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ABSTRACT 
 

This study aims to determine the effect of product development and product quality on consumer 
satisfaction at PT. Gelora Cahaya Unggul in West Jakarta. The method used is explanatory research with 
analysis techniques using statistical analysis with regression testing, correlation, determination and hypothesis 
testing. This study's results show product development significantly affects consumer satisfaction by 40.5%; 
hypothesis testing is obtained through t count> t table, or (7.996> 1.986). Product quality significantly affects 
consumer satisfaction by 38.8%; hypothesis testing obtained t count> t table or (7,718> 1,986). Product 
development and product quality simultaneously have a significant effect on customer satisfaction with the 
regression equation Y = 10.648 + 0.382X1 + 0.362X2, and the contribution of the effect is 49.7%; the hypothesis 
test obtained F count> F table or (46.018> 2,700). 
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INTRODUCTION 
 

In the globalization era, today's increasingly 
competitive, any business behaviour that wants to 
win the competition will pay full attention to 
product development and product quality. In the 
industrial world, product development and quality 
control or product qualities are the most critical 
factors that lead to business success and an 
increase in a competitive position. Full attention to 
quality will have a direct impact on the company 
in the form of customer satisfaction. 

Industries that produce goods and services 
must be able to produce a product that is 
acceptable to consumers. A central principle of 
purchase is to increase further the domination 
(control) of the national and international markets. 
Buyers, be they individual consumers, industrial 

companies, or government agencies, are now 
increasingly emphasizing the satisfaction of the 
customers they are looking for for the goods they 
pay for, with a renewed concentration on the 
economy of the best products and services, 
safety, serviceability and reliability. Prudence in 
buying is increasing, especially for industrial 
companies and even more so for consumers. 

The high level of customer satisfaction is 
caused by two main factors, namely internal and 
external factors. Internal factors of the company 
include a decline in product quality, product 
development, customer service and more so that 
consumers experience saturation or a decrease 
in the value of products in the market. External 
factors occur because they are out of reaches, 
such as changes in consumer tastes, government 
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policies, the emergence of substitute goods, and 
new competitors' entry. 

Every business in high competition always 
competes with similar industries. To win the 
competition, business people must pay full 
attention to product quality. Attention to quality 
positively impacts business in two ways: 
production costs and income (Gaspersz, 2005: 3). 

Product development and quality control in 
the company include developing the industry to 
be more advanced, producing or making one 
product, and releasing other products. Quality 
control is a technique and management, 
measuring the quality characteristics of the output 
(goods and services), then comparing the 
measurement results with the user's output 
specifications and taking appropriate corrective 
action if differences are found between actual and 
standard performance. In controlling the process, 
we investigate if there is a process disruption, and 
corrective action can be done before there are too 
many units that are not suitable (defective). All of 
this is done so that customer satisfaction is met, 
and the company is no exception to predict the 
company's articles of association. 

The impact on production costs occurs 
through the manufacturing process of products 
with a high degree of conformity to standards so 
that they are free from the level of damage that 
may occur. The impact on increasing revenue 
occurs through increased sales of high-quality, 
high-priced products. 

One of the company's goals is to increase 
profits, especially from its operating activities. 
Therefore, company managers in making 
decisions are aimed at increasing profits. 
Business strategies to increase competitive 
advantage can be carried out through quality 
improvement efforts. 

Companies that use quality as a strategic tool 
will have a competitive advantage over their 
competitors in controlling the market because not 
all companies can achieve quality superiority. In 
this case, the company must produce high-quality 
products, low prices, process, and delivery on 
time. A production process that pays attention to 
quality will produce a product that is free from 
damage. It can avoid waste and inefficiency so 

that unit production costs can be reduced and 
product prices can be more competitive. A step in 
implementing quality control is determining the 
proper planning before production, coupled with 
product standardization, especially in quality 
improvement. There is a close relationship 
between product quality, customer or consumer 
satisfaction and company profitability. The higher 
the quality, the higher the customer satisfaction 
and vice versa, the lower the quality, the lower the 
customer satisfaction and in this case supports 
higher prices and lower costs. Therefore, quality 
improvement programs or QIPs (Quality 
Improvement Programs) usually increase the 
company's profitability (Philip Kotler, 2008: 67). 

Thus, if a company wants to determine the 
quality of a product or make a high-quality 
product, it must pay attention to 3 factors: 
production costs, production function, and the 
product's outer form. Production costs that are too 
high will affect the selling price of the product to 
be expensive. Quality production functions are by 
consumer needs. The outward appearance or 
model or product packaging greatly influences 
consumer decisions before they use the product. 

PT. Gelora Cahaya Unggul is a company 
engaged in galvalume with the primary material of 
producing steel alloys that prioritize product 
quality concerned with the product model in 
demand. Quality is defined as the totality of a 
product's characteristics that supports its ability to 
satisfy specified or defined needs to increase 
internal and external customer satisfaction 
(Gaspersz, 2005: 5). Based on this basic 
understanding of quality, it appears that quality is 
always customer-focused quality. Quality in 
statistical process control is how well an output 
(goods and services) meets the company's 
design department's specifications and 
tolerances. Based on the background of the 
problem above, the authors are interested in 
researching "The Effect of Product Development 
and Product Quality on Customer Satisfaction at 
PT. Gelora Cahaya Unggul in West Jakarta". 

 
1. Product Development 

Development is often called innovation, 
namely the process of creating new ideas and 
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implementing them in practice. Innovations are 
new ideas in products, so the results better. In 
innovation, companies in two forms, product 
innovation, produce new goods or services or 
improvements from existing ones and process 
innovation, which produces new ways of doing a 
process. 

 
2. Product quality 

Products are not only in the form of tangible 
goods but can be in the form of services, so 
products can provide different satisfaction so that 
companies are required to be more creative and 
have a broad view of the products produced. 
According to Kotler and Armstrong (2017: 299) 
argue "Product quality is the ability of a product to 
perform its function, this includes the useful life of 
the product, reliability, ease, use and repair, and 
other values. The quality of the product can be 
viewed from two points of view, namely an internal 
point of view and an external point of view". 

 
3. Customer Satisfaction 

According to Ferrinadewi (2014: 97), in the 
attitude model, three components to form 
attitudes in customer satisfaction consist of 
components: cognitive, affective, and conative. 
a. Cognitive is the knowledge and perception of 

customers, obtained through experience with 
an object, attitudes and information from 
various sources. This knowledge and 
perception are usually in the form of belief, in 
which the customer believes that a product 
has several attributes. Cognitive knowledge 

is often referred to as customer knowledge 
and trust. 

b. Affective describes customers' emotions and 
feelings, showing a direct and general 
assessment of a product, whether the 
product is liked or disliked, whether the 
product is good or bad. 

c. Conative shows a person's action or 
behaviour tendency towards an object; 
conative is related to the action or behaviour 
to be carried out by a customer (likelihood or 
tendency) and is often referred to as 
intention. 
 

METHOD 
 

The population in this study amounted to 96 
respondents PT. Gelora Cahaya Unggul in West 
Jakarta. The sample in this study amounted to 96 
respondents. The type of research used is 
associative, where the aim is to determine the 
effect of the independent variable on the 
dependent variable either partially or 
simultaneously. The data are analyzing using 
instrument tests, classical assumption tests, 
regression, coefficient of determination, and 
hypothesis testing. 

 

RESULT and DICUSSION 
 
1. Descriptive Analysis 

This test is used to determine the minimum 
and maximum score, the mean score, and each 
variable's standard deviation. The results are as 
follows: 

 
 

Table 1. Descriptive Statistics Analysis Results 

Descriptive Statistics 

 N Minimum Maximum Mean Std. Deviation 

Product development (X1) 96 32 48 38.36 3,814 

Product quality (X2) 96 30 45 38.33 3,698 

Customer satisfaction (Y) 96 32 46 39.16 3,537 

Valid N (listwise) 96     

        
 

Product development obtained a minimum 
variance of 32 and a maximum variance of 48 with 

a mean score of 38.36 with a standard deviation 
of 3.814. The product quality obtained a minimum 
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variance of 30 a maximum variance of 45 with a 
mean score of 38.33 with a standard deviation of 
3.698. Consumer satisfaction obtained a 
minimum variance of 32 and a maximum variance 
of 476 with a mean score of 39.16 with a standard 
deviation of 3.537. 

 
2. Verification Analysis. 

This analysis aims to determine the effect of 
the independent variable on the dependent 
variable. The test results are as follows: 

 
a. Multiple Linear Regression Analysis 

This regression test is intended to determine 
changes in the dependent variable if the 
independent variable changes. The test results 
are as follows: 

 
Table 2. Multiple Linear Regression Test Results 

Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 10,648 2,987  3,565 .001 

Product development (X1) .382 .085 .411 4,501 .000 

Product quality (X2) .362 .087 .378 4,139 .000 
a. Dependent Variable: Customer satisfaction (Y) 

        
 

 

Based on the test results in the table above, 
the regression equation Y = 10.648 + 0.382X1 + 
0.362X2 is obtained. From this equation, it is 
explained as follows: 
1) A constant of 10.648 means that if product 

development and product quality are not 
available, there is a consumer satisfaction 
value of 10.648 points. 

2) The product development regression 
coefficient is 0.382; this figure is positive, 
meaning that every time there is an increase 
in product development of 0.382, consumer 
satisfaction will also increase by 0.382 points. 

3) The product quality regression coefficient is 
0.362; this figure is positive, meaning that 
every time there is an increase in product 
quality of 0.362, consumer satisfaction will 
also increase by 0.362 points. 

 

b. Correlation Coefficient Analysis 
Correlation coefficient analysis is intended to 

determine the level of strength of the relationship 
between the independent variable and the 
dependent variable either partially or 
simultaneously. The test results are as follows: 

 
Table 3. Correlation Coefficient Testing Results of Product Development on Customer Satisfaction. 

Correlationsb 

 
Product development 
(X1) 

Customer satisfaction 
(Y) 

Product development (X1) Pearson Correlation 1 .636 ** 

Sig. (2-tailed)  .000 

Customer satisfaction (Y) Pearson Correlation .636 ** 1 

Sig. (2-tailed) .000  

      

The test results obtained a correlation value of 0.636 means that product development has a strong 
relationship with customer satisfaction. 
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Table 4. Correlation Coefficient Testing Results of Product Quality on Customer Satisfaction 
Correlationsb 

 Product quality (X2) Customer satisfaction (Y) 

Product quality (X2) Pearson Correlation 1 .623 ** 

Sig. (2-tailed)  .000 

Customer satisfaction (Y) Pearson Correlation .623 ** 1 

Sig. (2-tailed) .000  

       
 

The test results obtained a correlation value of 0.623, meaning that product quality has a strong 
relationship with customer satisfaction. 

 
Table 5. Correlation Coefficient Testing Results of product development and product quality 

simultaneously on consumer satisfaction. 
Model Summary 

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

1 .705a .497 .487 2,535 
a. Predictors: (Constant), Product quality (X2), Product development (X1) 
    

 

The test results obtained a correlation value 
of 0.705 means that product development and 
product quality simultaneously have a solid 
relationship to customer satisfaction. 
 
 
 

c. Analysis of the coefficient of 
determination 
The coefficient of determination is intended to 

determine the independent variable's influence on 
the dependent variable either partially or 
simultaneously. The test results are as follows: 

Table 6. Testing Results of the Determination Coefficient of Product Development on Consumer 
Satisfaction. 

Model Summary 

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

1 .636a .405 .398 2,743 
a. Predictors: (Constant), Product development (X1) 
     

 

The test results obtained a determination value of 0.405, meaning that product development has 
an influence contribution of 40.5% on customer satisfaction. 

 
Table 7. Results of Testing the Coefficient of Determination of Product Quality on Customer 

Satisfaction. 
Model Summary 

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

1 .623a .388 .381 2,782 
a. Predictors: (Constant), Product quality (X2)  
 

 
Based on the test results, a determination value of 0.388 means that the product quality has an 

influence contribution of 38.8% on customer satisfaction. 
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Table 8. Testing Results of the Determination Coefficient of Product Development and Product 
Quality on Consumer Satisfaction. 

Model Summary 

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

1 .705a .497 .487 2,535 
a. Predictors: (Constant), Product quality (X2), Product development (X1) 
   
 

 

Based on the test results obtained, a 
determination value of 0.497 means that product 
development and product quality simultaneously 
influence 49.7% on customer satisfaction, while 
other factors influence the remaining 50.3%. 
 
 
 

d. Hypothesis testing 
Partial hypothesis test (t-test) 
Hypothesis testing with the t-test is used to 
determine which partial hypothesis is accepted. 
The first hypothesis: There is a significant 
influence between product development on 
customer satisfaction. 

Table 9. Hypothesis Test Results for Product Development on Customer Satisfaction 
Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 16,521 2,845  5,807 .000 

Product development (X1) .590 .074 .636 7,996 .000 
a. Dependent Variable: Customer satisfaction (Y)  
 

 

Based on the test results in the table above, 
the value of t count> t table or (7,996> 1,986) is 
obtained; thus, the first hypothesis that is 

proposed is that there is a significant effect 
between product development on consumer 
satisfaction is accepted. 

 
Table 10. Hypothesis Test Results on product quality on consumer satisfaction 

Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 16,321 2,972  5,491 .000 

Product quality (X2) .596 .077 .623 7,718 .000 
a. Dependent Variable: Customer satisfaction (Y) 
   

 

Based on the test results in the table above, 
the value of t count> t table or (7,718> 1,986) is 
obtained; thus, the second hypothesis proposed 
that there is a significant effect between product 
quality on customer satisfaction is accepted. 
 
 
 

Simultaneous Hypothesis Test (Test F)  

Hypothesis testing with the F test is used to 
determine which simultaneous hypothesis is 
accepted. The third hypothesis There is a 
significant influence between product 
development and product quality on customer 
satisfaction. 
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Table 11. Hypothesis Test Results for Product development and product quality on consumer 
satisfaction. 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 591,230 2 295,615 46,018 .000b 

Residual 597,426 93 6,424   

Total 1188,656 95    

   
 

Based on the table above's test results, the 
calculated F value> F table or (46.018> 2,700) is 
obtained; thus, the third hypothesis proposed a 
significant effect between product development 
and product quality on consumer satisfaction is 
accepted. 
 
Discussion of Research Results 
1. Effect of product development on 

consumer satisfaction 
Product development has a significant effect 

on customer satisfaction with a correlation of 
0.636 or has a strong relationship with a 
contribution of influence of 40.5%. Hypothesis 
testing obtained t value> t table or (7.996> 1.986). 
Thus, the first hypothesis proposed a significant 
effect between product development on customer 
satisfaction is accepted. 

 
2. Effect of product quality on consumer 

satisfaction 
Product quality has a significant effect on 

customer satisfaction with a correlation of 0.623 
or has a strong relationship with an influential 
contribution of 38.8%. Hypothesis testing 
obtained t value> t table or (7,718> 1,986). Thus, 
the second hypothesis proposed that there is a 
significant effect between product quality and 
consumer satisfaction is accepted. 

 
3. Effect of product development and 

product quality on consumer satisfaction 
Product development and product quality 

significantly affect consumer satisfaction by 
obtaining the regression equation Y = 10.648 + 
0.382X1 + 0.362X2, the correlation value is 0.705 
or has a strong relationship with the contribution 
of the influence of 49.7% while factors influence 
the remaining 50.3%. Hypothesis testing obtained 

the value of F count> F table or (46.018> 2,700). 
Thus, the third hypothesis proposed that there is 
a significant effect between product development 
and product quality on customer satisfaction is 
accepted. 

 
CONCLUSION 

 
a. Product development has a significant effect 

on consumer satisfaction with a contribution 
of influence of 40.5%. Hypothesis test 
obtained t value> t table or (7,996> 1,986). 

b. Product quality has a significant effect on 
customer satisfaction with a contribution of 
the effect of 38.8%. Hypothesis test obtained 
t value> t table or (7,718> 1,986). 

c. Product development and product quality 
significantly affect consumer satisfaction with 
an influence contribution of 49.7%, while 
other factors influence the remaining 50.3%. 
Hypothesis testing obtained the value of F 
count> F table or (46.018> 2,700).. 
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