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ABSTRACT 

This study aims to analyze the Influence of Service Quality, Price, Corporate Image, 

and Location towards Customer Satisfaction on Autocare Universitas Muhammadiyah 

Yogyakarta. This study uses quantitative approach. The data used is primary data obtained by 

distributing questionnaires to the customers of Autocare UMY to 99 respondents. The 

method of sample collection uses a purposive sampling technique. The technique of data 

analysis that used in this study to process the data is multiple linear regression. The results of 

this study indicates that all independent variables namely Service Quality, Price, Corporate 

Image, and Location has a positive and significant influence on the dependent variable, 

namely Customer Satisfaction both simultaneously and partially.  
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1 INTRODUCTION 

The number of motorized vehicles in Indonesia continues to surge every year 

both car and motorcycle. The increase of motorized vehicles occurred in nationally 

and in regions especially in the big cities. The increasing number of motorized 

vehicles can be caused by: there is no regulation from the government regarding the 

maximum amount of motorized vehicles that owned by society. It happens also due to 

customers behaviour in using motorized vehicles both car or motorcycle.  

Table 1.1  

Number of Motorized Vehicles in 2009-2017 

 

Source: Central Bureau of Statistics 2017 

The increasing in the number of vehicles has a positive impact on the 

development of businesses that offers the services in the automotive field. Nugraha 

et., al (2014) stated that entrepreneurs will make this phenomenon as an advantage for 

the entrepreneurs companies. Where the entrepreneurs will make business in the 

automotive field. The form of service could be maintenance of vehicles such as car 

wash, motorcycle wash, etc.  

The phenomena increasing number of motorized vehicles also happens in 

regionally scale which in Daerah Istimewa Yogyakarta (DIY). Due to this research is 

conducted in Autocare Universitas Muhammadiyah Yogyakarta which one of the 

business units that built by Univeraitas Muhammadiyah Yogyakarta. Autocare UMY 

Year Number of Motorized Vehicles 

2009 67,336,644 

2010 76,907,127 

2011 85,601,351 

2012 94,373,324 

2013 104,118,969 

2014 114,209,260 

2015 121,394,185 

2016 129,281,079 

2017 138,556,669 



is the business that is in automotive field. It offered the vehicles maintenance such as 

car wash, motorcycle wash and carpet wash. The existence of Autocare UMY itself 

can gain the benefit for Univesitas Muhammadiyah Yogyakarta. It happens due to the 

revenue of UMY will not only from the tuition fee that the students paid for every 

semester. Moreover, the revenue will also obtained from the non-tuition fee which 

from the business units of UMY where Autocare UMY is one of them. 

 
Figure 1.1 

Trend Graph of Number of Service Customers 

Source: Autocare Universitas Muhammadiyah Yogyakarta 

 

The figure 1.1 shows the fluctuation of customer of Autocare UMY that 

happens in September 2017 to September 2019. It can be seen the red line shows the 

trend line number of customer on Autocare UMY which is moving downwards. 

While, in the Universitas Muhammadiyah Yogyakarta there are lots of motorized 

vehicles that owned by the lecturers, students, and employees of UMY. Where, it can 

be the good chance for Autocare UMY to get the customer who wants to maintain 

their cars or motorcycles. 

Based on fluctuations in the number of customers that occur on Autocare 

UMY, the Autocare party needs to pay attention to the factors that drive the increase 

and decrease in the number of customers who use the Autocare UMY service. Based 

on the background that the author has previously described, the author is interested in 

conducting research to determine the factors that influence the customer satisfaction. 
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In this research, the factors that used are service quality, price, corporate image, and 

location.  

 

2 LITERATURE REVIEW 

a. Marketing Management 

Marketing management is a social and managerial process that makes 

individuals and groups get what they need and want through the creation and 

exchange of products and values with others (Rahayu and Fathoni, 2017). 

Marketing activities must be able to bring customers closer, examine market 

opportunities, determine the position of the service market segments and target 

markets based on the needs of the services and formulate a marketing mix 

(Sukotjo and A. Sumanto, 2010). The intended marketing mix is 7 P (product, 

price, promotion, place, people, process, and physical evidence). 

Marketing is the most importance activity of a company. It is because of 

marketing makes the customers able to meet their needs through the products both 

goods or services that sell by the company as the seller. The company should fulfil 

the satisfaction of the customers on the process of marketing activity (Nurhalimah 

et., al, 2018).  

b. Service Quality 

 According to Tjiptono in Kuntari et al. (2016) "service quality is a 

comparison between service perceived by customers (perception) with service 

quality expected by customers". Meanwhile, according to Pontoh et., al (2014), 

service quality is defined as an effort to meet the needs and desires of customers 

and the accuracy of their delivery in balancing customer expectations. So, service 



quality is a way or strategy for a company to deliver a service to its customers in 

order to satisfy the customer. 

Goofin and Price (1996) in Jahanshahi et., al (2011) stated that service is 

important. By increasing product quality the company will have a competitive 

advantage. In addition, the company will get opportunities to increase sales and 

revenues. Budi Harto (2015) in his research stated that service quality is very 

dependent on 3 (three) things. This is in the form of systems, technology and 

people. If the company has a good work system, utilizes advanced technology, 

and quality standards of qualified workers in their field, then the company can 

make good quality service standards. Lupiyoadi in Krisdayanto, Iqbal et.,al (2018) 

in his research state that there are 5 (five) dimensions of service quality that must 

be fulfilled, namely tangibles, empathy, reliability, responsiveness, and assistance. 

c. Price  

Daryanto in Suryonaningsih et., al (2016) states the price is the amount of 

money billed by the company to customers. Whereas, Rares and Jorie (2015) said 

that the price is also the amount of money needed by the community to get a 

combination of products (goods and services) and its services. Based on the 

definition of price, then price is the amount of money that shows the value of a 

product in the form of goods or services. 

Before deciding to get or buy an item or service, the public will assess the 

price of the product at first. Where the price of a product must match the quality 

that the product has. Then, customers will decide to give up their money to buy 

the product. So, price becomes one of the important things in determining for a 

product to sell. Ferdinand in Arviantama (2016) stated that price is one of the 



important variables in marketing. Therefore, a company needs to build a business 

strategy that can make customers and companies profitable.  

Price is the good strategy to get profit for the company (Listyawati, 2018). 

This can be done by making competitive price standards and also in line with 

product quality standards. If the price is set too high, then customers will be 

reluctant to give up some of their money to own or enjoy a product. Vice versa, 

when the price of a product is relatively low, then customers will assume that the 

quality of the product is not so good. 

d. Corporate Image 

Pontoh et., al (2014) mentions that an image is a reflection of the identity of an 

organization or company. Company image according to Normasari et., al (2013) is 

a representation of an institution with the hope of being able to encourage a 

positive image. Meanwhile, according to Kotler and Keller in Kartika and 

Kuswandiro (2019), that a corporate image is a set of beliefs, ideas, and 

impressions that a person has of an object. From the explanation above, it can be 

concluded that the corporate image is a customer's view of the impression given 

by the company. 

Tuuk et., al (2019) stated that the image would reflect the company's level of 

commitment to quality, excellence, and also relationships with customers and 

partners. In this case, the corporate image helps facilitate customer knowledge on 

the products offered by the company. There are 4 parts of the company image 

stated by Liou & Chuang in Tjandra, Olivia et., al (2016), including morality, 

management, performance, and service. 

 

 



e. Location  

Location means the location of a building in an area, where the company will 

operate. Rares and Jorie (2015) stated that location is a strategic location which is 

easily accessible by customers. Location will also affect the number and type of 

customers who will be attracted to come to strategic location. 

Location can affect the company's existence in the future. In addition, the 

location of the company must be able to provide benefits to the company. This is 

in line with research conducted by Krisdayanto, Iqbal et., al (2018), that the 

factors that must be considered in determining the strategic location of a company, 

namely: Access, visibility, traffic, large and secure parking area, expansion, 

environment, competition. 

f. Customer Satisfaction 

Customer satisfaction is the taste felt by customers after receiving a service. 

Customer satisfaction will be achieved when the desires and needs of customers 

are met in accordance with customer expectations. This expectation is the 

confidence of customers on the performance of services to be provided by the 

company. As stated by Suryonaningsih et., al (2016) in his research, that 

customers will experience various levels of satisfaction and dissatisfaction after 

experiencing services in accordance with customer expectations. 

Customer satisfaction is the level of one's feelings after comparing 

performance with expectations expressed Daryanto in Suryonaningsih et., al 

(2016). Meanwhile, according to Nurhalimah et., al (2018) customer satisfaction 

or dissatisfaction is part of the experience experienced by customers of a product 

offered by the company. So with that experience customers have a tendency to 

build certain values. 



The company must be oriented to customer satisfaction by meeting customer 

expectations. In addition, the company must prepare its workers to be able to 

serve customers properly and correctly. Therefore, a measure of customer 

satisfaction is very beneficial for the company in order to evaluate company 

performance. This can make the company compete with its competitors and the 

company can evaluate their performance according to the views of Susilo, et., al 

(2018). 

3 METHODOLOGY 

The object of this research is Autocare Universitas Muhammadiyah 

Yogyakarta. While, the subject of this research is the people of Universitas 

Muhammadiyah Yogyakarta (UMY) and the general public outside UMY 

environment. The data of this research is primary data that obtained directly from the 

respondent by distributing questionnaire. Furthermore, the data is analyse with 

multiple linear regression to determine the influence of independent variables namely 

service quality, price, corporate image, and location. While, dependent variable is 

customer satisfaction. Multiple linear regression model is: 

Yt = a + β 1 X1t + β 2 X2t + β 3 X3t + β 4 X4t + et 

Explanation: 

Yt   = Customer Satisfaction 

a   = The constant 

β 1, β 2, β 3, β 4 = Regression coefficient 

X1 t  = Service Quality 

X2 t  = Price 

X3 t  = Corporate Image 

X4 t  = Location 



et    = Error term 

 

This study uses no-probability sampling with a purposive sampling technique 

to determine respondents. The number of respondents in this study were 99 people 

who obtained from the calculation of the Slovin formula. Slovin formula used to 

determine the sample size of a study in which the population size of the study is 

known with 10% standard of error (Amirin, T.M, 2011). The population of this 

research is customers of Autocare UMY, as many as 7,610 people. Slovin formula: 

n = 
𝑁

1+(𝑁 𝑥 0,12)
 

n = 
7.610

1+(7.610 x 0,12)
 

n = 98,70 

The result of Slovin formula is 98,70 then rounded to 99. So, the sample size 

of this research are 99 respondents. 

 

4 RESULT AND DISCUSSION 

A. Validity and Reliability Test 

Validity test is done by looking at the value of KMO (Keiser-Meyer-Olkin) is 

higher than 0,50, the anti image’s value is higher than 0,50 and the factor of 

loading of instruments is higher than 0,50, it means that the instrument is valid 

(Basuki and Imamudin, 2017). Furthermore, the the value of KMO (Keiser-

Meyer-Olkin) for this data of research is higher than 0,50. While, the anti image’s 

value is also higher than 0,50. Then, factor of loading instrument is more than 

0,50. 



According to Ferdinand (2014), this reliability test aims to measure the 

consistency of answers to the questionnaire. Where the value of Cronbach Alpha 

≥ 0.60. for the data of this research, the value of Cronbach Alpha is more than 

0.60. Then, the data of this research is reliable.  

B. Result of Classical Assumption  

a. Normality Test 

Table 4.1 

The Result of Normality Test 

 
Unstandardized 

Residual 

N 99 

Normal Parameters Mean .0000000 

 Std. Deviasion 1.27313102 

 Absolute .079 

Most Extreme Differences Positive .069 

 Negative -.079 

Kolmogorov-Smirnov Z  .785 

Asymp.Sig. (2-tailed)  .569 

 

Table 4.1 shows the value of Kolmogorov-Smirnov significant is more than 

5% (0.569 > 0,05). It indicate that the variables that used in this research is 

distributed normally or do not contain normality problem. 

b. Heteroscedasticity Test 

Table 4.2 shows the number of significant for every independent 

variables is higher than 5%. Service quality has 0.343, price has 0.141, 

corporate image has 0.646, and location has 0.789. Then, it can be conclude 

that concluded that each independent variables used does not contain 

heteroscedasticity problems. 

 

 



Table 4.2 

The Result of Heterocedasticity Test 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig 

B 
Std. 

Error 
Beta 

1 (Constant) .595 .943  .631 .530 

 Service Quality  .055 .058 .121 .953 .343 

 Price -.071 .048 -.181 -1.486 .141 

 Corporate Image .026 .057 .060 .461 .646 

 Location .013 .052 .035 .257 .798 

 

c. Multicollinearity Test 

Table 4.3 

The Result of Multicollinearity Test 

Model  
Collinearity Statistics 

Tolerance VIF 

1 

(Constant)   

Service Quality  .637 1.569 

Price  .696 1.437 

Corporate Image  .599 1.670 

Location  .561 1.784 

 

The result of multicollinearity test shows the number of tolerance for 

every independent variables are greater than 0.1. As for the value of the 

Variance Inflation Factors (VIF) of each independent variable has a value 

smaller than 10. This shows that each independent variable used in this study 

does not have a correlation with each other. 

 

 

 

 

 



C. Result of Multiple Linear Regression 

Table 4.4 

The Result of Multiple Linear Regression Test 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

B 
Std. 

Error 
Beta 

1 

(Constant) 2.099 1.493  1.406 .163 

Service Quality .185 .092 .186 2.008 .048 

Price .168 .076 .196 2.214 .029 

Corporate Image .253 .090 .269 2.817 .006 

Location .193 .082 .231 2.348 .021 

 

The coefficient value of each variable can be seen in the Beta column in table 

4.4, where the independent variable, namely service quality has a regression 

coefficient of 0.186, price of 0.196, corporate image of 0.269, and location of 

0.231. While, the significant value of each variable shows less than 0.05, then 

each independent variable has a significant effect on the dependent variable which 

is customer satisfaction. Then the regression equation that is formed is as follows: 

Y = 0,186 X1 + 0,196 X2 + 0,269 X3 + 0,231 X4 

 

D. The Result of Hypothesis Test 

a. Determination Coefficient Test (R
2
) 

Table 4.5 

The Result of Determination Coefficient Test (R
2
) 

Model R R Square 
Adjusted R 

Square 

Std. Error of the 

Estimate 

1 .698 . 488 . 466 1.300 

 

Based on the coefficient of determination (R
2
), it shows that the 

independent variables used in this study are Service Quality (X1), Price (X2), 



Corporate Image (X3), and Location (X4) can explain the dependent variable 

namely Customer Satisfaction (Y) of 46.6%. While 53,4% is explained by 

other variables outside the variables used in this study. 

b. F Test  

Table 4.6 

The Result of F Test 

Model 
Sum of 

Squares 
Df 

Mean 

Square 
F Sig. 

1 

Regression 151.176 4 37.794 22.365 .000 

Residual 158.845 94 1.690   

Total 310.020 98    

 

The significant value that shows on F test shows that the significant 

value is less than 0.05 or 5% where the significant value is 0,000. It means the 

independent variables namely Service Quality (X1), Price (X2), Corporate 

Image (X3), and Location (X4) have a significant influence on the dependent 

variable, namely Customer Satisfaction (Y) simultaneously. 

c. T Test 

Table 4.36 

The Result of T Test 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 
t Sig. 

B 
Std. 

Error 
Beta 

1 

(Constant) 2.099 1.493  1.406 .163 

Service Quality .185 .092 .186 2.008 .048 

Price .168 .076 .196 2.214 .029 

Corporate Image .253 .090 .269 2.817 .006 

Location .193 .082 .231 2.348 .021 

 

Based on the results of the T test to test the hypothesis in table 4.7, it 

can be concluded that: 



a) H1 = The t-value for service quality (X1) is 2,008 where the value is 

positive. While, the significant value is lower than 0,05 (0.048 < 0,05). So, 

it can be concluded that service quality has a positive and significant effect 

on Customer Satisfaction.  

b) H2 = The t test results, shows the t value for price (X2) is 2.214 where the 

value is positive. Meanwhile, the significant value is 0.029 where it is 

lower than 0,05. Then, it can be concluded that the price has a positive and 

significant effect on customer satisfaction. 

c) H3 = From the T test results, it can be seen that the t value for corporate 

image (X3) is 2.817 where the value is positive. Then, significant value 

owned by the corporate image is 0.006, where it is smaller than 0.05. So, it 

can be concluded that the corporate image has a positive and significant 

effect on customer satisfaction. 

d) H4 = From the result it shows the value of t for the location (X4)  of 2.348 

where the value is positive. The significant value of the location is 0.021 

less than 0.05. So, it can be said that location variable has a positive and 

significant effect on customer satisfaction.  

 

E. DISCUSSION 

Based on the result of data analysis, it can be concluded that: 

a) Service Quality has Positive and Significant Influence towards Customer 

Satisfaction  

Table 4.4 shows the Beta coefficient value owned by the service 

quality variable of 0.186 which is positive. If the service quality variable 

increases by 1 unit, then the customer satisfaction variable will increase by 



0.186. Meanwhile, the significant value of 0.048 is smaller than 0.05. So, 

service quality has a positive and significant effect on customer satisfaction. 

The results of this study indicate that the quality of services provided 

by the Autocare Universitas Muhammadiyah Yogyakarta (Autocare UMY) is 

in accordance with customer expectations. By fulfilling the hopes and desires 

of customers, then satisfaction can be felt by customers. In accordance with 

that described by Pontoh et., Al (2014). This can be seen from customer good 

perception of the indicators used to represent the variable quality of service 

provided by Autocare UMY. The indicators used to represent service quality 

variables in this study are fast service, ease of transaction, understanding 

customer needs, and shuttle services performed by Autocare UMY employees. 

These things indicate the ability of the Autocare UMY in providing 

services to customers is good. The better the quality of the services provided, 

the customer will feel satisfied. The similar result of research has been done 

by Nurhalimah, S. et., al (2018), Susilo, Heri et., al (2018), Annamdevula, S. 

and Bellamkonda, R.S. (2016), Xu, Lu et., al (2017), and Zameer, Hashim et., 

al (2015). 

b) Price has Positive and Significant Influence towards Customer 

Satisfaction  

Beta regression coefficient values indicate the price variable has a 

positive value that is equal to 0.196. If the variable price rises by 1 unit, then 

customer satisfaction will increase by 0.196. Then, a significant value of 0.029 

which is smaller than 0.05. Thus, price variables have a positive and 

significant effect on customer satisfaction. 



Price is the amount of money exchanged for products or services to get 

benefits from the product or (Iriyanti, E. et., al, 2016). This research shows 

that the tariff or price set by the Autocare Universitas Muhammadiyah 

Yogyakarta is in accordance with the ability of customers to pay for services 

and market prices. This is in line with research conducted by Arviantama et., 

al (2017). 

There are indicators that can represent the price variable itself. Where, 

customer perception of these indicators are good. The indicators in question 

are the price according to the type of service, the price of each competitive 

service where the price set by Autocare UMY can compete with the market 

price, and the price is in accordance with the benefits obtained. If customers' 

perceptions about the indicators are good, then the overall price at Autocare 

UMY is in accordance with customer desires and the ability of customers to 

pay for services. 

Razak, I. et., al (2016), Nurhalimah, Siti et., al (2018), Susilo, Heri et., 

al (2018), Ferandi, S.M. et., al (2016), Namin, Aidin (2017), Hanaysha, Jalal 

(2016), and Khuong and Dai (2016). 

c) Corporate Image has Positive and Significant Influence towards 

Customer Satisfaction  

The regression coefficient value of the corporate image variable in the 

Beta column is 0.269. If the corporate image variable increases by 1 unit, then 

the variable customer satisfaction will increase by 0.269. Then, the significant 

value is 0.006. This shows the corporate image has a positive and significant 

effect on customer satisfaction. 



Corporate image is the view or perception of customers towards a 

company (Pontoh et., al., 2014). The results of this study explain that the 

image of the Autocare Universitas Muhammadiyah Yogyakarta is good. The 

better the image of a company, the more customers will be interested in using 

the product or services of a company. 

The perception of the customer towards the image held by Autocare 

UMY cannot be separated from the indicators that represent the variable of the 

corporate image. These indicators are the corporate good reputation, the name 

of the company that is easy to remember, the company can be trusted by 

customers, and good quality owned by the company. If the customer response 

is good to these indicators, then the overall image held by Autocare UMY will 

be good. 

Similar research results were also conducted by Tjandra, Olivia et., al 

(2016), Saktiani, G.A. (2015) and Zameer, Hashim, et., al (2015). 

d) Location has Positive and Significant Influence towards Customer 

Satisfaction  

The result of  regression coefficient of the location variable in the Beta 

column of 0.231. If the location variable increases by 1 unit, then the location 

variable will increase by 0.231. Meanwhile, the significant value of the 

location variable is 0.021. Then, it can be concluded that location has a 

positive and significant influence on customer satisfaction. 

The results of this study indicate that the Autocare location of 

Universitas Muhammadiyah Yogyakarta influences customer satisfaction. 

Location is a place where a company carries out sales or manufacturing 

activities of goods or services (Atmanegara, et., al, 2019). So, determining the 



location of a company is important for the future of the company. The better 

and strategic location of Autocare UMY, the easier it will be for customers to 

meet their needs, in this case the vehicle maintenance needs. When the needs 

of customers are met then there will be a sense of satisfaction in customers 

because of the ease in accessing the location of the company. 

The existence of a positive and significant relationship of location 

variables to the variable customer satisfaction can not be separated from good 

customer perceptions of indicators that can represent the location. These 

indicators are a safe company environment, easily accessible location, location 

can be reached by the transportation, and location is easy to find. If customers 

perceptions are good for these indicators, it can be concluded that customer 

perceptions of location variables are also good.  

The same research was also carried out by Krisdayanto, Iqbal et., al 

(2016), Ferandi, S.M. et., al (2016) and Nurhalimah, Siti et., al (2018). 

 

5 CONCLUSION  

Based on the results of data analysis that has been carried out on all data 

obtained, the independent variables that used on this research, namely service quality 

(X1), price (X2), corporate image (X3), and location (X4) has positive and significant 

influence towards customer satisfaction (Y) in simultaneously and partially.  

a. Service quality has positive and significant influence towards customer 

satisfaction. It happens due to the good perception of the services speed, 

ease of transaction, employee understanding to the customer, and shuttle 

service by employees. 



b. Price has a positive and significant effect on customer satisfaction. It 

happens due to good perception of the price is in accordance with the 

service, price is competitive, price is affordable, and price is equal to the 

benefit obtained. 

c. The corporate image has a positive and significant effect on customer 

satisfaction. It happens because the good perception of company 

reputation, company name is easy to remember, the company can be 

trusted, and the quality of the company. 

d. Location has a positive and significant impact on customer satisfaction. It 

happens because the good perception to Autocare UMY environment, ease 

of accessing location, ease of accessing location with the transportation, 

and ease of finding the location. 
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