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ABSTRACT 

 

 

 

Satria Dwi Putra Prayuda. 302 11 11 043. Effect of Service Recovery, Perceived 

Value and Brand Image on Consumer Satisfaction. 

 

This study based on the existing phenomenon shows that service recovery, 

perceived value and brand image can affect consumer satisfaction. The purpose of 

this research is to know and get study about the influence of service recovery, 

perceived value and brand image to costumer satisfaction at Grapari Telkomsel 

Pangkalpinang. 

This study is a quantitative descriptive research with a total sample of 286 

respondents, while the sampling method using accidental sampling. In this study the 

independent variables consist of service recovery, perceived value and brand image, 

while the dependent variable is customer satisfaction. Testing the instrument using 

validity test and realibility test. While the method of data analysis using multiple 

linear regression analysis, T test, F test and coefficient of determination (R2). 

 The Results of independent variables X1 obtained tcount (2.279)> Ttabel 

(1.96742), variable X2 tcount (2.623)> Ttable (1.96742), and variable X3 tcount 

(2.275)> Ttable (1.96742). Then all independent variables partially affect the 

dependent variable. Result of F test show that F count equal to 37,435 and F table 

with F table equal to 2,63, mean F count> F table. Results sig = 0,000<0,05. In the F 

test results, service recovery, perceived value and brand image have a positive and 

significant influence simultaneously on customer satisfaction. While the result of 

determination coefficient test (R2) shows the number of Adjusted R Square 0,277 or 

27,7% that mean variation of costumer satisfaction variable can be explained by 

service recovery variable, perceived value and brand image, the rest 72,3% can be 

explained by other variable outside of research variable 

 

Kata Kunci : Service Recovery, Perceived Value, Brand Image dan Customer 

Satisfaction 

 

 

 

  



 
 

 
 

ABSTRAK 

 

 

 

Satria Dwi Putra Prayuda. 302 11 11 043. Pengaruh Service Recovery, Perceived 

Value dan Brand Image terhadap Customer Satisfaction pada Grapari Telkomsel 

Pangkalpinang. 

 

Penelitian ini dilatar belakangi berdasarkan fenomena yang ada menunjukan 

bahwa service recovery, perceived value dan brand image dapat mempengaruhi 

Customer Satisfaction. Tujuan dari penelitian ini adalah untuk mengetahui dan 

mendapatkan kajian tentang pengaruh service recovery, perceived value dan brand 

image terhadap Customer Satisfaction pada Grapari Telkomsel Pangkalpinang. 

Penelitian ini merupakan penelitian deskriptif  kuantitatif dengan jumlah 

sampel sebanyak 286 responden, sedangkan metode pengambilan sampelnya 

menggunakan Accidental sampling. Pada penelitian ini variabel bebasnya terdiri dari 

service recovery, perceived value dan brand image, sedangkan variabel terikatnya 

adalah kepuasan konsumen. Pengujian instrumen menggunakan uji validitas dan uji 

reliabilitas. Sedangkan metode analisis data menggunakan analisis regresi linier 

berganda, uji t, uji F dan koefisien determinasi (R
2
). 

 Hasil penelitian variabel independen X1 diperoleh  thitung  (2,729)  > Ttabel 

(1,96742), variabel X2 thitung (2,623) > Ttabel (1,96742), dan variabel X3 thitung (2,275) 

> Ttabel (1,96742). Maka seluruh variabel independen berpengaruh secara parsial 

terhadap variabel dependen. Hasil uji F menunjukkan bahwa F hitung sebesar 37,435 

dan F tabel dengan F tabel sebesar 2,63, berarti F hitung > F tabel. Hasil sig = 0,000 < 0,05. 

Pada hasil uji F, service recovery, perceived value dan brand image berpengaruh 

positif dan signifikan secara simultan terhadap kepuasan konsumen. Sedangkan hasil 

uji koefisien determinasi (R
2
) menunjukkan angka Adjusted R Square 0,277 atau 

27,7% yakni berarti variasi variabel kepuasan konsumen dapat dijelaskan oleh 

variabel service recovery, perceived value dan brand image, sisanya 72,3% dapat 

dijelaskan oleh variabel lain diluar dari variabel penelitian. 

 

Kata Kunci : Service Recovery, Perceived Value, Brand Image dan Customer 

Satisfaction 
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