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ABSTRACT  

This study aims to analyze the influence of Service Quality, Location, Price Affordability, and Trust on 

Customer Satisfaction in Dadi Laundry's service. The research method used is quantitative with a survey 

approach by distributing questionnaires to 100 customer respondents. The data analysis technique 

employed multiple linear regression using SPSS software. The results show that simultaneously, all four 

independent variables have a significant effect on customer satisfaction. Partially, Service Quality and 

Location have a negative and significant effect, indicating that services and location not aligned with 

customer expectations can reduce satisfaction. On the other hand, Price Affordability and Trust have a 

positive and significant influence. Trust is the most dominant variable, indicating that customers' sense of 

security and confidence in the laundry service plays a major role in forming satisfaction. These findings 

highlight the importance of maintaining competitive pricing and building customer trust to increase 

satisfaction and loyalty in the laundry service sector. 

Keywords: Customer Satisfaction, Service Quality, Location, Price Affordability, Trust, Dadi Laundry. 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Kualitas Pelayanan, Lokasi, Keterjangkauan Harga, 

dan Kepercayaan terhadap Kepuasan Pelanggan pada jasa layanan Dadi Laundry. Metode yang digunakan 

adalah kuantitatif dengan pendekatan survei melalui penyebaran kuesioner kepada 100 responden 

pelanggan. Teknik analisis data menggunakan regresi linear berganda dengan bantuan program SPSS. 

Hasil penelitian menunjukkan bahwa secara simultan keempat variabel independen berpengaruh 

signifikan terhadap kepuasan pelanggan. Secara parsial, variabel Kualitas Pelayanan dan Lokasi 

berpengaruh negatif signifikan terhadap kepuasan pelanggan. Hal ini menunjukkan bahwa pelayanan dan 

lokasi yang tidak sesuai ekspektasi pelanggan dapat menurunkan tingkat kepuasan. Sebaliknya, variabel 

Keterjangkauan Harga dan Kepercayaan berpengaruh positif dan signifikan terhadap kepuasan pelanggan. 

Kepercayaan merupakan variabel yang paling dominan, yang menunjukkan bahwa rasa aman dan 

keyakinan pelanggan terhadap jasa laundry memiliki peran penting dalam membentuk kepuasan. Temuan 

ini menegaskan pentingnya menjaga harga tetap kompetitif dan membangun kepercayaan pelanggan 

untuk meningkatkan loyalitas dan kepuasan di sektor jasa laundry. 

Kata kunci: kualitas pelayanan, lokasi, keterjangkauan harga, kepercyaan, kepuasan pelanggan, Dadi 

Laundry. 

 

INTRODUCTION 

The laundry business is one type 

of service industry that is rapidly 

growing in Indonesia, especially in 

major cities like Semarang. This 

development is driven by changes in the 

lifestyles of urban communities, which 

are becoming increasingly busy and 

require practical and efficient services 

for daily needs, including laundry 

(Kotler, Philip, & Armstrong, 2016). 

With the increasing busyness of society, 

especially among workers and students, 

laundry services have become one of 

the preferred solutions to save time and 

energy in clothing maintenance.  

In recent years, competition in the 

service industry has become 

increasingly fierce, including in the 

laundry service sector. The laundry 

business has grown rapidly, especially 

in major cities, in line with the 
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increasing demand from the public for 

fast and practical services in managing 

their clothing cleanliness. Laundry 

services offer convenience for 

customers who have limited time to 

wash and iron their own clothes. 

Therefore, the quality of service 

becomes the main factor that 

distinguishes one laundry service 

provider from another (Tjiptono, 2022). 

Dadi Laundry, as one of the 

laundry service providers in Semarang, 

has been operating by offering services 

that promise speed, quality, and 

affordable prices. However, with the 

high level of competition in this 

industry, the challenges faced by Dadi 

Laundry are becoming increasingly 

complex, especially in maintaining 

customer loyalty. Despite Dadi Laundry 

being well-known in the community 

and having a fairlylarge customer base, 

there is still a gap between customer 

expectations and the services provided. 

Based on initial observations and 

customer reviews, several complaints 

have emerged regarding the less-than-

satisfactory laundry results, delays in 

completion times, and lack of prompt 

responses to customer complaints or 

requests. This phenomenon indicates a 

significant gap between customer 

expectations for quality service and the 

perceived reality, which has the 

potential to lower overall customer 

satisfaction.  

In an effort to understand the 

operational dynamics and customer 

satisfaction of laundry services, 

particularly at Dadi Laundry, it is 

important to analyze the number of 

customers using the services over a 

specific period. One way to evaluate the 

performance and growth of the laundry 

business is by periodically monitoring 

customer data. The following table 

shows the number of customers using 

the dry cleaning and ironing services at 

Dadi Laundry from July to December, 

as well as the estimated revenue 

generated each month. 

Table 1. Customers of Dadi Laundry 

from July to December 2024 
Month Number of 

customers  

Income 

(Rp)  

Type of 

service  

Frequency 

of visits  
July 150 3.000.000 Dry 

Cleaning, 

Ironing 

2x/bulan 

August 180 3.600.000 Dry 

Cleaning, 

Ironing 

3x/bulan 

September 160 3.200.000 Dry 

Cleaning, 

Ironing 

2x/bulan 

October 170 3.400.000 Dry 

Cleaning, 

Ironing 

2x/bulan 

November 200 4.000.000 Dry 

Cleaning, 

Ironing 

4x/bulan 

December 20 4.400.000 Dry 

Cleaning, 

Ironing 

5x/bulan 

According to Kotler, P., & Keller, 

(2016), customer satisfaction is the 

result of customers' evaluation of their 

experience with the products or services 

offered, and this condition indicates the 

extent to which the products or services 

received by customers meet or exceed 

their expectations. Customers will feel 

satisfied if the experience meets their 

expectations; if not, they will feel 

disappointed. One of the most important 

performance indicators in today's 

competitive business world is customer 

satisfaction. This is because customer 

satisfaction can influence future 

purchasing decisions, customer loyalty, 

and the company's reputation.  

The importance of customer satisfaction 

cannot be ignored. Satisfied customers 

are likely to make repeat purchases and 

recommend products or services to 

others, which can ultimately increase 

the company's market share and 

profitability. Conversely, customer 

dissatisfaction can lead to the loss of 

customers and a negative impact on 

brand image. Therefore, companies 

must be proactive in measuring and 

improving customer satisfaction 

through various strategies, such as 

enhancing product quality, better 
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service, and effective communication. 

There are factors that can influence 

customer satisfaction, including service 

quality, location, price affordability, and 

trust.  

Service quality becomes a crucial 

factor that directly influences customer 

perception and experience 

(Parasuraman, A., Zeithaml, V. A., & 

Berry, 1988). Service quality is a 

dynamic condition that encompasses 

products, services, human resources, 

processes, and environments aimed at 

meeting or exceeding customer 

expectations. This includes efforts to 

meet customer needs and desires as well 

as product or service features that 

influence their ability to meet customer 

expectations (Alfian Dwi Cahya, 2024). 

Customers expect clean, fragrant, neatly 

folded laundry, as well as timely 

processes. If the quality of service does 

not meet customer expectations, this can 

lead to dissatisfaction, resulting in 

customers turning to competitors.  

In addition, the location of the business 

is also an important element in the 

laundry service business. According to 

Tjiptono (2012), location refers to 

various marketing activities that aim to 

facilitate and simplify the delivery or 

distribution of goods and services from 

producers to consumers. Customers 

tend to choose service providers that 

offer convenience in terms of 

accessibility compared to those located 

far away.  

Price affordability is another 

equally important factor. According to 

Kotler, P., & Armstrong, (2018), 

competitive pricing can attract more 

customers and increase their loyalty. 

Customers tend to compare laundry 

service prices with other providers, so it 

is important for Laundry Dadi to offer 

prices that match the quality of the 

services provided.  

Customer trust in a service is also 

very important. According to Rizkiana 

et al. (2023), trust is an agreement 

between interested parties at a certain 

time with the expectation of taking 

significant actions. Trust can be built 

through a good reputation and 

consistency in providing services. When 

customers feel confident in the service 

provided, they are likely to return to use 

the service again and recommend it to 

others.  

Based on previous research, there 

is a research gap regarding the influence 

of four variables: service quality, 

location, price affordability, and trust on 

customer satisfaction, where some of 

these variables do not show a significant 

impact.  

 

RESEARCH METHOD 

This type of research uses a 

quantitative method, which is a method 

used to analyze data obtained from 

research at Laundry Dadi. The approach 

used is non-probability with multiple 

linear regression analysis techniques. 

The data analysis process was carried 

out through a series of instrument tests 

and classical assumption tests to ensure 

the validity and reliability of the 

collected data.  

In this study, the main focus is to 

analyze the influence of service quality, 

location, price affordability, and trust on 

customer satisfaction at Laundry Dadi 

using a questionnaire as the primary 

survey method in data collection.  

 

Data Collection Techniques 

The data collection techniques in 

this research use four main methods: 

field observation, interviews, literature 

study, and questionnaires. Interviews 

are conducted with consumers and 

employees to obtain direct information 

related to the issues being studied. The 

literature study involves the use of 
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books, articles, and scientific journals to 

strengthen the theoretical foundation. 

Meanwhile, questionnaires are used to 

gather data from consumers regarding 

aspects such as menu variety, prices, 

service quality, and purchasing 

decisions, thereby providing a 

comprehensive picture of their 

perceptions and preferences. 

 

Population and sample of the study 

The population in this study 

includes all Dadi Laundry customers 

who have used the service at least twice 

in the last three months, in order to 

obtain valid data related to satisfaction, 

loyalty, and service effectiveness. 

According to Sugiyono's definition 

(2017), a population is a collection of 

subjects with certain characteristics that 

become the object of research 

generalization. The sample was taken 

using purposive sampling technique, 

which is the selection of respondents 

based on specific relevant criteria, as 

explained by Umar (2003). With the 

Slovin formula approach, the sample 

size was determined to be 100 

respondents. 

 

Data Collection Methods 

This research uses a questionnaire 

as a data collection tool with a five-

point Likert scale to measure 

respondents' perceptions of the research 

variables, ranging from Strongly 

Disagree (1) to Strongly Agree (5). 

 

RESULTS AND DISCUSSION 

Validity Test 

The validity test aims to 

determine the extent to which each 

question item is able to measure the 

intended variable. 

Table 2. Validity Test Results 
Indicator r-calc r-table Explanation 

Quality of Service 

X1.1 0,774 0,1966 Valid 

X1.2 0,783 0,1966 Valid 

X1.3 0,768 0,1966 Valid 

X1.4 0,746 0,1966 Valid 

X1.5 0,796 0,1966 Valid 

Location 

X2.1 0,721 0,1966 Valid 

X2.2 0,726 0,1966 Valid 

X2.3 0,783 0,1966 Valid 

X2.4 0,753 0,1966 Valid 

Affordability 

X3.1 0,808 0,1966 Valid 

X3.2 0,843 0,1966 Valid 

X3.3 0,827 0,1966 Valid 

X3.4 0,781 0,1966 Valid 

X3.5 0,573 0,1966 Valid 

Trust 

X4.1 0,635 0,1966 Valid 

X4.2 0,804 0,1966 Valid 

X4.3 0,813 0,1966 Valid 

X4.4 0,779 0,1966 Valid 

Customer Satisfaction 

Y1 0,772 0,1966 Valid 

Y2 0,789 0,1966 Valid 

Y3 0,789 0,1966 Valid 

Y2 0,758 0,1966 Valid 

Y5 0,845 0,1966 Valid 

Source: Processed Primary Data, 2025 

Based on the table above, all 

variable indicators have a Corrected 

Item-Total Correlation value above the r 

table of 0.1966, thus they are declared 

valid and meet the validity test criteria. 

 

Reliability Test 

Reliability testing is conducted to 

measure the consistency of an 

instrument in expressing the concept to 

be measured. 

Table 3. Reliability Test Results 

No.  Variable 
Cronbach’s 

Alpha 
Standarisasi Explanation 

1 
Quality of Service 

(X1) 
0,874 0,6 Reliabel 

2 Location (X2) 0,821 0,6 Reliabel 

3 
Affordability 

(X3) 
0,830 0,6 Reliabel 

4 Truth(X4) 0,754 0,6 Reliabel 

5 
Customer Satisfaction 

(Y) 
0,849 0,6 Reliabel 

Source: Processed Primary Data, 2025 

 

Classical Assumption Test  

Normality Test  

Table 4. Results of the Normality Test 
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Source: SPSS 26 Results, 2025 

Based on the results of the 

Kolmogorov-Smirnov test, a 

significance value of 0.152 (> 0.05) was 

obtained, indicating that the data is 

normally distributed and meets the basic 

assumptions for further analysis. 

 

Multicollinearity Test 

The multicollinearity test is used 

to determine whether there is a strong 

relationship between independent 

variables in a regression model. A 

model is said to be free of 

multicollinearity if the tolerance value > 

0.10 and VIF < 10. 

Table 5. Results of the 

Multicollinearity Test 

 
Source: SPSS 26 Results, 2025 

Based on the test results in Table 

5.5, all independent variables in the 

model show a tolerance value above 0.1 

and a VIF value below 10—with 

details: X1 (tolerance 0.145; VIF 

6.885), X2 (tolerance 0.163; VIF 

6.151), X3 (tolerance 0.304; VIF 

3.285), and X4 (tolerance 0.251; VIF 

3.984). This indicates that there are no 

signs of multicollinearity among the 

independent variables. 

 

Heteroscedasticity Test 

Uji heteroskedastisitas bertujuan 

untuk The heteroscedasticity test aims 

to detect the inequality of residual 

variances in a regression model. Using 

the Glejser test, if the significance value 

of each independent variable > 0.05, it 

can be concluded that there is no 

heteroscedasticity, meaning the residual 

variance is constant (homoscedasticity). 

Table 6. Results of the 

Heteroscedasticity Test 

 
Source: SPSS 26 Results, 2025 

All independent variables have 

significance values greater than 0.05 

(X1 = 0.512; X2 = 0.346; X3 = 0.717; 

X4 = 0.148), so it can be concluded that 

there is no heteroscedasticity in the 

model. Thus, the regression model is 

deemed suitable for analysis. 

 

Autocorrelation Test 

The autocorrelation test aims to 

detect the presence of a relationship 

between the current residuals and the 

previous residuals in a regression 

model. This test is important to ensure 

the fulfillment of the classical 

assumption, namely the absence of 

autocorrelation. If autocorrelation 

occurs, then the regression results can 

become biased and inefficient, so this 

test needs to be conducted before 

further analysis. 

Table 7. Results of the 

Autocorrelation Test 

 
Source: SPSS 26 Results, 2025 

The results of the Durbin-Watson 

test show a dW value of 2.041, which 

lies between dU (1.7582) and 4 - dU 

(2.2418), thus concluding that there is 

no autocorrelation. 
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Multiple Regression Analysis 

This study uses multiple linear 

regression analysis to measure the 

influence of service quality, location, 

price affordability, and trust on 

customer satisfaction at Dadi Laundry. 

Table 8. Results of Multiple Linear 

Regression Analysis 

 
Source: SPSS 26 Results, 2025 

Based on the results of multiple 

linear regression analysis, the equation 

Y = 7.910 - 0.241X₁ - 0.706X₂ + 

0.475X₃ + 1.148X₄ was obtained, which 

indicates that service quality and 

location have a significant negative 

impact on customer satisfaction, while 

price affordability and trust have a 

significant positive impact. 

 

Hypothesis Testing 

Partial Test (T Test) 

Partial test (t-test) aims to assess 

the influence of each independent 

variable on the dependent variable 

separately. Independent variables are 

considered significant if the calculated 

t-value > table t-value or the 

significance value < 0.05, which means 

H₀ is rejected and the variable has a 

significant effect on the dependent 

variable. 

Table 9. Results of Partial Test (T-

Test) 

 
Source: SPSS 26 Results, 2025 

The results of the partial test 

indicate that service quality and location 

have a significant negative impact on 

customer satisfaction at Dadi Laundry, 

while price affordability and trust have 

a significant positive impact. All 

variables have a significance value < 

0.05 and a t-value that exceeds the t-

table value, so each variable has a 

partial effect on customer satisfaction. 

 

Simultaneous Test (F Test) 

The F test aims to examine the 

simultaneous effect of independent 

variables on the dependent variable. If 

the significance value < 0.05 or F 

calculated > F table, then all 

independent variables are stated to have 

a significant simultaneous effect, thus 

the alternative hypothesis is accepted 

and the null hypothesis is rejected. 

Table 10. Simultaneous Test (F Test) 

 
Source: SPSS 26 Results, 2025 

 

Analysis of the Coefficient of 

Determination 

The coefficient of determination 

(adjusted R-squared) measures how 

well the regression model explains the 

variation in the dependent variable. The 

higher the value, the greater the 

proportion of the dependent variable 

that can be explained by the 

independent variable, indicating that the 

model is effective in depicting the 

relationship between variables and 

encompasses most of the relevant 

information for prediction. 

Table 11. Results of the Coefficient of 

Determination Analysis Test 

 
Source: SPSS 26 Results, 2025 
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Discussion 

a. The influence of service quality (X1) 

on customer satisfaction (Y) 

The research results show that 

service quality (X₁) has a negative and 

significant effect on customer 

satisfaction (Y), with a t-value of -2.048 

and a significance level of 0.043 (< 

0.05), thus H₀ is rejected. This means 

that the lower the service quality, the 

lower the customer satisfaction. These 

findings contradict several previous 

studies that showed a positive influence, 

but are consistent with the expectation–

disconfirmation theory and other studies 

that found that service not meeting 

customer expectations actually 

decreases satisfaction, even though the 

service is technically considered good. 

 

b. The influence of location (X2) on 

customer satisfaction (Y) 

The t-test results show that 

location (X₂) has a negative and 

significant effect on customer 

satisfaction (Y) with a t-value of -5.243 

and a significance of 0.000 (< 0.05), 

thus H₀ is rejected. This means that the 

less comfortable or more difficult the 

business location is to access, the lower 

the customer satisfaction. These 

findings differ from several previous 

studies, but are in line with research that 

highlights that customer perceptions of 

accessibility, safety, and comfort are 

more determining than just geographical 

location. Locations that are considered 

difficult, such as narrow access or an 

unsupportive environment, can reduce 

satisfaction even if they are technically 

strategic. 

 

c. The effect of price affordability (X3) 

on customer satisfaction 

The t-test shows that price 

affordability (X₃) has a positive and 

significant effect on customer 

satisfaction (Y) with a t-value of 5.486 

and a significance of 0.000 (< 0.05), 

thus H₀ is rejected. This means that the 

more affordable the service price, the 

higher the customer satisfaction. 

Customers feel that the price is in line 

with the quality of service provided, 

creating a perception of "value for 

money" that drives satisfaction and 

loyalty. These findings are consistent 

with previous research such as Julius et 

al. (2023) and Farida et al. (2022). 

 

d. The influence of Trust (X4) on 

customer satisfaction (Y) 

The t-test shows that trust (X₄) has 

a positive and significant effect on 

customer satisfaction (Y) with a t-value 

of 8.291 and a significance of 0.000 (< 

0.05), thus H₀ is rejected. This means 

that the higher the customers' trust in 

Dadi Laundry's services, the higher their 

level of satisfaction. Trust creates a 

sense of security, confidence that 

clothes will be handled well, and 

assurance that the service will meet 

promises, which ultimately strengthens 

loyalty. These findings are consistent 

with several previous studies, although 

they differ from the results of Rizkiana 

et al. (2023). 

 

e. The Influence of Service Quality 

(X1), the Influence of Location (X2), 

the Influence of Price Affordability 

(X3), and the Influence of Trust (X4) 

on Customer Satisfaction (Y) 

The results of the regression test 

show that simultaneously, service 

quality, location, price affordability, and 

trust significantly affect customer 

satisfaction at Dadi Laundry (sig. 0.000 

< 0.05). Partially, service quality and 

location have a significant negative 

impact, indicating that rigid service or 

an uncomfortable location decreases 

customer satisfaction. On the other 

hand, price affordability and trust have 

a significantly positive impact, with 
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trust being the dominant factor in 

shaping satisfaction and loyalty. The 

combination of reasonable prices and a 

sense of security regarding the service is 

the key to enhancing customer 

satisfaction. 

 

CLOSING 

Conclusion 

Based on the results of the 

analysis and data processing, it is 

concluded that service quality and 

location have a negative but significant 

impact on customer satisfaction at Dadi 

Laundry, indicating a mismatch 

between service and expectations as 

well as a less strategic location. On the 

other hand, price affordability has a 

significantly positive impact, indicating 

that the more affordable the price, the 

higher the customer satisfaction. Trust 

is the most dominant factor with a 

positive and significant influence on 

satisfaction, reflecting the importance of 

customers' sense of security and 

confidence in the service. 

Simultaneously, these four variables 

were proven to have a significant 

impact on customer satisfaction with a 

contribution of 69%, according to the 

results of the F-test and the coefficient 

of determination. 

 

Suggestion 

Based on the research findings, 

Dadi Laundry is advised to improve 

service quality through employee 

training to be more professional, 

friendly, and responsive. The less 

strategic location can be addressed by 

providing laundry pick-up and delivery 

services to enhance customer 

convenience. Affordable pricing 

strategies should be maintained and 

complemented with promotions, 

discounts, or loyalty systems to enhance 

customer satisfaction. Customer trust 

needs to be maintained through 

consistent, transparent service and 

prompt complaint handling. With these 

steps, Dadi Laundry has the opportunity 

to increase customer satisfaction and 

loyalty while simultaneously 

strengthening the business's 

competitiveness. 
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