows that price 

reasonableness of consumer satisfaction, is in accordance with the opinion of previous 

studies [Al-Msallam, 2015] [8], [Khoironi, Syah, and Dongoran, 2018] [12], [Sudaryanto et. 

al., 2019] [13], [Elete, 2018] [14], [Hanaysha, 2016] [19], [Kumar & Babu, 2013] [21]. Other 

studies have produced findings that are contrary to the results of this study that price has no 

effect on consumer satisfaction [Nasirudin, Yuliasetiarini, and Suroso, 2018] [7], [Wu, et al., 

2011] [9]. 

Based on the loading factor indicator value according to Figure 3 about Image estimation 

results standardized coefficient, the correlation value of the indicator of price fairness to 

consumer satisfaction is the price indicator is in accordance with the benefits (H05). Thus, to 

increase consumer satisfaction in North Jakarta, the Company needs to convince consumers 

that prices are in accordance with benefits, and needs to develop and evaluate a special 

pricing strategy for the North Jakarta area. This can be done by providing promotions and 

discounts. In addition, in order to improve price compatibility and its benefits, product 

quality needs to be maintained, even if necessary, and improved. 

Brand image has a positive effect on consumer satisfaction by 25.8% (Table 3, Figure 3). 

It can be explained that if there is an increase in the brand image by 100%, there is an 

increase in customer satisfaction by 25.8%. One of the results of this study, which shows that 

brand image affects consumer satisfaction, is in accordance with the opinion of previous 

studies [Rusmahafi and Wulandari, 2020] [6], [Nasirudin, Yuliasetiarini, and Suroso, 2018] 

[7], [Al-Msallam, 2015] [8], [Wu, et al., 2011] [9], [Horaga, Ozora, and Stiefanie, 2012] 

[10], [Khadka and Maharjan, 2017] [11], [Khoironi, Syah, and Dongoran, 2018] [12], [Ishaq 

et al., 2014] [15], [Kumar & Babu, 2013] [21], [Setya & Soni, 2018] [23]. 



 

 

 

 

Based on the loading factor indicator value according to Figure 3 about Image estimation 

results standardized coefficient, the greatest value of the correlation of the brand image 

variable indicator on consumer satisfaction is that the brand indicator is indicator of 

understanding how to use (C04), so, that the Sajiku brand instant seasoning is known to 

consumers because there is an understanding of how to use it, especially the fried rice 

variant, which suits their taste. Therefore, the Sajiku company needs to improve its brand 

image by involving wider consumers so that the Sajiku brand is better known to the public 

and cooking demonstrations on how to use other flavor variant applications besides fried 

rice. 

Customer satisfaction has a positive effect on customer loyalty by 70% (Table 3, Figure 

3). This can be explained that if there is an increase in customer satisfaction by 100%, there 

will be an increase in loyalty by 70%. The results of this study indicate that consumer 

satisfaction with consumer loyalty is in accordance with the opinion of previous studies [Al-

Msallam, 2015] [8], [Wu, et al., 2011] [9], [Horaga, Ozora, and Stiefanie, 2012] [10], 

[Khadka and Maharjan, 2017] [11], [Khoironi, Syah, and Dongoran, 2018] [12], [Ishaq et al., 

2014] [15], [Syarifah & Ali, 2020] [22], [Djumarno, Anjani, & Djamaluddin, 2018] [24].  

Based on the loading factor indicator value according to Figure 3 about Image estimation 

results standardized coefficient, the correlation value of the indicator of consumer 

satisfaction towards consumer loyalty is an indicator of distinctive taste (P03) and flavor 

variant (more focused on the flavor variant of fried rice) (P04). Therefore, to increase 

consumer loyalty in North Jakarta, the Company needs to increase the thick taste compared 

to competitors (this applies to variants other than fried rice), and needs to develop products 

(create new flavor variants) and evaluate these strategies. In addition, to improve product 

quality, if not, then maintain the quality of the product. 

4 Conclusions 

The variable of price fairness has the most influence on consumer satisfaction, as well as 

the most influential on consumer loyalty, mediated by customer satisfaction, compared to the 

variables of product quality and brand image. An indicator whose value is strongly correlated 

with consumer satisfaction is an indicator of inexpensive prices. Thus, the problem of 

decreasing Sajiku's brand of instant seasoning performance in North Jakarta can be 

anticipated by determining the fairness of prices that can compete in terms of not expensive. 

Determining the fairness of prices can be done by providing special promotions and 

discounts in the North Jakarta. 

However, even though the influence of brand image variables is the lowest on consumer 

satisfaction, it needs attention, especially so that Sajiku brand instant seasoning can be more 

widely known so that it can improve the performance of Sajiku brand instant seasoning, 

especially in North Jakarta. Because the indicator with the highest correlation value is 

connected to consumer satisfaction and consumer loyalty is a widely recognized brand. Two 

things that are needed in improving and maintaining product quality are a production process 

that is clean according to standards and the packaging is not easily damaged. The two things 

are related because the packaging is the front page that can explain whether the production 

process is carried out according to hygiene standards or not. Packaging that is neat and not 

easily damaged can reflect a production process that can be accounted for in terms of 

hygiene.  



 

 

 

 

 

References 

[1] Top Brand Award, “Top Brand Award: Top Brand Index (2015-2019)”. Top Brand Award  

[Online], year 2018-2019, available: https://www.topbrand-award.com?top-brand-

index/?tbi_index=Top%20Brand&tbi_year=2015-2019 (accessed on 7 October 2019). 

[2] Ali, H., Komaria, N., Permana, D., & Nurmahdi, A., “Decision of Using Courier Service 

Quality, and Perceived Price (Case Study: Fatmawati Post Office, Cilandak, Jakarta Selatan)”. 

Scholars Journal of Economics, Business and Management: 5(2): 109-119, 2018. 

[3] Angraini, D., & Harwani, Y., “The Effect of Product Quality, Price Perception, and Promotion 

of Purchasing Decision in Sari Roti in West Jakarta”. In 4th International Conference on 

Management, Economics and Business (ICMEB 2019): 120, 2020. 

[4] Anggita, R. & Ali, H., “The Influence of Product Quality, Service Quality, and Price to 

Purchase Decision of SGM Bunda Milk”. Scholars Bulletin: 3(6): 261-272, 2017. 

[5] Brata, B. H., Husani, B., & Ali, H., “The Influence of Quality Products, Price, Promotion, and 

Location to Product Purchase Decision on Nitchi at PT Jaya Swarsa Agung in Central 

Jakarta”. Saudi Journal of Business and Management Studies: 2(4B): 433-445, 2017. 

[6] Rusmahafi, F.A., & Wulandari, R., “The Effect of Brand Image, Servise Quality, and 

Customer Value on Customer Satisfaction”. International Review of Management and 

Marketing: 10(4): 68-77, ISSN: 2146-4405, 2020. 

[7] Nasirudin, M., Yuliasetiarini, D., & Suroso, I., “The Role Customer Satisfaction on Product 

Quality, Price and Brand Image in Creating Word of Mouth on Conato in Jember”. 

International Journal of Business and Management Invention: 7(7):13-22, ISSN: 23190-8028, 

2018. 

[8] Al-Msallam, S., “Customer Satisfaction and Brand Loyalty in The Hotel Industry”. European 

Scientific Journal: 1: 232-251, ISSN: 1857-7881, 2015. 

[9] Wu, C., Liao, S., Chen, Y., & Hsu, W., “Service Quality, Brand Image, and Price Fairness 

Impact on the Customer Satisfaction and Loyalty”. In The 2011 IEEE IEEM of Proceedings: 

10(1109): 1160-1164, 2011. 

[10] Horaga, A. E., Ozora, E., & Stiefanie. The Factors of Brand Image which Influence Customer 

Loyalty of J.CO. Business Administration Bacth: President University, 2012. available: 

https://www.academia.edu/5904356 (accessed on 7 October 2019). 

[11] Khadka, K., & Maharjan, S. Thesis: Customer Satisfaction and Loyality: Case Trivesel. 

Firlandia: Centria University of Applied Sciences, 2017.  

[12] Khoironi, T. A., Syah, H., & Dongoran, P., “Product Quality, Brand Image, and Pricing to 

Improve Satisfaction Impact on Customer Loyalty”. International Review of Management and 

Marketing: 8(3): 51-58, ISSN: 2146-4405, 2018. 

[13] Sudaryanto, S., Subagio, N. A., Awaliyah, I. N., Wulandari, D., & Hanim, A., “Influence Of 

Brand Image, Price And Promotion On Consumer’s Buying Decision Of Fast Moving 

Consumer’s Goods With Culture As A Moderating Variable In Basmallah Retail Store In 

Indonesia”. International Journal of Scientific & Technology Research: 8 (3), March 2019. 

[14] Elete, J. Thesis: Brand Switching Behaviour Amoung Millennial Consumers of Fast Food 

Brands in Dublin, Ireland. National College of Ireland. England: National College of Ireland, 

2018. 

[15] Ishaq, M. I., Bhutta, M. H., Hamayun, A. A., Danish, R. Q., & Hussain, N. M., “Role of 

Corporate Image, Product Quality and Customer Value in Customer Loyalty: Intervening 

Effect of Customer Saticfaction”. Journal of Basic and Applied Scientific Research: 4 (4):89-

97, ISSN: 2090-4304, 2014. 

[16] Kumar, S., & Bhatnagar, D., “Factors Affecting Customer Satisfaction of Food and Beverage 

Outlets between Amritsar and Jalandhar”. IOSR Journal of Humanities and Social Science: 22 

(9): 65-71, ISSN: 2279-0837, 2017. 

[17] Latan, H. Model Persamaan Struktural: Teori Implementasi Amos 21.0. Bandung: Penerbit 

Alfabeta, 2013. 



 

 

 

 

[18] Gunarto, M. Analisis Statistik dengan Model Persamaan STruktural (SEM): Teoritis dan 

Praktis. Bandung: Alfabeta, 2018. 

[19] Hanaysha, J., “Testing The Effects of Food Quality, Price Fairness, and Physical Environment 

inFast Food Restaurant Industry”. Journal of Asian Business Strategy: 6(2): 31-40, ISSN 

2225-4116, 2016. 

[20] Susanty, A., & Kenny, E., “The Relationship between Brand Equity, Customer Satisfaction, 

and Brand Loyalty on Coffee Shop: Study of Excelso and Starbucks”. ASEAN Marketing 

Journal: VII (1): 14-27, 2015. 

[21] Kumar, A. A. & Babu, S., “An Empirical Study On Customer Satisfaction Towards Micro 

Brands In Union Territory State Of Pondicherry (A Special Reference To Selected Food 

Products)”. South Asian Journal of Marketing & Management Research (SAJMMR): 3 (12), 

ISSN 2249-877X, 2013. 

[22] Syarifah, A. & Ali, M.M., “Influence Analysis of Product Quality and Brand Trust against 

Customer Satisfaction and Impact on Customer Loyalty Wardah Brand Cosmetics in 

Jabotabek”. International Journal  of Innovative Science and Research Technology (IJISRT): 

5(4): 1162-1169, 2020. 

[23] Setya, B. I. & Soni, H., “The Effect Of Brand Image And Product On Customer Satisfaction 

And Willingness To Pay At Coffee Bean Surabaya”. Researchgate, RJOAS: 1 (73), 2018. 

[24] Djumarno, Anjani, S., & Djamaluddin, S., “Effect of Product Quality and Price on Customer 

Loyalty through Customer Satisfaction”. International Journal of Business and Management 
Invention (IJBMI): 7(8-1): 13-20, ISSN: 2319-8028, 2018 


