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Abstract 

This study aims to investigate the impact of price and service quality on customer 
satisfaction at Damang Classic, seeking to identify the key drivers of customer 
perceptions and experiences. 
A quantitative research approach was employed, collecting data from 67 
respondents through questionnaires distributed via paper and Google Forms. The 
analysis utilized multiple linear regression to assess the relationships between the 
variables. 
The findings reveal that price does not significantly influence customer satisfaction; 
however, service quality exhibits a notable positive effect. Additionally, the 
combined effect of price and service quality is positive and statistically significant, 
indicating that while price alone is not a determinant of satisfaction, service quality 
is crucial. 
These results suggest that businesses like Damang Classic should prioritize 
enhancing service quality to improve customer satisfaction, as it plays a more 
critical role than pricing. Understanding this dynamic can help management focus 
resources effectively. 
This research contributes to the literature by highlighting the distinct roles of price 
and service quality in customer satisfaction within the context of Damang Classic, 
offering insights that can inform strategic decisions in service-oriented industries. 
Keywords: Influence of Price and Service Quality on Customer Satisfaction 
 

 

INTRODUCTION 

Wedding is something formation family with unite a boy and girl started with sacred bond 

. A wedding not seldom own a number of series of events. Neither does this different Far from 

wedding events to the community ethnic group bugis frequently held in a way festive , so it's a 

wedding event This  is the most lively event compared to other events in the community . 

Especially If wedding This hosted by people from circles nobleman or figure community , then 

the event must prepared maximum perhaps by all family or even participation from group public 

certain so that the event can be accomplished with good and can satisfying all parties involved at 

the a wedding event. 

And no seldom use Wedding Organizer services are one of the most important things in 

organizing a wedding event without need emit Lots power from party family bride and groom . 

Wedding Organizer Services or ethnic group bugis normal call it “ Indo' Botting ” moment This 
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experience growth along with change style life public . Type of business start One of them grows 

in Parepare City and has an impact on its tightness competition on business This (Gitusudarmo, 

2014). 

This matter be marked with many Indo' Botting business that is trying For seize market 

through diverse methods and innovations offered in their services produce . Owner service This 

must Can Determine the right marketing strategy for your business can survive and aim main from 

his business namely profit ( Profit ) can be achieved . 

One of Indo' Botting Services in Parepare City is Damang Classic , service Indo' Botting This 

founded by Damang myself , before become Indo' Botting Damang Classic previously just a beauty 

salon and have a number of employee just . Damang Classic start operational in 1995. Later start 

penetrates the world of Indo' Botting on 2009 to now and already Lots known to customers in 

various circles . 

The price offered by Damang Classic is as Indo' Botting ranges starting from IDR 8,000,000 

– 60,000,000, depending from talks or agreement with desire consumer . 

Besides that There is other things that are appropriate noticed in interesting customer that 

is related service capable quality satisfying from their products offer to consumers and later will 

form image Good Indo' Botting business in eye consumer That Alone . By general service / 

services basically is activities offered by the organization or individual to consumers (Fandy, 2008). 

There are two factors main influence quality service that is expected services and undesirable 

services expected . Either or or not quality service depending on ability producer in fulfil hope 

consumer (Fandy Tjiptono and Diana, 2000). 

According to (Afrizawati, 2023) quality service it's not seen from corner look party 

organizer or provider service , but rather based on perception recipient community ( customers ). 

service But impact on satisfaction consumer or clients Indo ' Botting . 

Then according to Damang they offer excess from facet service and quality and proven to 

be average in annually 200 people become consumer Damang Classic.  

As it is known move in the field of Special Services ( Indo' Botting ) of course No free from 

exists factor price product or services and factors quality service For give satisfaction to the 

consumer (Muhammad Maskur, 2016). 

 Consumers who feel satisfied with the service Indo ' Botting it uses will return use service 

that's their minimum recommend to other people. This matter will build faithfulness consumer . 

Satisfaction consumer is one of a must indicator noticed by the company For reach success in his 

business . Satisfaction consumer be one key For maintain consumer (Tjiptono, 2023). 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Al-Kharaj: Journal of Islamic Economic and Business 
Volume 6 (3), 2024: 382 - 395 

 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj                                       384 
https://doi.org/10.24256/kharaj.v6i3.5562   

 Based on observation consumer user service Indo' Botting at city  Parepare , part consumer 

choose use service Indo' Botting because Once enjoy facility service Indo' Botting when attend a 

wedding relations and siblings . Besides that consumers have too look for information from ever 

consumer use service Indo' Botting . So it's important For business service Indo' Botting provides 

quality good service Because Can become event promotion For attract the next client . 

On the basis of description above , researcher feel interested For do study based on aspects 

price and quality service to satisfaction and loyalty customer Damang Classic as Indo ' Botting 

furthermore researcher pouring his research in title  Influence of Price and Quality Service To Satisfaction 

Customers of Indo' Botting Damang Classic Parepare Services . 

 

Price is the amount of money charged for a product or service, or the amount of consumer 

exchange value for the benefits of owning or using a product or service. The following are four 

measures that characterize price according to Kotler and Armstrong, and on the other hand, price 

is the amount of money charged for a product or service or the amount of value that consumers 

receive to benefit from or own or use the service (Philip Koteler, 2005). 

According to Simamora, pricing is the amount charged or charged for a product or service 

that can affect financial performance and have an important influence on buyer perceptions 

(simamora, 2007).  

a. Price Affordability  

Consumers usually reach the prices set by the company. In one brand there are usually 

several types of products and they have different prices. 

b. Prices are in accordance with price competitiveness 

Consumers often compare the price of a product with other products. In this case, the 

price of a product is highly considered by consumers when buying the product. 

c. Suitability of Price and Product Quality 

Price is often used as an indicator of quality for consumers. Consumers often choose the 

higher price between two goods because they see a difference in quality. Higher prices tend 

to convey the perception of better quality. 

d. Matching Price with Benefits 

Consumers decide to buy a product if the perceived benefits are greater than or equal to 

those spent to get it. If consumers feel that the benefits of the product are less than the 

costs incurred, consumers will think that the product is expensive and consumers will think 

again about making a repeat purchase. 

Regarding the issue of prices, Islam discusses it in the Al-Qur'an Surah An-Nisa verse 29 

as follows: 
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Translation: 

you who believe, do not devour each other's wealth in a false way, except by means of commerce 

which is valid between you. and do not kill yourselves; Indeed, Allah is Most Merciful to you 

(Kementerian Agama RI, Al-Qur’an, 2012).  

The verse above explains that Allah has given every person the right to carry out business 

in a permitted way at a price they like. That in a transaction (buying and selling) occurs with an 

agreement between both parties and both parties agree with everything related to it (agreement), 

including the price determined 

According to Kotler and Keller, service quality is the totality of the characteristics of goods 

and services that demonstrate their ability to satisfy customer needs, both obvious and hidden. For 

companies operating in the service sector, providing quality service to customers is an absolute 

must if the company wants to achieve success. And the American Society for Quality Control, 

quality is the overall characteristics and characteristics of a product or service in its ability to meet 

predetermined or fixed needs (Philip Kotler, & Kevin L. Keller, 2009). 

In general, services/services are basically activities offered by organizations or individuals 

to consumers (Fandy Tjiptono, 2008).  

According to Fitzsimmons in Sulastiyono, he explains that service quality is something 

complex, and guests will assess service quality through five principles of service dimensions as a 

measure, namely as follows: 

a. Reliability is the ability to provide accurately and correctly the type of service that has 

been promised to guests. 

b. Responsiveness, namely awareness or desire to act quickly to help guests and provide 

timely service. 

c. Certainty/guarantee (Assurance), is the knowledge, courtesy and self-confidence of 

employees.  The assurance dimension has the following characteristics: competence to 

provide service, politeness and respect for guests. 

d. Empathy (Empathy), providing special individual attention to guests. This dimension 

of empathy has the following characteristics: a willingness to approach, provide 

protection and an effort to understand the guests' desires, needs and feelings. 

e. Tangibles, namely something that is visible or tangible, namely: the appearance of 

employees, and other physical facilities such as equipment and supplies that support 

the implementation of services. 

Service quality is defined as the expected level of excellence and control over that level of 

excellence to fulfill customer desires. Service quality is not seen from the perspective of the 
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organizer or service provider, but based on the perception of the community (customers) receiving 

the service (Afrizawati, 2014). 

Satisfaction comes from the Latin Satis which means good enough, adequate and Facio 

which means to do or make. In simple terms, satisfaction can be interpreted as an effort to fulfill 

something or make something adequate (Fandy Tjiptono, 2014).  

Consumer satisfaction is one of the indicators that companies must pay attention to in 

order to achieve success in their business. Consumer satisfaction is one of the keys to retaining 

consumers. 

According to Kotler, customer satisfaction is a person's feeling of happiness or 

disappointment that comes from comparing their impression of the performance (results) of a 

product and their expectations (Philip Kotler, 2014) 

According to Hendy Irawan, the factors that drive customer satisfaction are as follows: 

Product quality, customers are satisfied if after purchasing and using the product it turns out the 

product quality is good. 

Price, for sensitive customers, usually low prices are an important source of satisfaction because 

customers will get high value for money. 

Service quality, satisfaction with service quality is usually difficult to imitate. Service quality is a 

driver that has many dimensions, one of which is popular is "SERVQUAL". 

Emotional Factor, customers will feel satisfied (proud) because of the emotional value provided 

by the brand of the product. 

Cost and convenience, customers will be more satisfied if it is relatively easy, comfortable and 

efficient to obtain products or services. 

According to Tjiptono, creating satisfaction can provide several benefits, including a 

harmonious relationship between the company and customers, providing a basis for repeat 

purchases and creating customer loyalty as well as word of mouth recommendations that benefit 

the company (Fandy Tjiptono, 2001). 

Mowen and Minor define consumer satisfaction as the overall attitude shown by consumers 

by providing assessments after obtaining and consuming goods or services (John Mowen, & 

Michael Minor, 2002). 

Engel et al said that consumer satisfaction is also an evaluation after making a purchase where 

the alternative chosen at least provides the same results or exceeds the customer's expectations. 

Disappointment or dissatisfaction arises if the results obtained do not meet costumer expectations 

(Fandy Tjiptono, 2011).   
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From the definitions of these experts, it can be concluded that consumer satisfaction is a 

condition where the consumer's expectations of the product or service offered to him are in 

accordance with the reality he receives. Consumers who are satisfied will tend to repurchase the 

product and will also give a good assessment of the service to others. 

According to Abdul Manan, Islamic economics is a social science that studies the economic 

problems of society inspired by Islamic values (Mustafa Edwin Nasution, 2015).  

According to Muhammad Syauqi al-Fanjari, Islamic economics is economic activity that is 

regulated in accordance with Islamic foundations and principles (Rozalinda, 2017).  

Based on the several definitions above, it can be concluded that Islamic economics is all 

human economic activities related to other humans which are based on Islamic law. 

Basic Principles of Islamic Economics 

Tauhid is the foundation of Islamic teachings. With monotheism, humans witness that "there is 

nothing worthy of worship except Allah" and there is no owner of the heavens, the earth and its 

contents except Allah." In Islam, everything that exists is not created in vain but has a purpose. 

The purpose of human creation is to worship Him. Therefore, all human activities in relation to 

nature (resources) and other humans (muamalah) are framed within the framework of a 

relationship with Allah. Because to Him we will be responsible for all our actions in all aspects of 

life (Adiwarman Karim, 2007).  

This principle is a form of practicing the main characteristics possessed by the Prophets and 

Messengers in economic activities, namely (Rozalinda, 2017); 

Balance is a basic value that influences various aspects of a Muslim's economic behavior. For 

example, this principle of balance is manifested in simplicity, frugality and avoiding extravagance.  

Individual Freedom 

Freedom in the economy is an implication of the principle of individual responsibility for their life 

activities, including economic activities. Because without this freedom, a Muslim cannot carry out 

his rights and obligations in life.  

Justice has a deep and urgent meaning in Islam and concerns all aspects of life. Islam educates 

humans to be responsible to their families, the poor, the country and even all creatures on earth. 

 

METHODS 

Type of research used in study This is study associative causal Because analyze connection 

because consequence , that is variable free (X) influence variable bound (Y). Approach used in 

study This is approach quantitative ( Suharsimi , 2006). Study This use method study quantitative 

. Study quantitative is study empirical data shaped numbers ( Syahrum ). Study quantitative is 
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method fruitful research possible discoveries achieved with use procedures statistics or other ways 

of quantification ( measurement ). 

 Paradigm study is pattern think that shows exists connection between variables that will 

researched at the same time show type and quantity formulation necessary problem answered in 

study later , as well analysis statistics used ( Sugiyono , 2015). In terms of This in accordance with 

title the author 's research put it forward namely " The Influence of Price and Quality." Service To 

Satisfaction Customer Indo Services "Botting Damang Classic Parepare ", so For describe connection track 

between variable dependent and independent , paradigms the research described as following 

 

 

 

 

 

Population is an area of generalization that consists of on object / subject that has quantity 

and characteristics certain conditions determined by the researcher For studied and then 

withdrawn the conclusion . According to  Arikunto , population is whole subject study . Based on 

the definition above , population is object or subjects that are in an area and fulfill it condition 

certain related matters with problem in study then that becomes population target in study This is 

user services “ Damang Classic Salon” 

Population in study This is consumers who use it service Damang Salon with amount that 

is around 200 people per year . The sample is part or a representative of population studied ( 

Suharsimi ) . Sample Formula used in taking sample that is : 

Where: 

 

n = Size sample 

N = Size Population 

e = Percent slack inaccuracy Because 
error taking still samples can 
tolerated or desired usually 0.01. 

Gambar 1 Paradigma Penelitian 
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Study This use 10% allowance so obtained amount sample as following : 

n =  

n = 66.6 

n = 67 people ( completed ) 

So based on matter This amount sample will used in research of 67 people. 

With clarification evaluation each variable tested refers to: 

Table 1 Classification 

Score Classification 

84.01% - 100% Very good 

68.01% - 84.00% Good 

52.01% - 68.00% Currently 

36.01% - 52.00% Bad 

20.00% - 36.00% Very bad 

According to Sugiyono instrument study is something tools used For measure phenomenon 

natural nor observed social . Instruments used in study This is questionnaire or compiled 

questionnaire based on indicators from variable study . Indicator the containing details statement 

that will given answers by respondents . 

Determination score instrument questionnaire or questionnaire use Likert scale which has five 

alternatives answer . Questionnaire the arranged with using 5 (five) alternatives answer , namely : 

a. SS Strongly agree = 5 

b. S Agree = 4 

c. N Neutral = 3 

d. T.S Don't agree = 2 

e. STS Strongly Disagree = 1 
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Definition operational variable related with measurements that emphasize properties concept 

that can observed and measured . Variable research used in This research is : 

a. Variable dependent (X1) is price which is the amount of money charged For A product or 

service or a number consumer value For get benefit from or own or use services (Philip, 

2005). 

b. dependent variable (X2) is quality service that is effort delivery service For fulfil needs and 

desires customer as well as accuracy delivery For balance hope customers (Fandy, 2010) 

c. variable (Y) is satisfaction customer that is feeling like or disappointed someone who comes 

from from comparison the impression to performance ( results ) of a products and 

expectations (Philip, 2005). 

Analysis techniques used in this research is descriptive quantitative . Analysis descriptive 

quantitative , i.e method analysis with manage the data and information obtained from answer on 

questionnaire that has been shared to respondents . Method used is test one sample t-test with 

compare the averages of the samples studied with the population average that has been obtained 

For test hypothesis study . 

RESULTS AND DISCUSSION 

1. sample t-test 

a. Price 

Table 2 One sample t-test on Price 

 t df Mean 

Price 1,554 68 2.40580 

Value = 35 t = 1,554 

Based on results study on price in test satisfaction customer Damang Classic Parepare . 

Damang Classic is a well-known Indo ' Botting in Parepare lots of people, there are some ones 

Like use service Damang Classic and some are missing Like use service Damang Classic. 

Based on the one sample T test table data , you can seen mark  t count from price of -1.554 

< 1.995. With refers to the basis taking decision on Where if the value -1.554 < 1.995 then H 0 is 

accepted . so can be in understanding that average response to price The same with value 35 . 

 Based on the table data , the one sample T test was obtained conclusion that average 

response to price The same with  value 35 of The expected ideal value is 50 meaning If referring 

to table 1, the value is 35 (70%) out of 50 (100%) so can understood price assessed Good . Whereas 

the remaining 30% can be obtained just influenced by other factors discussed in this research . 
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This research shows that price assessed good by customers Damang Classic. The underlying 

thing this research is Where price given Damang Classic to his customers accepted in accordance 

with his abilities . 

b. Quality Service 

Table 3 One sample t-test on Quality Service 

 t df Mean 

Quality 

Service 

1,962 68 4.18841 

Value = 48 t = 1,962 

Quality service is level linkages between quality service with satisfaction customer Where 

customer satisfied If services provided Damang Classic to the customers are very good as desired 

customer . 

Based on the data in the one sample T test table , you can seen mark  t count from price of -

1.962 < 1.995. With refers to the basis taking decision on Where if the value -1.962 < 1.995 then 

H 0 is accepted . so can be in understanding that average response to price The same with value 48. 

Based on the table data , the one sample T test was obtained conclusion that average 

answer to price The same with  value 48 of The expected ideal value is 50 meaning If referring to 

table 1, the value is 48 (98%) out of 50 (100%) so can understood price assessed Good . Whereas 

the remaining 2% can be just influenced by other factors discussed in this research . 

This research shows that quality service rated very good by customers Damang Classic. The 

underlying thing this research is as services provided Damang Classic to the customers are very 

satisfied . 

The analysis reveals that the average price rating from customers at Damang Classic is 48, 

which aligns closely with the ideal value of 50, yielding a score of 98%. This high percentage 

indicates that customers generally find the pricing acceptable, though the remaining 2% could stem 

from external factors discussed in the research. Furthermore, the study highlights that the quality 

of service is rated very highly, reflecting strong customer satisfaction. The positive reception of 

service quality suggests that Damang Classic effectively meets customer expectations, further 

reinforcing the notion that while the price is seen as good, the superior service plays a crucial role 

in enhancing overall customer experience and loyalty. This dual focus on reasonable pricing and 

excellent service underscores the establishment's commitment to customer satisfaction and its 

competitive positioning in the market. 

The data analysis shows that customers at Damang Classic rate the average price at 48, 

closely approaching the ideal target of 50, which represents 98% satisfaction regarding pricing. 
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This suggests that while the price is generally perceived as acceptable, the slight 2% gap could 

indicate areas for improvement or factors affecting perception that were explored in the research. 

Additionally, the findings highlight that service quality is rated very highly, signifying that 

customers are not only satisfied with the pricing but also with the level of service they receive. This 

strong emphasis on service excellence contributes significantly to overall customer satisfaction, 

suggesting that Damang Classic is meeting and potentially exceeding customer expectations. The 

combination of good pricing and high-quality service positions Damang Classic favorably in the 

market, indicating that maintaining this balance is essential for ongoing customer loyalty and 

success. Overall, the results underscore the importance of both pricing and service quality in 

driving customer perceptions and satisfaction. 

The analysis reveals that customers at Damang Classic rate the average price at 48, which 

is just shy of the ideal value of 50, achieving a commendable 98% satisfaction regarding pricing. 

This suggests that while most customers find the price reasonable, the remaining 2% indicates 

potential areas for enhancement or influences not directly related to pricing that were discussed in 

the research. Additionally, the study emphasizes that the quality of service at Damang Classic is 

rated exceptionally high, highlighting a strong correlation between service and customer 

satisfaction. Customers feel that the service they receive is not only satisfactory but also contributes 

significantly to their overall experience, reinforcing their perception of value. This dual focus on 

competitive pricing alongside superior service positions Damang Classic as a leader in its market, 

suggesting that maintaining this equilibrium is crucial for fostering customer loyalty and attracting 

new patrons. The findings further suggest that a commitment to understanding and addressing the 

minor dissatisfaction related to pricing, while continuing to enhance service quality, will be 

essential for sustained success and positive customer perceptions. Overall, the results underscore 

the intertwined nature of pricing and service in shaping customer experiences and satisfaction at 

Damang Classic. 

 

CONCLUSION 

Based on from results research and discussion above , then obtained conclusion that 

formulated as following : 

The price of Indo' Botting Damang Classic services can be estimated Good based on the one 

sample T test shows that  from the average results are the same with 35 ( 70% ) of 50 ( 100% ). 

Quality Service Indo' Botting Classic's services can be rated as very good based on the one sample 

T test shows that  from the average results are the same with 48 (98%) out of 50 (100% 

Satisfaction Customer can be assessed currently based on the one sample T test shows that  from 

the average results are the same with 32 ( 64% ) out of 50 ( 100% ). 
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Price no influential positive to satisfaction customer based on partial tests or t-test shows that 

mark tcount 1.103 < t table 1.996 while value (sig) = 0.274 is greater than the probability of 0.05 or 

0.274 > 0.05 and the value contribution of 0.160 or 16.0%. 

Quality Service influential positive to satisfaction customer based on partial tests or t-test shows 
that mark t count 5.171 > t table 1.996 temporary value (sig) = 0.274 is greater than the probability of 
0.05 or 0.274 > 0.05 and the value contribution of 0.536 or 53.6%. 

 

REFERENCE 

Abdullah, O., Sufi, T., & Kumar, S. (2023). Impact of Food and Beverage Quality and Service 
Quality Towards Customer Satisfaction and Customer Retention, A Study of Five-Star 
Hotels. International Journal of Professional Business Review: Int. J. Prof. Bus. Rev., 8(5), 
98. 

Afrizawati, “Pengaruh Kualitas Layanan Perpustakaan Terhadap Minat Baca dan Intensitas 
Kunjungan Mahasiswa Pada Perpustakaan Jurusan Administrasi Bisnis Politeknik Negeri 
Sriwijaya (Jurnal Ekonomi Dan Informasi Akuntansi (Jenius) 4, no.1, 2014) 

Ahmed, S., Al Asheq, A., Ahmed, E., Chowdhury, U. Y., Sufi, T., & Mostofa, M. G. (2023). The 
intricate relationships of consumers’ loyalty and their perceptions of service quality, price 
and satisfaction in restaurant service. The TQM Journal, 35(2), 519-539. 

Akmal, E., Panjaitan, H. P., & Ginting, Y. M. (2023). Service quality, product quality, price, 
promotion, and location on customer satisfaction and loyalty in CV. Restu. Journal of 
Applied Business and Technology, 4(1), 39-54. 

Aprilia, H., Hanif, H., Ermawati, L., & Pramasha, R. R. (2024). The Influence of Management 
Control Systems on Employee Performance from an Islamic Perspective. Al-Kharaj: 
Journal of Islamic Economic and Business, 6(1). 
https://doi.org/10.24256/kharaj.v6i1.4970 

aristama, F., Hanif, H., Iqbal, M., & Wardi, F. (2024). The Effect Of Islamic Corporate 
Governance, Current Ratio, Total Asset Turnover And Intellectual Capital On Profitability 
(Study on Sharia Commercial Banks registered with the Financial Services Authority (OJK) 
for the 2018-2022 period). Al-Kharaj: Journal of Islamic Economic and Business, 6(1). 
https://doi.org/10.24256/kharaj.v6i1.4973 

Hasan, N., Eliza, A., Suhendar, S., Nurlaili, N., & Marjuni, K. N. (2024). Analysis Of The 
Implementation Of Zakat And Infaq/Alms Accounting Based On Psak 109 Concerning 
Zakat And Infaq/Alms Accounting (Study At Baznas Tanggamus Regency). Al-Kharaj: 
Journal of Islamic Economic and Business, 6(1). 
https://doi.org/10.24256/kharaj.v6i1.4979 

Indajang, K., Candra, V., Sianipar, M. Y., Sembiring, L. D., & Simatupang, S. (2023). The effect of 
service quality and price on customer satisfaction. Ekonomi, Keuangan, Investasi Dan 
Syariah (Ekuitas), 4(3), 942-950. 

Indriyo, G. (2014). Manajemen Pemasaran. Yogyakarta: IKAPI, 272. 

Ishak, I., Putri, Q. A. R., & Sarijuddin, P. (2024). Halal Product Assurance at Traditional Markets 
in Luwu Raya Based on Halal Supply Chain Traceability. Amwaluna: Jurnal Ekonomi dan 
Keuangan Syariah, 8(2), 224-240. 

Karim, A. A. (2021). Ekonomi Mikro Islami. Rajawali pers. 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Al-Kharaj: Journal of Islamic Economic and Business 
Volume 6 (3), 2024: 382 - 395 

 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj                                       394 
https://doi.org/10.24256/kharaj.v6i3.5562   

Khair, H., Tirtayasa, S., & Yusron, M. (2023). The effect of service quality and price on customer 
loyalty through customer satisfaction on Laundry Medan. com the city of Medan. Jurnal 
Ekonomi, 12(01), 560-568. 

Kotler, P. (2002). Manajemen Pemasaran edisi milenium. Jakarta: Prenhallindo. 

Kotler, P. Dan Gary Amstrong.(2001). Dasar-Dasar Pemasaran. 

Kotler, P., & Amstrong, G. (2001). Prinsip-Prinsip Pemasaran. Jakarta: Erlangga, 2008. 

Maskur, M., Qomariah, N., & Nursaidah, N. (2016). Analisis pengaruh kualitas pelayanan, harga, 
dan kepuasan pelanggan terhadap loyalitas pelanggan (studi kasus pada Bengkel Mobil 
Larasati Lumajang). Jurnal Sains Manajemen dan Bisnis Indonesia, 6(2). 

Mowen, J. C., & Minor, M. (2002). Perilaku konsumen. Jakarta: Erlangga, 90, 16-38. 

Munawaroh, M., & Simon, Z. Z. (2023). The Influence of Store Atmosphere, Service Quality, 
Product Quality, and Price on Customer Satisfaction. Research of Business and 
Management, 1(1), 35-44. 

Mustafa Edwin Nasution dkk, (2015) Pengenalan Eksklusif Ekonomi Islam, Jakarta: Prenadamedia 

Noor, I., Alhidayatullah, A., & Amal, M. K. (2023). Dimensions of Service Quality in Influencing 
Customer Satisfaction. Adpebi International Journal of Multidisciplinary Sciences, 2(2), 
189-197. 

Nurpasya, P., Eliza, A., Sisdianto, E., Zuliansyah, A. Z., & Mohamed, A. (2024). Analysis 
Effectiveness Of The Accounting Information System For Cash Receipts And 
Disbursements In Supporting Internal. Al-Kharaj: Journal of Islamic Economic and 
Business, 6(1). https://doi.org/10.24256/kharaj.v6i1.4980 

Paisal, P., Afrizawati, A., & Sabli, H. B. M. (2023). The effect of the digitalization system on 
customer service performance in the banking business during post-pandemic. Asean 
International Journal of Business, 2(1), 76-84. 

Rahmadani, N., & Putri, Q. A. R. (2024). Analysis of the Influence of Religiosity Values In 
Reducing Consumptive Behavior in Indonesian Muslim Consumers. Amwaluna: Jurnal 
Ekonomi dan Keuangan Syariah, 8(2), 253-274. 

Rahmawati, I., Rifan, D. F., Suryanto, T., & Pramasha, R. R. (2024). The Effect of Total Asset 
Turnover and Return on Assets on Company Profit Growth (Study of Mining Companies 
Listed on the Indonesian Sharia Stock Index (ISSI) for the 2017-2022 Periode. Al-Kharaj: 
Journal of Islamic Economic and Business, 6(1). 
https://doi.org/10.24256/kharaj.v6i1.4971 

Rozalinda, R. (2017). Ekonomi Islam: Teori Dan Aplikasinya Pada Aktivitas Ekonomi. 

Sihombing, S., Manik, P., Anisya, L. R., Nurcahayati, D., Hidayat, M., & Yulihapsari, I. U. (2023). 
The Effect of Service Quality, Ticket Prices and Ease of Transaction on Customer 
Satisfaction of Mass Rapid Transit Jakarta. KnE Social Sciences, 854-868. 

Silawati, T., Ekawati, E., Putri, R., & Kurniawan, A. (2024). The Influence Of Decentralization 
And Management Accounting Systems On Managerial Performance In An Islamic 
Perspective (Studi Pada PT. Pegadaian Area Lampung). Al-Kharaj: Journal of Islamic 
Economic and Business, 6(1). https://doi.org/10.24256/kharaj.v6i1.4974 

Simanjuntak, N. R. B., & Djumarno, D. (2023). The Influence of Brand Image, Service Quality 
and Price on Consumer Satisfaction (Study on Consumers of Kopi Kenangan, Tebet). 
International Journal of Social Service and Research, 3(2), 491-507. 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj


Herlianti, et al 

The Influence of Price and Service Quality on Customer Satisfaction … 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj                                       395 
https://doi.org/10.24256/kharaj.v6i3.5562   

Sinaga, E. M. (2023). The influence of price on purchase decision with quality of service as 
intervening variable. JPPI (Jurnal Penelitian Pendidikan Indonesia), 9(1), 125-133. 

Sitompul, S. S., & Simamora, F. (2021). Pengaruh beban kerja, pengalaman kerja, dan kompensasi 
terhadap kinerja karyawan PT. Tannery Sejahtera Mandiri Pekanbaru. Management Studies 
and Entrepreneurship Journal (MSEJ), 2(2), 142-153. 

Sudirjo, F., Violin, V., Abdullah, A., & Iswahyudi, M. S. (2023). The Effect of Promotion, E-
Service Quality and Price on Customer Satisfaction and Its Implication on Loyalty of 
Tokopedia Customers. JEMSI (Jurnal Ekonomi, Manajemen, dan Akuntansi), 9(5), 1724-
1728. 

Sugiyono , (2015) Research Methods Quantitative , Qualitative , and R&D . Bandung: Alfabeta  

Syahrizal, H., & Jailani, M. S. (2023). Jenis-jenis penelitian dalam penelitian kuantitatif dan 
kualitatif. QOSIM: Jurnal Pendidikan, Sosial & Humaniora, 1(1), 13-23. 

Tjiptono, F. (2000). Dan Diana, Anastasia.(2001). Total Quality Management. 

Tjiptono, F. (2016). Pemasaran jasa. 

Tjiptono, F. (2022). SERVICE MANAGEMENT: Mewujudkan Layanan Prima Edisi 4. Penerbit 
Andi. 

Tjiptono, F. (2023). Riset pemasaran. Penerbit Andi. 

Tjiptono, Fandy & A. Diana. 2003. Total Quality Management (TQM). Yogyakarta: Andi. 

Wulandari, S., Irfan, A., Zakaria, N. B., & Mujahidin. (2024). Survey Study on Fraud Prevention 
Disclosure Measurement at State Islamic Universities in Indonesia. IQTISHODUNA: 
Jurnal Ekonomi Islam, 13(1), 327–348. https://doi.org/10.54471/iqtishoduna.v13i1.2305 
 

 

 

https://ejournal.iainpalopo.ac.id/index.php/alkharaj

