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	Abstract.

The purpose of this research is to determine and analyze how the affect of service quality (reliability, responsiveness, assurance, empathy, tangible) simultaneously and partially on customer satisfaction, customer satisfaction level index, and implementation and performance strategies of PT Jayamandiri Gemasejati Bogor.This research uses quantitative data and primary data types through distributing questionnaires using a Likert scale. The sample in this research distributrd to 100 people with non-probability sampling technique, namely accidental sampling. The method used in this research is multiple linear regression analysis. The results showed that in the simultaneous test results (f test) it was found that the independent variables of reliability, assurance, empathy, responsiveness, and Tangible simultaneously had a positive and significant affect on customer satisfaction and for the partial test results (t test) it is found that the variables of reliability, responsiveness, and assurance have a positive and significant affect on customer satisfaction, respectively At the same time, the variables of empathy and tangible partially are not having a positive and significant affect on customer satisfaction.. The result of the Customer Satisfaction Index (CSI) score of service quality is 68.25%. The implementation strategy uses important performance analysis (IPA), the strategy is a) Make continuous improvements so that performance attributes increase b) Maintaining so that the performance does not decrease c) This quadrant must be seriously managed because it usually causes customer disappointment d) Evaluate all excessive activities.

Keywords: Reliability, Responsiveness, Assurance, Empathy and Tangible.



I.
INTRODUCTION
The rapidly evolving automotive industry in Indonesia is currently making competition even tighter, including in the motor vehicle (motorcycle) sector. Motorcycles are currently the most widely used method of transportation in the society. Not only used as personal transportation, it is also used as public transportation. To win the competition, motorcycle manufacturers are constantly innovating their products. This is apparent from the increasing variety of brands and types of motorcycles in Indonesia. This competition encourages companies to be more innovative and able to adapt to changes that occur. The main thing that motorcycle manufacturers need to focus on for attracting and retaining customers at this time is paying attention to service quality and customer satisfaction. According to Kotler and Keller (2018), customer satisfaction is a feelings  pleasure or disappointment of a person that appears after comparing between the estimated product performance (results) against the expected performance (or results). To be sure that customers can feel satisfied with the product or service provided, companies need to know what factors can affect customer satisfaction. According to Kotler and Keller (2018), the factors that affect customer satisfaction include product quality, price, emotional factors, cost and convenience of obtaining products or services, and service quality.If the company is able to fulfill the factors that affect customer satisfaction in accordance with customer wishes, it will create customer satisfaction, where the satisfaction felt by customers can create a positive response for the company. 
Customer satisfaction will be achieved if the quality of service provided by the company is in accordance with what the customer wants. Therefore, companies need to focus on efforts to fulfill customer needs and desires by providing fast, quality and pleasant service as promised and related performance. According to Kotler (2019), service quality is a form of customer rating of the level of service received with the expected level of service. if the service received or felt is as expected, then the service quality is perceived as good and satisfying. A good service quality is an effort that can be used by companies in facing competition in the service sector which is closely related to customer satisfaction. According to Kotler (2019), good service quality that can be seen from several indicators, namely reliability, responsiveness, assurance, empathy, and tangibel. Service quality is one of the determining factors in an effort to make a company more superior and win the increasing competition in the motorcycle market share in Indonesia. Currently, there are many motorcycle brands with various models, designs, good quality and prices that can compete and qualified after sales services. The following is data on motorcycle brands with the most users in Indonesia in 2023 as below:

Table 1. Motorcycle Brands with the Most Users in Indonesia in 2023

	Manufacturer
	Number of Users
(Person)
	     Persentage

(%)

	Honda
	761
	74,6

	Yamaha
	160
	15,7

	Kawasaki
	8
	0,6

	Suzuki
	3 
	0,3

	Not Using Motorcycle
	89
	8,8

	Total
	1.021
	100


Source: Jakpat survey, 2023

According to the table, this is a problem for competitors, especially PT Yamaha because Yamaha brand users in 2023 only amounted to 15.7%, which is still less than its toughest competitor, PT Astra Honda Motor. The highly competitive competition makes several motorcycle manufacturers conduct various strategies and also try to provide the best possible service in order to create customer satisfaction and also be able to compete with their competitors. One of the companies that realizes the importance of service quality is PT Jayamandiri Gemasejati Bogor. PT Jayamandiri Gemasejati Bogor is a part of Yamaha corporation which is a Japanese company with sales of land transportation equipment, namely motorbikes. JG Motor is an authorized Yamaha dealer with the legal entity PT Jayamandiri Gemasejati, which was established on October 29, 1994 based on the deed of establishment No.256 dated 29/10/1994. The purpose of this research is to determine and analyze how the impact of service quality (reliability, responsiveness, assurance, empathy, service form) simultaneously and partially on customer satisfaction, customer satisfaction level index, and implementation and performance strategies of PT Jayamandiri Gemasejati Bogor.
II. 
METHODS 
Variable Operationals

The variables that analyzed in this research are service quality which consists of reliability (X1), responsiveness (X2), assurance (X3), empathy (X4), and tangible (X5). The dependent variable is customer satisfaction (Y). The dependent variable indicators are conformity to expectations, interest in revisiting, and willingness to recommend. The data collection measurement scale is an ordinal scale. This research is a quantitative approach. Data collection techniques through the distribution of questionnaires using a Likert scale as a measuring tool, interviews, and observations. The population in this research is service users of PT Jayamandiri Gemasejati Bogor whose exact numbers are uncertain. This research uses the Lemeshow formula to determine the sample in this research, which is as follows:
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Description:

n = Number of Samples 

z = 95% confidence level = 1.96

p = Maximum estimation (0.5)

D = Limit of error = 0.05

By applying the formula implemented in this research, it is known that the sample will be taken as follows:

[image: image2.png]~ 1,96%.0,5(1 - 0,5)

n 0.12)

= 96,04




Based on the results of the sample calculation using the Lameshow formula, the number of samples found amounted to 96.04 samples and rounded up to 100 respondents. So the number of these studies was determined to be 100 respondents with the consideration of getting more accurate data.The sampling technique uses nonprobablity sampling technique with accidental sampling type. accidental sampling according to Sugiyono (2019), is a sampling technique based on coincidence, namely anyone who happens / incidentally meets the researcher can be used as a sample, if it is deemed that the person who happened to be met is suitable as a data source. The questionnaire was distributed for 2 weeks, starting from April 18, 2024. To determine whether the statements in the questionnaire are valid and reliable, we conducted validity and reliability tests.
 The validity test is considered valid if the correlation coefficient limit is at least 0.3, Sugiyono, (2019). The reliability test shows how far a measuring instrument can be trusted or reliable through the validity test. According to Sugiyono (2019), the Cronbach Alpha technique can be used for the reliability test. A measuring instrument is said to be reliable if it has a reliability coefficient or Alpha of 0.6 or greater than that and the reliability test proves that the questionnaire is reliable. The data analysis technique used to determine the affect of quality reliability, responsiveness, assurance, empathy, and service form on customer satisfaction is multiple regression. The magnitude of the influence between variables is shown in the variable influence structure which can be seen in the regression equation Y on X1, X2, X3, X4, X5, Sugiyono (2018), which is as below: 

Y = a + b1X1 + b2X2 +b3X3 +b4X4 b5X5 + ÿ.

The hypothesis test is carried out with the f test, t test. to determine the value of the customer satisfaction index, the analysis of the customer satisfaction index is used by calculating the value of mean importance score & mean satisfaction score, determine weight factor, determine weight score, determine weight total, and determine customer satisfaction index. Meanwhile, to determine which of the results should be prioritized compared to other attributes, we use Importance Performance Analysis (IPA) or importance level analysis and performance evaluation, Martilla and James in Mudjarnako et,al., (2020). In developing IPA we use a Cartesian diagram. The position of each indicator is mapped on a cartesian diagram. The horizontal (X) axis is filled with the average value of the performance score, while the vertical (Y) axis is filled with the average value of the importance score of each indicator. There are two steps to determine importance performance analysis, which determine the level of suitability and create a Cartesian diagram. This suitability level analysis will determine the priority order of improving performance factors, using the following formula:
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Description:

Tki = Respondent's level of suitability

Xi = Performance rating score / company reality

Yi = Importance rating score/customer expectations

Cartesian diagram Importance Performance Analysis (IPA) can be seen in the following figure:
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Fig 1. Diagram Kartesius Importance Performance Analysis
Source Martilla dan James dalam Mudjarnako et, al., (2020)

There is a description of each quadrant contained in the diagram according to Martilla and James (1997), which is in quadrant (A) contains attributes/statements that are considered important by customers but in reality these attributes/statements are not accordance with customer expectations. In quadrant (B) these attributes or statements have a high level of expectation and performance. This indicates that the attribute or statement is important and has high performance. And must be maintained for the next time because it is considered very important / expected and the results are very satisfying. In quadrant (C) the attributes or statements contained in this quadrant are considered less important by customers and in fact their performance is not too special/ordinary. Improvements to attributes or statements included in this quadrant need to be reconsidered by considering the attributes/statements that have an influence on the benefits perceived by customers that are large or small and also to prevent these attributes/statements from shifting to quadrant. And quadrant (D) This quadrant of attributes/statements has a low level of expectation according to customers but has good performance, so it is considered excessive by customers.
III. 
RESULT AND DISCUSSION 
Characteristics of consumers

Characteristics of consumers who have visited PT Jayamandiri Gemasejati Bogor, with the following description:

Table 2. Recapitulation of Customer Characteristic

	No
	Characteristic
	User
	Persentagee (%)

	1
	Jenis Kelamin
	Perempuan
	65

	2
	Usia
	19 – 25 Tahun
	58

	3
	Pendidikan Terakhir
	Diploma
	49

	4
	Pekerjaan
	Pegawai Swasta 
	53

	5
	Penghasilan/Bulan
	Rp. 3-5 Juta
	31

	6
	Frekuensi Berkunjung
	2 kali
	46

	7
	Perolehan Informasi
	Teman
	42


Source: Data Processed, 2024

It can be concluded that most of the Yamaha Repair Shop customers of PT Jayamandiri Gemasejati Bogor are female with an age of 19-25 years. then the customer's educational background is Diploma as much as 49 people with the type of work as a private employee as much as 53 people and the salary received by customers is Rp. 3 - 5 million as much as 31 people with a frequency of visiting 2 times in 1 year as much as 46 people and getting information to service at Yamaha JG Bogor Branch repair shop from friends as much as 42 people.

Multiple Linear Regression Results

Based on the calculation results using the SPSS tool, the following equation can be known: Y= 1,240+ 0,493 X1 + 0,502 X2 + 0,391 X3 + 0,145 X4 + 0,000 X5 +↋.

The multiple regression results above showed that the independent variables, which are reliability (X1) responsiveness (X2), assurance (X3), empathy (X4) and tangible (X5) has a positive affect on the dependent variable, which is Customer Satisfaction.
Correlation Coefficient Analysis 

To see the results of the correlation of variables can be seen in Table 4 below:

Table 3. Multiple Correlation Coefficients
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.871a
	.759
	.746
	2.150


Resource: Data Processed, 2024

Based on Table 3. It is known that the correlation of the independent variables consisting of reliability (X1), responsiveness (X2), assurance (X3) empathy (X4) and service form (X5) with the dependent variable, customer satisfaction (Y) at PT Jayamandiri Gemasejati Bogor is showed an R value of 0.871 which is in the value range (0.80-1.000) including in very strong category, Sugiyono (2019). The relationship between the independent variable and the dependent variable has a very strong relationship. This means that the better the performance of reliability, responsiveness, assurance, empathy and service form, the higher the customer satisfaction of service users at PT. Jayamandiri Gemasejati Bogor. this is in line with Amalia & Aprianti (2022) research that service quality variables have a very strong and positive relationship with customer satisfaction.

Results of the Coefficient of Determination 

Based on Table 4. above, it can be seen that the Adjusted R Square result is 0.746 or 74.6%. This shows that the percentage contribution of the influence of reliability, responsiveness, assurance, empathy and service form on customer satisfaction is 74.6% and the remaining 25.4% is influenced by other variables not included in this research model, which are product quality factors, price, emotional factors, as well as cost and ease of obtaining services, Kotler & Keller (2018).

Regression Coefficient Test Results (F Test)
Tabel 4. F Test Result

	ANOVAa

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	1366.600
	5
	273.320
	59.138
	<0,001b

	
	Residual
	434.440
	94
	4.622
	
	

	
	Total
	1801.040
	99
	
	
	


Source: Data Processed, 2024
Based on Table 4. it was found that the F count value was 59.138 and the Ftable value for α = 0.05 with degrees of freedom V1 = 6 - 1 = 5 and V2 = 100 - 5 - 1 = 94. Based on the results of the degrees of freedom, the Ftable value is 2.311. It can be seen that Fcount is greater than Ftable, namely 59.138> 2.311, it can be concluded that HO is rejected and Ha is accepted, meaning that the independent variables in this research, which are tangible, assurance, empathy, responsiveness, and reliability simultaneously has a positive and significant affect on customer satisfaction at PT Jayamandiri Gemasejati Bogor. This is in accordance with previous research by Rahayu (2021), that service quality variables with indicators of tangible, reliability, responsiveness, assurance, and empathy together had a significant affect on customer satisfaction variables.

The affect of reliability, responsiveness, assurance, empathy, and tangible partially on customer satisfaction at PT Jayamandiri Gemasejati Bogor (t test)

a.) Reliability has a positive and significant affect on customer satisfaction at PT Jayamandiri Gemasejati Bogor. This is in accordance with previous research conducted by Siregar (2023), which states that reliability has a positive and significant affect on customer satisfaction. 

b.) Responsiveness has a positive and significant affect on customer satisfaction at PT Jayamandiri Gemasejati Bogor. This is in accordance with research conducted by Putranto et al., (2019), showed that Responsiveness (responsiveness) has a positive and significant affect on customer satisfaction.

c.) Assurance has a significant affect on customer satisfaction at PT Jayamandiri Gemasejati Bogor. This is in accordance with research conducted by Mansur and  Putra (2023), which discusses the affect of guarantees on customer satisfaction, it was found that guarantees have a positive and significant affect on customer satisfaction.

d.) Empathy not has positive and significant affect on customer satisfaction. This means that Ho4 is accepted and Hα4 is rejected. This is in line with  Hadijah & Suryaningsih (2024), which states that empathy has no positive and significant affect on customer satisfaction.
e.) Tangible not has positive and significant affect on customer satisfaction. This means that Ho5 is accepted and Hα5 is rejected. This is in accordance with the research of Putranto et al., (2019), which states that the tangible service variable has no influence on customer satisfaction.

Customer Satisfaction Level Regarding Service Quality
To find out how much customer satisfaction regarding service quality (reliability, responsiveness, assurance, empathy, tangible) this research uses the Customer Satisfaction Index (CSI) method. The following are the results of the calculation of the Customer Satisfaction Index for service quality:

Table 5. Results of Customer Satisfaction Index Calculation
	No
	Description
	Importance

Average Scor
	Performance

Average Scor
	Weight Factors
	Weight Score

	1
	Provides service as promised
	3,91
	3,19
	4,544
	14,49

	2
	Staff are able to handle customer service problems
	3,90
	3,41
	4,532
	15,45

	3
	The staff did a good job of service for the first time of visit
	3,89
	3,44
	4,521
	15,55

	4
	Provides service according to the promised time
	3,90
	3,57
	4,532
	16,17

	5
	Staff records service data well without errors
	3,94
	3,58
	4,580
	16,40

	6
	Staff are able to answer every question from customers
	3,94
	3,53
	4,580
	16,17

	7
	Always tells customers when service will be carried out.
	3,99
	3,21
	4,638
	14,89

	8
	Provides fast service to customers
	4,04
	3,29
	4,695
	15,45

	9
	Staff are willing to help customers
	3,84
	3,28
	4,463
	14,64

	10
	Staff always ready to respond to customer requests
	4,00
	3,31
	4,650
	15,39

	11
	PT. Jayamandiri Gemasejati Bogor instills trust in customers
	3,97
	3,50
	4,614
	16,14

	12
	Provides customers with a sense of security in making transactions
	3,89
	3,69
	4,521
	16,68

	13
	Staff consistently polite in serving customers
	3,96
	3,54
	4,602
	16,29

	14
	Staff Pays attention to customers
	3,94
	3,21
	4,579
	14,70

	15
	Staff handles customers with care
	3,79
	3,41
	4,405
	15,02

	16
	Always prioritizes the interests of customers
	3,90
	3,39
	4,533
	15,37

	17
	Staff understands customer needs
	3,99
	3,40
	4,637
	15,77

	18
	Operating hours for receiving service is comfortable
	3,83
	3,54
	4,451
	15,75

	19
	The equipment used at PT. Jayamandiri Gemasejati Bogor is up-to-date
	3,80
	3,44
	4,417
	15,19

	20
	Facilities at PT. Jayamandiri Gemasejati Bogor is fully organized
	3,79
	3,30
	4,404
	14,53

	21
	The appearance of PT. Jayamandiri Gemasejati Bogor professional
	3,84
	3,47
	4,463
	15,49

	22
	Information about the service provided by PT. Jayamandiri Gemasejati Bogor in the form of banners, brochures, and pamphlets is seen as attractive by customers
	3,99
	3,39
	4,637
	15,72

	
	Total
	86,04
	
	
	341,25

	
	Customer Satisafcetion Index
	
	
	
	68,25


Source: Data Diolah, 2024 Source: Data Processed, 2024
Based on Table 5. it can be seen that the Customer Satisfaction Index (CSI) value of service quality at PT. Jayamandiri Gemasejati Bogor is 68.25%. According to Widodo & Sutopo (2018), the figure is in the value range of 66% - 80.99% which means that the overall customer satisfaction index of PT. Jayamandiri Gemasejati Bogor is included in the "satisfied" criterion. The results of this study support the statement of customer satisfaction theory by Kotler & Keller (2018) customer satisfaction or customer satisfaction is a person's feeling of happiness or disappointment that arises after comparing between the performance (result) of the expected product against the expected performance (or result).
Service Quality Strategy (Reliability, Responsiveness, Guarantee, Empathy, Tangible)
Importance and Performance Analysis (IPA) is used to determine improvement priorities, namely by combining importance measurement and performance measurement in a diagram which facilitates data explanations and practical propositions. The IPA diagram below includes the 22 statements of service. Following is the analysis of service quality based on the 22 statements:
Table 6.  Level of Suitability Variable Quality of Service
	
	Average (Mean)
	

	No
	Description
	Importance
	Performance
	suitability level analysis %

	1
	Providing service as promised
	3,91
	3,19
	81,59

	2
	Able to handle customer service issues
	3,90
	3,41
	87,44

	3
	Doing good service for the first visit
	3,89
	3,44
	88,43

	4
	Providing service according to the promised time
	3,90
	3,57
	91,54

	5
	Record service data well without errors
	3,94
	3,58
	90,86

	6
	Able to answer every question from customers
	3,94
	3,53
	89,59

	7
	Always inform customers when service will be performed.
	3,99
	3,21
	80,45

	8
	Provide fast service to customers
	4,04
	3,29
	81,44

	9
	Providing a willingness to help customers
	3,84
	3,28
	85,42

	10
	Ready to respond to customer requests
	4,00
	3,31
	82,75

	11
	Instilling trust in customers
	3,97
	3,50
	88,16

	12
	Providing customers with a sense of security in making transactions
	3,89
	3,69
	94,86

	13
	Be consistent in serving customers
	3,96
	3,54
	89,39

	14
	Pay attention to customers
	3,94
	3,21
	81,47

	15
	Handle customers with care
	3,79
	3,41
	89,97

	16
	Staff always put the interests of customers first
	3,90
	3,39
	86,92

	17
	Staff understand customer needs
	3,99
	3,40
	85,21

	18
	Operational hours for service reception are convenient
	3,83
	3,54
	92,43

	19
	The equipment used is up-to-date
	3,80
	3,44
	90,53

	20
	Fully furnished facilities
	3,79
	3,30
	87,07

	21
	Professional staff appearance
	3,84
	3,47
	90,36

	22
	Information about the service provided in the form of banners, brochures, and pamphlets is seen as attractive by customers
	3,99
	3,39
	84,96

	
	Average
	3,91
	3,41
	87,31


Source: Data Diolah, 2024

After calculations, an average score of 87.31% was obtained. According to Sukardi & Chodilis (2006), if the value of the conformity level is close to 100% and is above average, it can be said that the conformity level is good. So it can be concluded as a whole that the above service quality attributes are in the very good category.These values will be used as quadrant’s circumsription in the IPA diagram on x axis and y axis. The values obtained are then entered into the IPA diagram as follows:
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Fig 2. Results of Cartesian Diagram Service Quality

Source: Statistical Data Processed with SPSS Version 29, 2024
Based on the results of the calculation, it can be seen that what is included in quadrant A is always tells customers when the service will be carried out, provides fast service to customers, staff always ready to respond to customer requests, staff paid attention to customers, staff understands customer needs, information about the service provided by PT. Jayamandiri Gemasejati Bogor in the form of banners, brochures, and pamphlets are seen interested by customers. This means that customers consider these attributes to be very important but their performance is still not in line with customer expectations. Which is in quadrant B are staff records service data well without errors, staff are able to answer every question from customers, PT. Jayamandiri Gemasejati Bogor instills trust in customers, staff is consistently polite in serving customers. In quadrant C there are to provide service as promised, staff are able to handle customer service problems, staff provide willingness to help customers, staff handle customers with care, staff always prioritize customer interests, facilities at PT. Jayamandiri Gemasejati Bogor is complete and neatly arranged. 
These attributes are a low priority in improving performance because they have a low level of importance. This means that customers consider these attributes not very important and their performance is still not in line with customer expectations. The implication shown by the Cartesius diagram is that PT. Jayamandiri Gemasejati Bogor needs to improve the company’s performance and service in Quadrant A. This is because all statements in this quadrant is lower than the customer expectations. PT Jayamandiri Gemasejati Bogor should keep up the performance statements in Quadrant B are records service data well without errors, able to answer every question from customers, instills trust in customers, consistently polite in serving customers. PT Jayamandiri Gemasejati Bogor needs to improve all statements in quadrant C like provide service as promised, handle customer service problems, provide willingness to help customers, handle customers with care, always prioritize customer interests, complete the facilities. so that they show optimal performance which will raise the efficiency of the PT Jayamandiri Gemasejati company’s resources in meeting customer expectations.

IV. 
CONCLUSION 
Based on the results of the research on the analysis of service quality at PT. Jayamandiri Gemasejati Bogor, it can be concluded as follows:

a.) The quality of service simultaneously has a positive and significant affect on customer satisfaction with the value of Fcount greater than the Ftable, which is 59.138 > 2.311, meaning that the independent variables in this research, namely the reliability, responsiveness, Assurance, empathy, and tangible simultaneously have a positive and significant affect on customer satisfaction at PT. Jayamandiri Gemasejati Bogor. Partially, the variables of reliability, responsiveness, and assurance have a positive and significant influence on customer satisfaction, while the variables of empathy and tangible are not had affect on customer satisfaction of PT. Jayamandiri Gemasejati Bogor.
b.) Level of customer satisfaction with service quality (reliability, responsiveness, assurance, empathy, tangible) at PT. Jayamandiri Gemasejati Bogor can be seen from the Customer Satisfaction Index (CSI) value of 68.25%, which means the overall satisfaction index for PT service customers. Jayamandiri Gemasejati Bogor is included in the "satisfied" criteria. This can be interpreted that the majority of customers are satisfied with the quality of service provided by PT. Jayamandiri Gemasejati Bogor.

c.) Service quality strategy at PT. Jayamandiri Gemasejati Bogor can be concluded from the results of the analysis and the Importance Performance Analysis (IPA) method on) namely in quadrant (A) the company needs to make continuous improvements so that the performance of the attributes in this quadrant is getting better. Silaningsih et al., (2015). The Company must be more responsive to customers, especially when customers perform service services, the Company must always inform when the service is and ensure that the staff contacts the customer to confirm the service schedule and provide reminders before the service is carried out. In addition, companies need to conduct regular training to improve the efficiency and speed of employee work in providing services. Staff must also be responsive in responding to customer requests and give sincere and effective attention to customers as a form of concern for customers. The staff is also expected to be able to understand customer needs so that customers can get what they want and also to improve the customer experience. Companies need to improve service information by ensuring that promotional materials such as banners, brochures, and pamphlets are designed in an attractive and informative manner. Then strategy for Quadrant (B) is that companies need to maintain attributes in this quadrant because the performance of the attributes is already good. Silaningsih et al., (2015). Companies need to conduct regular training to ensure staff continue to improve their ability to record data accurately. In addition, staff must maintain the ability to answer every question from customers by providing in-depth training on service to staff so that they can answer customer questions with confidence. The company must continue to instill trust in customers by maintaining transparency in all transactions and communication with customers so that customers are not disappointed and customers will feel satisfied. Then the company must also remain consistent in being polite in serving customers by providing regular training on ethics and manners in customer service. Because customers will feel happy and comfortable if served politely.  

Furthermore, the strategy for quadrant (C) is to evaluate/reconsider the improvement, but not eliminate the indicators because customer dissatisfaction often starts from this quadrant. Silaningsih et al., (2015). What the company needs to do is that the company needs to ensure that all service promises are fulfilled and implemented as promised. Then the company needs to establish clear procedures for handling customer service complaints and issues. The company must provide a willingness to help customers, namely by training staff to be proactive in helping customers and meeting their needs. The Company is also expected to continue to handle customers in a caring manner so that a good relationship is established between the Company and customers by providing staff training on empathy and customer service. In addition, the Company must continue to prioritize the interests of customers by training and motivating staff to always prioritize the interests of customers in every interaction. Then conduct regular assessments of facilities and make updates if needed to ensure customer convenience. 
Even if these attributes are considered not very important and their performance is mediocre, it does not mean that customers do not fully consider them unimportant. This means that customer disappointment comes from this quadrant and currently customers do not want any changes to these attributes in the near future.The strategy in Quadrant (D) is to evaluate all excessive activities to know which parts should be retained and which parts should be eliminated. Silaningsih et al., (2015). Companies need to reevaluate the allocation of resources used for the attributes in this quadrant. If possible, redirect resources to areas that are more important to customers. Also maintain the quality of the existing service, but avoid over-investing. Make sure that the standard of service remains good, but don't add unnecessary investments. Companies need to continuously monitor customer satisfaction related to these attributes to ensure that changes in resource allocation do not significantly reduce customer satisfaction. Use the redirected resource to improve performance on attributes located in the more important quadrant (for example, quadrant A, which shows attributes with high importance but low performance).
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