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ABSTRACT 

The research conducted aims to examine and analyze the influence of customer experience 

and customer value and service quality on customer satisfaction. The object of research at 

the following writing is Ace Hardware customers. The sample selection method that the 

researchers used was purposive sampling based on the subject category referring to the age 

above seventeen years. In collecting data, the respondents used in the observation were 100 

people. In collecting data, researchers used a survey method by applying a questionnaire. So 

that the results obtained in the study are in the form of evidence of findings about partial 

variables on customer experience, customer value and service quality have a positive and 

significant impact on customer satisfaction. 
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INTRODUCTION 

This day, in Indonesia modern retail is developing along with economic developments 

and lifestyles making people demand more convenience in shopping. One of the leading 

modern retail companies in the field of home furnishing and furnishings in Indonesia, 

namely PT. Ace Hardware Indonesia. PT. Ace Hardware Indonesia always tries to make its 

customers feel satisfied. Satisfying consumer needs is the desire of every company. In 

addition to the important factors for the survival of the company, satisfying consumer needs 

can increase competitive advantage. Consumers who are satisfied with products and services 

tend to repurchase products and reuse services when the same need reappears in the future. 

This means that satisfaction is a key factor for consumers in making repeat purchases, which 

is the largest portion of the company's sales volume (Indrasari, 2019). 

Creating a superior Customer Experience is seen as one of the main goals of the 

success of an organization or company. Organizations are increasing Customer Experience 

management to top priority items in their efforts to build Customer Satisfaction to customer 

loyalty. 

Put attention to Customer Experience it’s a must, companies must also pay attention 

to the Service Quality provided to customers. A quality can be said to be good if the service 

provider provides services that are on par with what is expected by the customer. Without 

providing good service, of course customers will not experience a good experience while at 

Ace Hardware. 

The opinions of other customers who have visited this research location said that the 

products sold by this business place were very satisfactory, but the service quality provided 

was not good, because customers felt that they were waiting too long for their ordered dishes. 

Management is required to give confidence to the loyal customers of this place of business 

so that they can provide a good customer experience at the store.  

To be able to survive, this place of business must improve its marketing strategy and 

service quality level, for example with customer experience, customer value and service 

quality to meet Ace Hardware customer satisfaction. 

 

LITERATURE REVIEW 

Customer Experience  

According to Schmitt (2008) states the customer experience is an incident, events or 

circumstances that are personally experienced and occur as a response to certain stimuli (for 

example through various marketing strategies before and after sales). Experience can occur 

as a result of facing and experiencing situations that are produced through stimulation of the 

five senses, feelings and thoughts. According to Meyer and Schwager (2007) consumer 

experience is consumer responses internally and subjectively as a result of direct or indirect 

interactions with companies. So to keep consumers loyal, a strategy is needed that does not 

only focus on quality but also on customer experience in order to increase customer 

satisfaction. Dimensions that affect Customer Experience according to Schmitt (2008) 

dimensions that affect Customer Experience are as follows: 

1. Sense Marketing, namely the senses possessed by humans as a tool to feel the products 

and services offered. 

2. Feelings, namely feelings that are displayed through ideas, pleasure, and reputation for 

customer service. 

3. Mind (Think), namely experience demands intelligence with the aim of creating 

cognitive experiences and problem solving by involving consumers creatively. 
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4. Attitude (Act), which is designed to create a better consumer experience relate to the 

physical body. 

5. Relation (Relate), namely the relationship with other people, other social groups (such 

as work, lifestyle) or broader social identity. 

Customer Value 

According to Woodruf (2000) customer value is the customer's perceived choice and 

evaluation of product or service attributes, performance attributes and consequences arising 

from the use of the product to achieve the goals and intentions of the customer when using 

the product or service. According to Kotler and Keller (2009) customer value is obtained 

from the difference between what the customer gets and what he gives for different possible 

choices. According to Gale (2005), Customer Value indicators: 

1. Performance valu That is the value that shows how much the product can fulfill its uses, 

especially regarding the quality of the product itself. 

2. Price Value That is the value that shows the amount of money and the sacrifice that must 

be paid by the customer for the product. 

3. Social benefits 

Service Quality 

Parasuraman (1988) service quality is a reflection of consumers' evaluative 

perceptions of the services received at a certain time. Service quality is determined based on 

the level of importance on service dimensions. According to Kotler (2019) defines service 

quality, which is a form of customer assessment of the level of service received according 

to the expected service level. If the service received or perceived as expected, then the quality 

of service is perceived as good and satisfying.  

Satisfaction that has been formed can encourage customers to make repurchase 

intentions and will become loyal customers. Meanwhile, according to Goesth and Davis 

(2019) defining service quality is a dynamic condition related to service products, people, 

processes, environments that are able to meet or exceed customer expectations. According 

to Zeithaml (2009), service quality cannot be calculated, measured, touched or tested before 

being delivered to ensure the quality of presentation of a product, in contrast to goods 

produced by a factory which can be tested for quality before being delivered to 

customers.Indicators that serve as a reference for product service quality according to West, 

Wood and Harger (2006, p.39), are: Tangible, Reliability, Responsiveness, Assurance, 

Empathy. 

Customer Satisfaction 

According to Kotler and Keller (2013) stated that customer satisfaction is a level where 

the estimated product performance matches the expectations of the buyer. Customer 

satisfaction depends on the company's estimates that it will be much greater if it has to attract 

new customers or customers who have left the company than to retain customers. 

Meanwhile, according to Kotler (2010), customer satisfaction is a person's feelings of 

pleasure or disappointment that arise from comparing perceived product performance (or 

results) against their expectations. Satisfaction of a customer is an absolute necessity for the 

company. Satisfied customers will have a tendency to be loyal to the company. Conversely, 

if the customer feels disappointed with either product quality or service quality, the customer 

will feel disappointed. Disappointed customers have a very slim probability of coming back, 

even relatively impossible. Customers can experience one of three general levels of 

satisfaction. If performance is below expectations, the customer is dissatisfied. If 

performance matches expectations, then the customer is satisfied. If performance exceeds 
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expectations, the customer will be very satisfied, happy or happy. According to Kotler 

(2000) there are three aspects of Customer Satisfaction as follows: 

1. Loyalty to the product Satisfied customers tend to be loyal. Customers who are satisfied 

with the product they consume will have a tendency to repurchase from the same 

producer. The desire to repurchase is due to the desire to repeat good experiences and 

avoid bad experiences. 

2. There is positive word of mouth communication Satisfaction is a factor that encourages 

positive word of mouth communication. This can be in the form of recommending to 

other potential customers and saying good things about the product and the company that 

provides the product. 

3. The company is the main consideration when buying other products. This is a cognitive 

process when there is satisfaction, where customers prefer the same producer to get 

services or products from the company.  

 

THEORETICAL FRAMEWORK 

Effect of Customer Experience on Customer Satisfaction 

Customer experience according to Dobrota (2015), that shows experience is able to 

build an interesting composition and create good interactions in a product and service. This 

encourages the consumer experience to be more individualized and shows the contribution 

of consumers through different ratings on the results obtained as customer satisfaction. In 

previous research by Sudirman Zaid, Patwayati (2021), research results show that customer 

experience and customer engagement have a positive and significant influence on customer 

satisfaction and customer loyalty. 

Hasfar. M, Mitha Militina, Gusti Achmad (2020) research results show that consumer 

experience has a positive and significant effect on consumer satisfaction, consumer 

experience has an effect on consumer loyalty, consumer value has a significant effect on 

customer satisfaction and consumer satisfaction has a significant effect on customer loyalty.  

H1: Customer experience has a positive and significant effect on customer satisfaction 

 

Effect of Customer Value on Customer Satisfaction 

Customer value according to Bonillo (2009), is a strong relationship with customers 

on a specific product that is directly distributed on value attributes. This value refers to 

efficiency, perfection, authenticity and trustworthiness. So that as a whole the company 

considers value based on the benefits provided to consumers, for the purpose of increasing 

price quality and influencing overall customer satisfaction. Previous research by Jefry 

Romdonny, Undang Juju, Eddy Jusuf, Maskarto Lucky Nara Rosmadi (2018) states that 

there is an influence between customer value on customer satisfaction.Vano Denise Wulan, 

Amir Azra'ie  (2018) research results show that customer value is an important factor that 

can influence customer loyalty. In other words, Customer Value has a big influence on 

Customer Loyalty at JCo. 

H2: Customer value has a positive and significant effect on customer satisfaction 

 

Effect of Service Quality on Customer Satisfaction 

Service quality according to Hamid Septian (2009), is the overall perception that is 

directly related to service efficiency. This shows that services must be carried out 

continuously or long term in a company. The concept of service quality is if the service 

received is in accordance with what is desired, and the quality provided is good and even on 
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target. The format of the service quality provided provides a quality perception that can be 

in accordance with the desired customer satisfaction as the right service quality performance. 

In previous research by Sirojudin,Andin Desti, Asrti, Agus Irawan (2021) The results 

showed that Service Quality has a significant influence on Customer Satisfaction at PT. 

Surya Jaya. 

 H3: Service quality has a positive and significant effect on customer satisfaction. 

 

 
H1 

 

 

 

METHOD 

Population and Sample 

The population in this study is the customer at the research location. The method of 

determining the sample is purposive sampling, with the following criteria: respondents are 

at least 17 years old, respondents with a minimum purchase of 6 months and have made 

purchases twice at the research location. According to Sugiyono (2013: 85), purposive 

sampling is a sampling technique with a certain consideration. By using the sampling 

formula according to Rao Purba (1996), the following is obtained:1,962 

 

1,962 

𝑛 = 
4(0,10)2 

= 96,04 

 

n = 96,04 respondents, rounded up to 100 respondents 

  

  

Customer 

Experience  (X1) 

H2 

H3 

Customer Value  

(X2) 

Service 

Quality (X3) 

Customer 

Satisfaction (Y) 
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RESULT AND DISCUSSION 

Result Test Validity  

 

Based on Table , it is known that all variables show a Kaiser-Meyer-Olkin Measure of 

Sampling Adequacy or KMO MSA value of > 0.50, which means that the entire sample 

meets the sample adequacy criteria so that analysis can be carried out. Then the loading 

factor value > 0.40 which shows that each statement of each indicator is declared valid. 

 

  
 

 

Based on Table it can be seen that the variables Customer experience (X1), Customer 

value (X2), Service quality (X3), and Customer satisfaction (Y) obtain Cronbach Alpha 

values > 0.70, which means that the four variables are declared reliable and can be analyzed 

furthermore. 
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Based on Table  the Adjusted R Square value is 0.748 or 74.8%, which means that 

74.8% (percent) of the variation in the dependent variable, namely customer satisfaction in 

the model, can be explained by the independent variables, namely customer experience, 

customer value and service quality. Meanwhile (25.2%) is influenced by other variables 

outside the model (besides customer experience, customer value and service quality). 

 
  

Based on Table  shows that the value of Asymp. Sig. (2-tailed) of 0.170 is greater than 

0.05 so it can be concluded that the research data used is normally distributed. 

 

  
 

Based on Table it can be shown that the test results obtained calculated F value of 

188.998 with a significance value of 0.000 which is smaller than the significance level of 

5% or 0.05 (0.000 <0.05). It can be concluded that the variables Customer Experience (X1), 

Customer Value (X2), and Service Quality (X3) have a significant effect on Customer 

Satisfaction (Y).It can be seen that the sig value that appears is 0.000 <0.05, meaning that 

Customer Experience, Customer Value, and Service Quality simultaneously have a 

significant effect on the Customer Satisfaction variable and this indicates that the model is 

feasible to use. 

 

 

 

 

DISCUSSION 

Customer Experience has a positive effect on Customer Satisfaction 
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The results of the empirical test that the customer experience of the Ace Hardware 

beverage product is of a good opinion, employee communication with customers also shows 

the impression that it is always appropriate and positive. The taste of coffee that is different 

from similar products from other restaurants makes customers feel satisfied, so the Ace 

Hardware customers are interested in trying again.The results of this study are in accordance 

with research conducted by Muhammad, Militina (2020) stating that customer experience 

has a significant sustainable and positive influence on customer satisfaction. 

Customer Value has a positive and significant effect on Customer Satisfaction 

The results of the empirical test show that the Ace Hardware employee's customer 

value is very concerned about providing services to customers. According to most the Ace 

Hardware customers, they have good service values, namely performance values. the Ace 

Hardware employees are very polite and responsive when providing services to customers. 

Price value the Ace Hardware customers are satisfied with the products offered according to 

the price paid. the Ace Hardware social benefits are able to provide quality product 

information and meet customer needs. Positive assessment of employees by providing the 

best service in presenting the Ace Hardware products so as to make customers interested in 

trying products from the Ace Hardware. 

Customer Quality has a positive and significant effect on Customer Satisfaction 

The results that the Quality of Service for Ace Hardware products shows that the 

responsiveness and reability level of Ace Hardware employee are presented very well and 

looks attractive so as to whet the appetite of customers. Ace Hardware has the best service 

in product presentation so as to make customers try products from Ace Hardware. 

Service quality according to Kotler (2019) defines service quality, which is a form of 

customer assessment of the level of service received according to the expected service level. 

If the service received or perceived is as expected, then the quality of service is perceived as 

good and satisfying. Satisfaction that has been formed can encourage customers to make 

repurchase intentions and will become loyal customers. This shows that the service quality 

variable has a significant effect on customer satisfaction.  

 

CONCLUSION 

Customer experience influences customer satisfaction. This means that Ace Hardware 

customer experience needs to be maintained. The customer experience of receiving good 

service from employees is able to encourage maximum customer satisfaction. Customer 

value affects customer satisfaction. That is, the customer value of Ace Hardware employees 

is good when providing services to customers. Service quality has an effect on customer 

satisfaction. That is, the quality of service provided by Ace Hardware employees is 

appropriate to provide satisfaction for Ace Hardware visitors.Based on the results of this 

study there are several limitations, namely in the data collection process, the information 

provided by respondents through questionnaires sometimes does not show the actual 

opinions of respondents, this occurs because of differences in thoughts, assumptions and 

understanding so that it is necessary to look for other factors such as honesty in filling out 

the questionnaire. Variable limitations so that it is necessary to expand other variables 

including price variables, product influences, location influences and purchasing decisions. 
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