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Abstract. The abstract should summarize the contents of the paper in short terms, i.e.
15-250 words. A minimarket provides daily products with easy access and long opening
hours, serving not only as a shopping place but also as part of the business and retail
evolution adapting to society's needs. Despite being smaller than a supermarket, a
minimarket offers a variety of products, including food, beverages, household items,
books, and religious texts. The primary challenge is increasing customer dissatisfaction,
which can negatively impact profitability. Darut Taqwa Minimarket, operating since
2004, focuses on convenience, customer satisfaction, and excellent service while
developing entrepreneurial skills among students. To tackle customer dissatisfaction, the
SERVQUAL and QFD methods were utilized. This study employed seven SERVQUAL
aspects: tangibility, reliability, responsiveness, assurance, empathy, communication, and
security. QFD was used to integrate customer desires verified by the company. The QFD
analysis revealed the highest Customer Importance value (4.60) on the indicator
"Cost/price of products matches the quality provided" and the lowest value (4.02) on
"Minimarket employees greet new customers." The highest Customer Satisfaction Level
(SCL) value (4.20) was on "Security's promptness and decisiveness in securing and
organizing the minimarket area," and the lowest (3.69) on "The minimarket often holds
events (promotions) or discounts." Data processing according to the Technical
Requirement assessment indicated the highest priority for improvement was
"Communication Skills Training by Management" with a weight of 72 (7.16%) due to
its significant contribution to customer satisfaction. The second priority was "Employee
training in customer service" (6.27%) to enhance customer service skills, followed by
"Providing training and briefing to employees" (5.27%) to improve task knowledge and
understanding. The lowest priority was "In-store promotions" (0.50%) due to its minimal
impact on improving minimarket services.

Keywords: Improvement, Service, Minimarket, SERVQUAL, Quality Function
Deployment (QFD), Productivity.

1 Introduction

Minimarkets, as a concept of small stores, have become a crucial element in modern
society. Combining elements of supermarkets on a small scale with a target market like
traditional markets, minimarkets provide a variety of everyday products with easy
access and extended opening hours. The role of minimarkets extends beyond being a
mere shopping place, reflecting changes in business and retail, and adapting to the
needs of a busy society. Despite being smaller than supermarkets, minimarkets like

© The Author(s) 2024

T. Amrillah et al. (eds.), Proceedings of the International Conference on Advanced Technology and
Multidiscipline (ICATAM 2024), Advances in Engineering Research 245,
https://doi.org/10.2991/978-94-6463-566-9_17


mailto:maslikhan@yudharta.ac.id
https://doi.org/10.2991/978-94-6463-566-9_17
http://crossmark.crossref.org/dialog/?doi=10.2991/978-94-6463-566-9_17&domain=pdf

252 A. Maslikhan and M. L. Singgih

in Pasuruan, East Java, strive to offer a diverse range of products, including food, bev-
erages, household items, and even reading materials.

The rapid growth of minimarkets in Indonesia, especially in Pasuruan, highlights
the strategic position of the city as one of the largest minimarket growth centers in East
Java. Darut Tagwa Minimarket, established in 2004 under the auspices of an Islamic
boarding school, serves as an example of a minimarket with goals beyond retail busi-
ness. As part of the Islamic boarding school, this minimarket aims to develop entrepre-
neurial skills among the students, encompassing religious and business aspects.

In conducting its business activities, Darut Tagwa Minimarket emphasizes comfort,
service, and customer satisfaction. Various types of products, such as food, household
needs, health products, and more, are available in this minimarket. As consumer behav-
ior becomes increasingly critical, service quality becomes a key factor in the success of
businesses, especially in the service industry.

This research aims to evaluate the factors influencing customer satisfaction and ex-
pectations at Darut Tagwa Minimarket. The method used involves developing a Service
Quality (SERVQUAL) model with seven dimensions: tangible, reliability, responsive-
ness, assurance, empathy, communication, and security. To translate customer desires
into enhanced specifications, Quality Function Deployment (QFD) analysis is em-
ployed using the House of Quality (HoQ) matrix.

Through the analysis using the SERVQUAL and QFD methods, it is expected that
the evaluation of service quality can enhance customer satisfaction at Darut Tagwa
Minimarket, achieving the expected crowd and occupancy levels.

2 Research Methods

Conseptual Model

The research methodology chapter outlines the steps and procedures used in the
study to address research questions and achieve research objectives. It begins with the
identification of the problem, focusing on improving the service quality and customer
satisfaction of Minimarket Darut Tagwa. Understanding the operations, inventory man-
agement, product layout, sales processes, and customer interactions is involved in the
identification phase.

To create a model using the Service Quality (SERVQUAL) method, the next step
involves modifying attributes based on previous research. The model includes seven
variables (Tangibles, Reliability, Responsiveness, Assurance, Empathy, Communica-
tion, and Security), 25 hypotheses, and 54 attributes.[1] The research method discusses
the unique nature of the service sector and justifies the use of the SERVQUAL method
due to its high frequency of use and statistical validity. Minimarket Darut Taqwa, as a
service-oriented center, is deemed suitable for the SERVQUAL method combined with
Quality Function Deployment (QFD) in the House of Quality matrix.[2]

Identification of variables and measurement attributes involves determining the as-
pects to be measured, such as tangibility, reliability, assurance, empathy, responsive-
ness, communication, and security. A table is created listing variables and measurement
attributes for each dimension.[3] The establishment of variables for the questionnaire
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follows Parasuraman, Zeithaml, and Berry's five dimensions of service quality: Tangi-
bles, Reliability, Responsiveness, Assurance, Empathy, Communication, and Security.
The questionnaire is designed using a Likert scale (1 to 5) [4] to measure customer
satisfaction, importance, and expectation levels. Pre-questionnaires are conducted to
test validity and reliability. Data collection methods include observations, interviews,
and documentation. The population and sample are determined using accidental sam-
pling, and the sample size is calculated using the Slovin formula.

The SERVQUAL formula, developed by Parasuraman, Zeithaml, and Berry, calcu-
lates service quality (Q) as the difference between perceived service (P) and expected
service (E):

Q=P-F )

where:

Q = Service Quality

P = Perceived Service by users
E = Expected Service by users

Perceived service (P) is calculated as the sum of all perceived service scores divided
by the number of respondents:
2P

P== )

where:

P = Perceived service

Y'p = Total sum of perceived service scores
n = Number of respondents

Expected service (E) is calculated similarly:
E = b
on ()

where:

E = Expected service

>'E = Total sum of expected service scores
n = Number of respondents

A positive Q value indicates good service quality, while a negative value suggests poor
service quality.

The difference between expectations and perceptions, termed as the gap, determines
customers' perception of service quality.[5] Therefore, gap analysis is a method used to
compare customer expectations against the service received. Service quality measure-
ment in the Servqual model is based on a multi-item scale designed to measure cus-
tomer expectations and perceptions across service quality dimensions.[6] These dimen-
sions are detailed in several question items for expectation and perception variables
based on a Likert scale. The formula used in analyzing service quality is as follows:

Gap = P (Perceived Service) — E (Expected Service)
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The Importance-Performance Analysis (IPA) in the form of a Cartesian diagram is
a procedure to indicate the relative importance of various indicators in determining fun-
damental indicators, thereby indicating areas or indicators for improving service qual-
ity.[7] IPA can be determined through the level of conformity, which compares the
service scores given with the importance or customer expectations scores. This con-
formity level determines the priority order of customer satisfaction factors to be im-
proved. In this method, the company's service level can be depicted in variable X, while
the customer's desired expectations can be depicted in variable Y. The conformity level
between service and customer expectations is got using the following equation:

X;
CSI = =X x 100%
Y;

“4)
CSI; = Customer Satisfaction Index for item
X; = Perceived Service Score for item
Y; = Customer Expectations Score for item

In the Cartesian diagram, the horizontal axis (X) represents the range of average
service rating scores, while the vertical axis (Y) represents the range of average cus-
tomer expectation rating scores.[8] Two boundaries are formed, representing the total
average of service rating scores and customer expectation rating scores. The formulas
are:

N Vs N /
Sx, / Sy,
=0 N & T- "N
K K (5)

where:
N = Number of Respondents
K = Number of Customer Satisfaction Factors

The conformity level for each customer satisfaction factor is then depicted in four
quadrants on the Cartesian diagram.

4
Y=

QUANDRANT | QUANDRANT Il
Main priority Keep it up
QUANDRANT IIl QUANDRANT IV

Low priority Excessive ™ycul -

Figure 1, Cartesian Diagram Source: [9]
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Variable and Indicators

The study employs seven variables (dimensions) aimed at identifying customer

characteristic factors through the SERVQUAL method. In defining the variables for the
questionnaire, the researcher refers to the opinions of Parasuraman, Zeithaml, and
Berry. The variables used in the questionnaire are based on seven service dimensions.
The explanation of the seven variable dimensions used in the study is as follows:

1. Tangibles: The physical manifestation including facilities, equipment, employees,
and information or communication means.

2. Reliability: The ability to deliver promised services promptly, accurately, and sat-
isfactorily.

3. Responsiveness: The activities of the staff to assist customers and provide atten-
tive service, addressing customer complaints or expectations.

4. Assurance: Competence that provides security from danger, risk, or doubt, and in-
cludes knowledge, courtesy, and trustworthiness of the staff.

5. Empathy: The quality and ability to give full attention to customers, ease of con-
tact, good communication, and fulfilling individual customer needs.

6. Communication: The ability to convey clear and easily understandable infor-
mation to customers.

7. Security: The customers' feeling of safety and protection while using the services
of a company.
The variables and each quality measurement attribute can be seen in Table 1 as

follows:

Table 1, Research Variables and Indicators

No Dimensi Code Attribute
X1.1 Neatness and cleanliness minimarket employee
X1.2 Cleanliness of the minimarket area/ environment
X1.3 Beauty or comfort minimarket interior/ exterior design
X14 Arrangement/layout of product easily encountered by custom-
ers
X1.5 Availability of trolley and basket shopping in a minimarket
1 Tangibility X1.6 Neatness products displayed on the shelves
X1.7 Cleanliness facility support (toilet, room change, parking area,
place worship. etc)
X1.8 Availability place adequate parking
X1.9 Facility seating in the minimarket area
X1.10 Cooling temperature the room (AC) felt cold in a way evenly
(not in position certain just)
X2.1 There are instruction directions where the location product is at
X22 Frequent minimarket hold an event (promo) or piece price
2 Reliability X23 Convenience consumers look for need required products with

existing instruction direction or layout good stuff
Accuracy price products (eg similarity or suitability price stated
on the product)

X24




256

A. Maslikhan and M. L. Singgih

X2.5 Product prices are listed under price at the checkout

X2.6 Completeness of product under need consumer

X2.7 Product§ sold quality high, ésp for prodl%ct. beauty, fashion
books reading, and theory education (study religion)

X2.8 Product price under standard circle/class/minimarket level

X2.9 Payment Can use a debit card, credit card, or e-money

X3.1 Cost/price product under the quality provided

X3.2 Timely return guarantee happen damaged product

X33 Guaranteed goods quality (no dented, rusty, open packaging,
expired, damaged)

X34 The information provided by minimarket employees is correct

Assurance and accurate

X3.5 Employees can be reliable (can help face problems required by
customers)

X3.6 Guarantee security in park vehicle

X3.7 . G.uarantee condition éppropriateness product (free from the ex-
piration date or free to disabled)

X3.8 Suitability price products offered to the consumer

X4.1 Friendliness employee moment serves consumer

X4.2 Consumer given attention personally by the party minimarket
employee

X4.3 Patience employee in face consumer

Emphaty

X4.4 Justice employee moment serves consumer (no choice love)

X4.5 Complaints and suggestions are responded to with seriously by
minimarkets

X4.6 Customer service or another officer asked sorry if do error

X5.1 Adm.in offers promotional products/products addition before
transaction payment

X5.2 Speed employee in respond needs/complaints of consumer

X5.3 The role of the involved employee in help / serve consumers
quickly if necessary.

X5.4 Speed and responsiveness waiter moment customer queue at

Respon- the cashier
siveness X5.5 Response employee in listening to complaint consumer

X5.6 Employees are quick and precise in serving consumer

X5.7 Employees are very understanding will the products that sell
goods in facet placement or condition product

X5.8 Readiness/alacrity employee in help consumers when needed

X5.9 If there are complaints from customers, minimarkets immedi-

ately respond
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Customer service offers promotional/discount products with

X6.1 friendly and polite without There is coercion
X6.2 The convenience store employee chanted greetings to new cus-
. tomers who visit
6 Cm:lmum- X6.3 Say "accept love" given to employee at the end of service
cation X6.4 Communication style minimarket employees are very good
with consumer
X6.5 Employees serve with polite, courteous, friendly tidy, neat, and
smiling.
X.17.1 The Minimarket area is facilitated with CCTV cameras
X792 Promptness and firmness security in as well as tidying up the
minimarket area
X713 Security moment use facilities (debit card, credit card, e-
money, and other digital money)
7 Security X74 .Security goods default in shopping (like wallets, jewelry, and
children small)
X175 Security consumers are guaranteed from crime while in the
minimarket area
There is tool safety as well as facility extinguisher fire moment
X.7.6 . . .
a disaster is not desired
X.7.7 Security product free from expiry time (expiration)

Source: Data Processing

Characteristics and General Description of Respondents

The sample size for this study is 70, determined by the 10-times rule for multi-
variate analysis, which requires a minimum of 10 times the number of variables being
studied. As there are 7 variables, the sample size is calculated as 7 multiplied by 10,
resulting in 70 samples[10], This research aims to identify the population and sample
for studying and finding solutions to the problem. The study utilizes the Accidental
sampling method, a technique where individuals are selected based on chance encoun-
ters. This method relies on spontaneity, allowing anyone who coincidentally encounters
the researcher and meets the criteria to be chosen as a sample (respondent).

To ensure that a sample can represent the population, it is necessary to determine
if the data is sufficient. In this research, the author uses the Slovin formula calculation
method[11] to determine the sample size.

N

SN e ©)

Explanation:

n = Sample size

N = Population size

e = Margin of error or maximum tolerated error (0.05)
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The determination of the population size in this study is based on the population
of this Minimarket approximately 10.000. From this population data, the sample size
for this study can be calculated as follows:

10.000
"= 1410.000.(0,10)2
10.000
1+ 10.000 x 0.01
10.000
T 1+ 101
10.000
T 101

The results of the sum according to the Slovin formula are known to be 99.0099,
but within one month the researcher obtained a sample of 152 customers, which means
it exceeds the required sample size (representative and valid). Customer satisfaction
occurs when customer expectations are aligned with perceived performance. This sat-
isfaction is assessed by customers based on the goods or services received compared to
their expectations. In this study, data analysis used 152 respondents[12] from Minimar-
ket Darut Taqwa. Information about respondents, including name, age, gender, educa-
tion, and status/occupation, was obtained through the distribution of questionnaires
conducted by the researcher. The presentation of respondent identity data aims to pro-
vide an overview of the respondent group.

The data analysis conducted in this research encompasses various demographic
aspects of the respondents. Firstly, the age of the respondents becomes a crucial focus
in understanding age group characteristics and the potential differences in percep-
tions.[13] The data indicates that the majority of respondents fall within the age range
of 21-30 years, reaching 44% of the total sample, followed by the age group of 16-20
years at 24%, and others with lower percentages. Furthermore, the gender of the re-
spondents is also analyzed, with results indicating a balanced distribution between
males and females, approximately 51% and 49%, respectively.[14]

Additionally, the education level of the respondents is a relevant factor in eval-
uating the data. The results show that most respondents have completed high school
and bachelor's degrees, with percentages around 36% and 37%, respectively. Higher
education levels such as diploma (D4) and master's (S2) record lower percentages.

Finally, the employment status of the respondents is a crucial part of the demo-
graphic analysis. There is variation in employment status, with the majority being stu-
dents, religious students (santri), and entrepreneurs. This research aims to use this data
as a basis to identify whether there are significant differences in customer perceptions
and satisfaction based on demographic characteristics. The goal is to assess whether
improvements in service quality need to be focused on specific groups or whether ser-
vices already meet the expectations of various customer groups.

= 99.0099
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Figure 2, Conseptual Model Source: [15]
Instrument

This study was conducted using a questionnaire survey to obtain data, which was
then processed using the Service Quality method [15] and Quality Function Deploy-
ment (QFD) [16] with the help of the House of Quality (HoQ) matrix.[17] The first part
of the questionnaire includes questions related to the respondents' demographic data,
such as gender, age, education level, and occupation. The second part includes ques-
tions for users of minimarket services. The third part covers measurement items for the
variables. A total of 54 indicators were used in the study, derived from 5 SERVQUAL
dimension items.

Analysis Data

This study tests the development of a new model based on previous research. The
new model includes 5 dimensions: Tangible[3], Reliability[15], Responsiveness[3],
Assurance[18], and Empathy[19]. In this study, it was expanded to 7 dimensions by
adding Communication[20] and Security[21], with 54 service quality assessment indi-
cators used to measure customer satisfaction. The study utilizes the integration of
SERVQUAL and Quality Function Deployment (QFD) tools, employing the House of
Quality (HoQ) matrix at Darut Taqwa minimarket to determine the level of satisfaction,
expectations, and perceived gaps experienced by customers.
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3 Analysis and Results

Respondent Profiles

The minimum sample size in SERVQUAL analysis ranges from 30 to 100 samples
[22]. Therefore, this study uses a sample of 152 respondents with the criteria of re-
spondents who have experienced minimarket services, aged 16-50 years. From the pro-
file characteristics of the questionnaire results, it is known that 51% or 76 of the re-
spondents are male, and 49% or 75 are female. The age characteristics are as follows:
24% or 48 respondents are aged 16-20 years, 44% or 89 respondents are aged 21-30
years, 7% or 14 respondents are aged 31-40 years, and 1% or 1 respondent is aged 41-
50 years. Based on the respondents' latest education level, 17% or 26 respondents have
a junior high school education, 36% or 55 respondents have a high school education,
7% or 10 respondents have a diploma, 38% or 57 respondents have a bachelor's degree,
and 3% or 4 respondents have a master's degree. Based on occupation, 13% or 20 re-
spondents are students, 15% or 23 respondents are private employees, 18% or 27 re-
spondents are entrepreneurs, 1% or 1 respondent is a housewife, 6% or 9 respondents
are civil servants, and 46% or 70 respondents are categorized as students or religious
students (santri).

Service Quality Data Processing (SERVQUAL)

The discussion in this subsection will involve testing the research instrument
through validity and reliability tests. Furthermore, it will be followed by the calculation
of Gap-5 (Perception Gap).[22] This represents the gap between internal customer per-
ceptions and service expectations based on the data collected from 152 respondents.
Each respondent provides an evaluation of the services they receive (customer satisfac-
tion perception), the services they should receive (customer satisfaction expectations),
and the importance level of the services they receive.

Validity test

The validity testing in this study uses the calculation of Pearson product-moment
correlation based on the data from the questionnaire distribution. The validity test is
conducted on all indicators of Darut Taqgwa minimarket service quality with the deci-
sion as the basis for the validity test:[23]

1. If the r-value is greater than the critical r-value, the indicator is considered valid.
2. If the r-value is smaller than the critical r-value, the indicator is considered not
valid.

The results of the questionnaire validity test on perceptions, expectations, and im-
portance, which were developed by the researcher with a total of 54 questions and dis-
tributed to 152 respondents who are customers of Darut Tagwa minimarket, with an r-
value > 0.16, are as follows:
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Table 2, Service Validity Test Results

r-calculation

Variable r-table Description
Perception Expectation Importance
X1.1 0.16 0.56 0.61 0.54 Valid
X1.2 0.16 0.54 0.47 0.58 Valid
X1.3 0.16 0.57 0.47 0.55 Valid
X1.4 0.16 0.62 0.45 0.58 Valid
X1.5 0.16 0.51 0.48 0.53 Valid
X1.6 0.16 0.65 0.48 0.59 Valid
X1.7 0.16 0.66 0.59 0.52 Valid
X1.8 0.16 0.75 0.50 0.67 Valid
X1.9 0.16 0.76 0.56 0.53 Valid
X1.10 0.16 0.71 0.16 0.52 Valid
X2.1 0.16 0.38 0.54 0.58 Valid
X2.2 0.16 0.24 0.54 0.52 Valid
X2.3 0.16 0.47 0.65 0.56 Valid
X2.4 0.16 0.44 0.50 0.55 Valid
X2.5 0.16 0.43 0.47 0.50 Valid
X2.6 0.16 0.36 0.52 0.56 Valid
X2.7 0.16 0.54 0.47 0.61 Valid
X2.8 0.16 0.75 0.49 0.59 Valid
X2.9 0.16 0.51 0.41 0.59 Valid
X3.1 0.16 0.53 0.56 0.50 Valid
X3.2 0.16 0.46 0.45 0.39 Valid
X3.3 0.16 0.38 0.56 0.45 Valid
X3.4 0.16 0.44 0.40 0.51 Valid
X3.5 0.16 0.37 0.28 0.35 Valid
X3.6 0.16 0.39 0.43 0.50 Valid
X3.7 0.16 0.64 0.38 0.42 Valid
X3.8 0.16 0.66 0.56 0.68 Valid
X4.1 0.16 0.36 0.56 0.63 Valid
X4.2 0.16 0.32 0.60 0.64 Valid
X4.3 0.16 0.35 0.63 0.61 Valid

X4.4 0.16 0.33 0.65 0.69 Valid
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X4.5 0.16 0.40 0.65 0.60 Valid
X4.6 0.16 0.36 0.62 0.47 Valid
X5.1 0.16 0.42 0.57 0.58 Valid
X5.2 0.16 0.37 0.61 0.53 Valid
X5.3 0.16 0.46 0.56 0.63 Valid
X5.4 0.16 0.48 0.52 0.55 Valid
X5.5 0.16 0.52 0.61 0.48 Valid
X5.6 0.16 0.62 0.57 0.46 Valid
X5.7 0.16 0.47 0.36 0.53 Valid
X5.8 0.16 0.50 0.27 0.46 Valid
X5.9 0.16 0.43 0.52 0.45 Valid
X6.1 0.16 0.30 0.53 0.54 Valid
X6.2 0.16 0.46 0.55 0.40 Valid
X6.3 0.16 0.44 0.65 0.35 Valid
X6.4 0.16 0.58 0.52 0.42 Valid
X6.5 0.16 0.56 0.46 0.23 Valid
X.7.1 0.16 0.58 0.37 0.39 Valid
X.7.2 0.16 0.39 0.47 0.42 Valid
X.7.3 0.16 0.44 0.49 0.46 Valid
X.7.4 0.16 0.54 0.35 0.51 Valid
X.7.5 0.16 0.50 0.16 0.19 Valid
X.7.6 0.16 0.52 0.46 0.59 Valid
X.7.7 0.16 0.47 0.45 0.55 Valid

Source: Data Processing

The customer satisfaction indicators, which have been verified for validity and re-
liability, are analyzed through gap and CSIndex.[24] The calculation of satisfaction
levels is done by averaging customer expectations and perceptions for each indica-
tor.[25] The gap, the difference between expectations and perceptions, is calculated,
with negative values indicating customer dissatisfaction. These results are also classi-
fied into satisfaction levels based on CSIndex,[26] following the standard table in Table
3.
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Table 3, CSIndex Satisfaction Value Standard Based on Gap Range

Gap satisfaction level
>0,0 Very Satisfied
-0,75 < Gap < 0,00 Satisfied
-1,50 < Gap <-0,75 Neutral
-2,25<Gap <-1,50 Dissatisfied
Gap <-2,25 Very Dissatisfied

Source: [24]

Reliability Test

In this study, a validity test was conducted on the same questionnaire attributes to
measure three different aspects: 1) Customer Satisfaction Perception, 2) Customer Sat-
isfaction Expectations, and 3) the Level of Importance regarding the variables asked to
consumers or minimarket customers. The following are the Cronbach's alpha values
obtained for each attribute used in the research.[27]

Table 4, Service Reliability Test Results

Perception Level Level of Importance Level of Importance
Cronbach Alpha 0.96019 Cronbach Alpha 097963 Cronbach Alpha 0.97963
value value value
Standard 0.6 Standard 0.6 Standard 0.6
Relia- Relia- Relia-
Information ble Information ble Information ble

Source: Data Processing

From the table above, it can be observed that all Cronbach's Alpha values are greater
than 0.6. Therefore, the data and questionnaire used are highly reliable and can be very
dependable.

Interest Weight Calculation

The Importance Level values indicate how crucial a service attribute is in fulfilling
customer needs. Attributes considered highly important by customers can have a sig-
nificant impact on the overall assessment of the obtained service. The following are the
scores for the Importance Level of service attributes in the minimarket:

Table 5, Attribute Importance Level

Attribute Code Interest
Neatness and cleanliness minimarket employee X1.1 4.58
Cleanliness of the minimarket area/ environment X1.2 4.44
Beauty or comfort minimarket interior/ exterior design X1.3 4.57
Arrangement/layout of product easily encountered by customers X1.4 443
Availability of trolley and basket shopping in a minimarket X1.5 4.50
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Neatness products displayed on the shelves X1.6 4.53
Cleanliness facility support (toilet, room change, parking area, place worship. etc) X1.7 4.46
Auvailability place adequate parking X1.8 4.49
Facility seating in the minimarket area X1.9 4.32
Cooling temperature the room (AC) felt cold in a way evenly (not in position certain just) X1.10 4.53
There are instruction directions where the location product is at X2.1 4.37
Frequent minimarket hold an event (promo) or piece price X2.2 447
Convenience consumers look for need required products with existing instruction direction X23 447

or layout good stuff
Accuracy price products (eg similarity or suitability price stated on the product) X2.4 4.49
Product prices are listed under price at the checkout X2.5 4.59
Completeness of product under need consumer X2.6 4.53
Products sold quality high, esp for product beauty, fashion books reading, and theory edu- X2.7 4.49

cation (study religion)
Product price under standard circle/class/minimarket level X2.8 4.45
Payment Can use a debit card, credit card, or e-money X2.9 4.53
Cost/price product under the quality provided X3.1 4.60
Timely return guarantee happen damaged product X3.2 443
Guaranteed goods quality (no dented, rusty, open packaging, expired, damaged) X3.3 4.53
The information provided by minimarket employees is correct and accurate X3.4 4.44
Employees can be reliable (can help face problems required by customers) X3.5 4.20
Guarantee security in park vehicle X3.6 4.56
Guarantee condition appropriateness product (free from the expiration date or free to disa-

bled) X3.7 4.20
Suitability price products offered to the consumer X3.8 4.52
Friendliness employee moment serves consumer X4.1 441
Consumer given attention personally by the party minimarket employee X4.2 4.48
Patience employee in face consumer X4.3 4.54
Justice employee moment serves consumer (no choice love) X4.4 4.57
Complaints and suggestions are responded to with seriously by minimarkets X4.5 4.42
Customer service or another officer asked sorry if do error X4.6 4.47
Admin offers promotional products/products addition before transaction payment X5.1 4.39
Speed employee in respond needs/complaints of consumer X5.2 4.38
The role of the involved employee in help / serve consumers quickly if necessary. X53 4.43
Speed and responsiveness waiter moment customer queue at the cashier X5.4 4.39
Response employee in listening to complaint consumer X5.5 4.08
Employees are quick and precise in serving consumer X5.6 4.22
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Employees are very understanding will the products that sell goods in facet placement or

condition product X537 4.38
Readiness/alacrity employee in help consumers when needed X5.8 4.20
If there are complaints from customers, minimarkets immediately respond X5.9 4.19
Customer service offers promotional/discount products with friendly and polite without X6.1 438

There is coercion
The convenience store employee chanted greetings to new customers who visit X6.2 4.02
Say "accept love" given to employee at the end of service X6.3 4.03
Communication style minimarket employees are very good with consumer X6.4 4.12
Employees serve with polite, courteous, friendly tidy, neat, and smiling. X6.5 4.17
The Minimarket area is facilitated with CCTV cameras X.7.1 4.45
Promptness and firmness security in as well as tidying up the minimarket area X.7.2 4.45
Security moment use facilities (debit card, credit card, e-money, and other digital money) X.73 4.29
Security goods default in shopping (like wallets, jewelry, and children small) X.7.4 4.36
Security consumers are guaranteed from crime while in the minimarket area X.7.5 4.16
There is tool safety as well as facility extinguisher fire moment a disaster is not desired X.7.6 4.63
Security product free from expiry time (expiration) X.7.7 4.49

Source: Data Processing

Gap Calculation Analysis

In this study, it is found that data collection on the service system is based on the
concept of service quality. The service indicators are derived from seven service quality
dimensions: Tangible, Reliability, Responsiveness, Assurance, Empathy, Communica-
tion, and Security. The gap analysis results, based on the Gap range and CSIndex for
each dimension, are explained in Table 6 as follows.

Table 6, Customer Satisfaction Based on Dimensions

Dimension lt)ieor:ep- Et?i((]::Cta- Gap Sz::svf;ction
Tangibility 4.06 4.44 0.3; Fairly Satisfied
- Fairly Satisfied

Reliability 4.10 4.54 0.44 airly Satistie
- Fairly Satisfied

Assurance 4.06 4.46 0.40 airly Satisiie
Emphaty 4.01 4.50 0.5(') Fairly Satisfied
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. 411 4.40 - Fairly Satisfied
Responsiveness 0.29
- Fairly Satisfied
Communication 415 4.49 0.33
Security 4.48 4.38 0.10 Very Satisfied
4.14 4.46 R
Average 0.32 Fairly Satisfied

Source: Data Processing

Based on the analysis of gap values in Table 6, the results indicate the presence of
negative gap values across all satisfaction dimensions, including Tangible, Reliability,
Responsiveness, Assurance, Empathy, and Communication. Only the Security dimen-
sion shows a positive value. This indicates that the service quality for these
SERVQUAL dimensions does not fully meet customer expectations.

Mapping using a Cartesian diagram

Importance Performance Analysis (IPA) is an analysis of the importance level of a
service indicator perceived by customers, visualized in the form of a Cartesian diagram.
This analysis categorizes or maps the importance level of service indicators.[28] The
results of the Cartesian diagram analysis can be used by Darut Tagwa minimarket man-
agement as a basis for short-term and long-term improvements, especially for indicators
where customers perceive dissatisfaction or lower satisfaction. It can also serve as a
reference for enhancing or maintaining service quality in indicators with good or very
satisfied ratings.[7]

In creating the Cartesian diagram, points (X and Y) are needed. In the Cartesian
diagram, the horizontal axis (X) is filled with the range of average scores for percep-
tion/reality service assessments, while the vertical axis (Y) is filled with the range of
average scores for customer expectations assessments. The boundary, represented by
the average total of reality assessment scores and customer expectation scores, forms
or determines the priority quadrants of statement items, whether they are in quadrant I,
quadrant II, quadrant III, or quadrant IV. Items positioned in quadrant I are critical and
need immediate improvement using the QFD method. Here are the average priority
quadrant calculations based on the equation:

1. Average total perception (reality) assessment score = 4.14
2. Average total customer expectation assessment score = 4.46

Based on the boundary on the X-axis representing the magnitude of perception ob-
tained from the perception results of the research respondents:
1. Average perception (reality) score magnitude = 4.14, where this average sat-
isfaction value will be the point 0,0 on the X-axis.
2. If the reality value > 4.14, it can be considered as sufficiently satisfied, satis-
fied, or very satisfied.
3. If the reality value < 4.14, it can be considered as dissatisfied or not satisfied.
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The Y-axis represents the magnitude of expectations obtained from the perception
results of the research respondents:

1. Average expectation magnitude = 4.46, where this average need value will be the
point 0,0 on the Y-axis.

2. If the expectation value > 4.46, it can be considered as sufficiently important,
important, or very important.

3. If the expectation value < 4.46, it can be considered as less important or not im-
portant.

The result of the Importance Performance Analysis is in the form of a Cartesian
diagram of the indicators used to measure customer satisfaction in the Darut Tagwa
minimarket, as shown in the following figure.

CARTESIAN DIAGRAM
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Figure 3, Cartesian diagram

Figure 3 illustrates the four quadrants of customer satisfaction resulting from the
Cartesian diagram analysis. In this figure, 3 indicators fall into Quadrant I, indicating
that these service aspects need immediate improvement. 2 indicators fall into Quadrant
II, suggesting that these service aspects should be maintained. 16 indicators fall into
Quadrant III, implying that the improvement of these service aspects can be deferred.
Lastly, 1 indicator falls into Quadrant IV, meaning that this service aspect could be
eliminated and replaced with another aspect of satisfaction.

Quality Function Deployment (QFD) and House of Quality (HoQ)

1. Determination of Technical Requirements / Technical Response

Technical Requirement, commonly known as Technical Response, refers to the or-
ganizational or company management's response to customer requests. Technical Re-
sponse can be obtained through interviews and feedback from the management of Darut
Taqwa minimarket. The purpose of the House of Quality (HOQ) is to design or improve
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existing designs to meet customer expectations. Once the attributes desired by custom-
ers are obtained, management must actualize them with Technical Requirements. The
goal of Technical Requirements is to fulfill customer objectives by striving for specific
performance specifications from the management.[29]

2. Customer Requirements and Technical Requirements Correlation

This relationship occupies the central part of the HoQ. There is likely more than one
relationship because each Customer Requirement has more than one relationship with
Technical Requirements, and vice versa. Therefore, to display these relationships, an
L-shape matrix is utilized, with the Technical Requirements filling the upper section
and Customer Requirements filling the side section.

Technical Characteristics play a crucial role in this matrix as they represent the de-
gree of the relationship between Customer Requirements and Technical Requirements.
The relationship between technical responses and customer desires can be described as
follows:

1) Strong Relationship (e)
Occurs when the technical response, as actions taken by the company, is closely
related and significantly influences customer desires, weight =9

2) Moderate Relationship (o)
Occurs when the technical response is moderately related and moderately influ-
ences the fulfillment of customer desires, weight = 3

3) Weak Relationship (V)
Occurs when the technical response is not aligned and has minimal impact on
customer desires, weight =1

From the relationship between Technical Requirements and Customer Require-
ments, it is found that there are 74 Technical Characteristics with a value of 9 (e),
indicating that there are 74 Technical Requirement items with a very strong correlation
to address Customer Requirements/Desires. There are 144 items with a value of 3 (0) /
"Moderate" and 93 items with a value of 1 (V) /"Weak."

3. Planning Matrix

The planning matrix aims to translate consumer needs. The planning matrix com-
prises several elements, namely Customer Importance Level, Customer Satisfaction
Level, Goals, Improvement Ratio (IR), Sales Points, and Raw Weight.[30]

Table 7, Planning Matrix

Abut Gab LT O Goal e Pomt Weight  Raw eight %
X1.1 0,3£ 4,58 4,20 4,58 1,09 1,00 19,22 0,03
X1.2 0,4; 4,44 4,05 447 1,11 1,00 17,97 0,02
X1.3 0,4; 4,57 4,07 4,57 1,12 1,00 18,59 0,03

X1.4 0,61 4,43 3,81 4,43 1,16 1,20 20,24 0,03
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4,50

4,53

4,46

4,49

4,32

437

4,47

4,47

4,49

4,59

4,53

4,60

4,43

4,53

4,44

420

4,56

4,54

4,57

442

4,19

4,05

3,90

4,12

1,00

1,00

1,20

1,20

1,20

1,20

1,00

1,20

1,00

1,00

1,00

1,00

20,96

20,86

20,95

18,57

17,89

19,83

20,40

21,23

20,47

22,66

21,94

18,70

19,61

21,29

20,16

16,48

19,11

17,83

17,48

22,43

21,74

17,98
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X4.6 0,57 447 3,95 452 1,15 1,20 21,19 0,03
X5.1 0,4; 439 3,91 439 1,12 1,00 0,02
X5.2 0,45_5 438 4,05 4,53 1,12 1,00 17,70 0,02
X5.3 o,4£ 443 4,05 447 1,10 1,00 17,97 0,02
X5.4 0,4; 439 4,05 4,54 1,12 1,00 17,81 0,02
X5.5 0,5; 4,08 3,88 443 1,14 1,20 18,97 0,03
X5.9 0,5; 4,19 3,93 4,49 1,14 1,20 19,78 0,03
X6.1 0,6; 438 3,85 447 1,16 1,20 20,24 0,03
X6.2 0,6; - 3,75 4,40 1,17 1,20 18,09 0,03
X6.3 0,5; 4,03 3,98 4,53 1,14 1,20 19,23 0,03

X72 0.1 445 433 445 ! 1,00 19.28 0,03

Source: Data Processing

Customer Important: Customer Important reflects the level of importance of a ser-
vice attribute required by customers. A higher value indicates a greater need for that
indicator in a service. In this study, the highest customer importance score was 4.60 for
indicator X3.1, signifying that product pricing aligning with the provided service is a
crucial attribute. On the other hand, the lowest customer importance score was 4.02 for
indicator X6.2, indicating that employees greeting customers upon arrival are not
highly regarded by customers.

Customer Satisfaction Level: Customer Satisfaction Level represents customers'
feelings when receiving minimarket services. The highest satisfaction score, 4.20 for
indicator X1.1, suggests that the cleanliness and neatness of minimarket employees are
the primary satisfaction factors. However, there is room for improvement to continually
enhance customer satisfaction, as seen in the lowest satisfaction score of 4.02 for indi-
cator X3.2, indicating a lack of responsibility or return process for damaged products.

Goal: The goal value indicates the extent to which an attribute achieves the set tar-
get. The highest goal value is obtained for [mention the indicator], while the lowest
goal value is obtained for (mention the indicator).

Improvement Ratio: Improvement Ratio assesses how changes can enhance cus-
tomer satisfaction. The highest and lowest improvement ratio values are (mention the
values).

Raw Weight: Raw Weight represents the importance assigned to each design ele-
ment or characteristic based on the product development team's assessment of its sig-
nificance to customer satisfaction.
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4. Priorities
By referring to the QFD output, priority determination for the improvement and
enhancement of minimarket customer satisfaction indicators can be implemented, con-
sidering both customer and technical perspectives.[31] The detailed priorities for each
indicator can be found in the following table.
Table 8, Improvement Priorities and Increasing Customer Satisfaction
A t P t- Pri-
Technical Response lfwlm ereen . o
Weight age ority
Training Skill Communications by Parties Management 72 7.16% 1
Training employees to serve consumer 63 6.27% 2
Give training and briefing to employee 53 5.27% 3
Training employees To improve communication skills 43 4.28% 4
Realize Environment mutual work _and care 42 4.18% 5
Emphasis on Diversity Customer 42 4.18% 5
Support Psychology and Training Skills Communication 41 4.08% 7
Provide information boards for location instructions and product 35 3.48% 8
Apply system loyalty work and monitor customer 35 3.48% 8
Develop system management centralized products 32 3.18% 10
Develop system technology centralized management 31 3.08% 11
The product is displayed on something place open so that can held, seen, and re- 29 2 89% 12
searched by the candidate buyer without help officer service o
Management arrangement product 27 2.69% 13
Optimizing arrangement product 26 2.59% 14
Give System Reporting Complaint 25 2.49% 15
Pop Up Frame for displaying promotional information on medium products _ dis- 2 219% 16
played
Do check the product in a way periodically 22 2.19% 16
Using (price holder) or placing slipping price tags on shelving boards that don't
. . 22 2.19% 16
easily move (shift)
Give instructions on how important overcome/give attention to complaining con- 21 2.09% 19
sumer
Drafting Procedure Good security 21 2.09% 19
Do Check and clean the area regularly and periodically 20 1.99% 21
Do an analysis cost and quality product 18 1.79% 22
Do verification price in a way periodically (Data synchronization) 18 1.79% 22
Fulfillment amount Trolleys and baskets shopping must be equipped with features
. . 17 1.69% 24
like a smooth wheel as well as an ergonomic handle
Check Condition goods before or at the checkout 17 1.69% 24
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Routine Arrangement and Labelling of Production Codes 14 1.39% 26
Provision of parking line vehicles in order neat and efficient 13 1.29% 27
Put officer security in the parking area 13 1.29% 27
Segmentation or grouping of types of products 13 1.29% 27
Routine Arrangement and Labeling of Production Codes 13 1.29% 27
Choose an Attractive and appropriate design _ with a draft minimarket design 12 1.19% 31
Apply First In First Out management 12 1.19% 31
Training Greeting Customer / Role-Playing 12 1.19% 31
Formation of return SOP product 11 1.09% 34
Implementing the Lucky Draw Strategy. Promotional programs held with stimula- 1 1.09% 14
tion prizes /bonuses
Checking products in a way collective to suppliers 10 1.00% 36
Provision facility representative seating 9 0.90% 37
Uniformed under Company schedules and SOPs 9 0.90% 37
Open service cashier additional (Alternative Cashier) 9 0.90% 37
Create Culture Procedure Request Defined Sorry 9 0.90% 37
Provide Updated promo information 9 0.90% 37
Do controlling and monitoring effectively periodically 8 0.80% 42
Do market research 7 0.70% 43
Providing promotional frames for products on display 7 0.70% 43
Providing hangers as tools Promotion products hanging in the gaps product 5 0.50% 45
Instore Promo as effort enhancement sales in the period certain 5 0.50% 45

Source: Data Processing

The table presents a detailed breakdown of improvement priorities aimed at enhanc-
ing customer satisfaction within the minimarket setting. Topping the list is "Communi-
cation Skill Training by Management" with a substantial weight of 72 (7.16%), indi-
cating a significant emphasis on the need for managerial-level communication skills to
improve overall service quality. This underscores the critical role of effective commu-
nication channels within the organization. The following closely is "Employee Training
in Customer Service" (6.27%), suggesting a recognition of the direct correlation be-
tween staff training and positive customer experiences. This highlights the importance
of investing in frontline staff development to meet customer needs effectively.

"Providing training and briefings to employees" also ranks high, with a weight of
53 (5.27%), indicating a focus on comprehensive staff training to enhance their under-
standing of responsibilities and tasks. This suggests a strategic approach to improving
service quality through better-trained employees. Additionally, "Training employees to
improve communication skills" (4.28%) underscores the ongoing importance of refin-
ing communication abilities among staff members to foster positive customer interac-
tions. Sharing the fifth priority is "Realizing a mutually caring work environment" and
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"Emphasizing diverse customers" (both at 4.18%). This reflects a dual focus on foster-
ing a supportive workplace culture and acknowledging the diverse needs of customers.
These priorities suggest a holistic approach to enhancing service quality by addressing
both internal and external factors.

Further down the list, priorities include implementing loyalty programs, optimizing
product arrangements, and improving complaint-handling procedures, among others.
These findings provide valuable insights into key areas for improvement within the
minimarket sector.

For future research, it would be beneficial to conduct qualitative studies to delve
deeper into customer perceptions and preferences. Additionally, exploring the impact
of technology integration on customer satisfaction and operational efficiency could be
an area of interest. Moreover, longitudinal studies tracking the implementation of sug-
gested improvements over time could offer valuable insights into their effectiveness
and long-term impact on customer satisfaction.

4 Conclusion

Based on the analysis and discussion regarding customer satisfaction with the ser-
vices of Minimarket Darut Taqwa using the seven dimensions of customer satisfaction
(tangibility, reliability, responsiveness, assurance, empathy, communication, and secu-
rity), several conclusions can be drawn. The Servqual method revealed the highest per-
ception score of 4.69 for tangibility, indicating that the physical appearance meets cus-
tomer satisfaction standards and should be maintained. Conversely, the lowest percep-
tion score of 3.69 in assurance signifies a need for improved security services. The
lowest expectation score of 4.14 in responsiveness, though the lowest, still falls into a
high category, suggesting that ongoing improvements are necessary. The highest ex-
pectation score of 4.66 in reliability emphasizes the need for continuous service en-
hancement. A significant negative gap of -0.77 in assurance, specifically regarding the
accuracy of information provided by employees, highlights an area requiring urgent
attention.

The Cartesian diagram analysis showed that quadrant 1 is dominated by dimension
X2, where high satisfaction is coupled with low service importance, indicating good
performance that needs to be sustained. Quadrant 2, dominated by X5, features both
high satisfaction and high importance, suggesting well-maintained service perfor-
mance. Quadrant 3, dominated by X3, indicates below-average performance in areas of
low importance, whereas quadrant 4, dominated by X7, signals low performance in
highly important areas, necessitating prioritized improvements.

Gap analysis shows all dimensions yield "less satisfied" ratings with an average gap
range of -1.5 to -0.75, indicating that while the services generally meet customer ex-
pectations, there is room for enhancement. Twenty-two indicators require immediate
attention, notably in the dimensions of Tangibility, Reliability, Assurance, Empathy,
Responsiveness, and Communication.

The QFD analysis underscores that the top priority for technical response is improv-
ing employee communication skills, particularly for administrative staff and those di-
rectly interacting with customers. Consequently, management's recommendation is to
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enhance communication skills and employee loyalty through regular training and brief-
ings for the staff of Minimarket Darut Taqwa.

Acknowledgments. A third level heading in 9-point font size at the end of the paper is used for
general acknowledgments, for example: This study was funded by X (grant number Y).

Disclosure of Interests. It is now necessary to declare any competing interests or to specifically
state that the authors have no competing interests. Please place the statement with a third level
heading in 9-point font size beneath the (optional) acknowledgments', for example: The authors
have no competing interests to declare that are relevant to the content of this article. Or: Author
A has received research grants from Company W. Author B has received a speaker honorarium
from Company X and owns stock in Company Y. Author C is a member of committee Z.

References

1. J. Bermudez-Hernandez, L. Palacios-Moya2, A. Valencia-Ariasl, and L. Brand-Piedrahita2,
“A proposed model of user satisfaction with medical emergency services by using the
SERVQUAL model,” J. Pharm. Pharmacogn. Res., vol. 9, no. 6, pp. 859-869, 2021, doi:
10.56499/jppres21.1023_9.6.859.

2. S. p, “Quality concepts in Industrial systems using QFD (Quality Function Deployment) —
Survey,” Int. J. Ind. Eng., vol. 8, no. 1, pp. 7-13, 2021, doi: 10.14445/23499362/ijie-
v8ilpl02.

3. E. Ariyanto, M. Havidz Aima, A. Nurani, and M. Sari, “Analysis of the Effect of Service
Quality Dimensions on Student Satisfaction in Master of Management of Mercu Buana
University,” vol. 22, no. June, pp. 5-13, 2020, doi: 10.9790/487X-2206070513.

4. Alhassan A Alhassan 1., Asiamah N., Opuni, F. F., “Likert Scale: Exploring The Unknowns
And Their Potential To Mislead The World,” UDS Int. J. Dev., vol. 9, no. 2, pp. 867-880,
2022.

5. E. Tumsekcali, E. Ayyildiz, and A. Taskin, “Interval valued intuitionistic fuzzy AHP-
WASPAS based public transportation service quality evaluation by a new extension of
SERVQUAL Model: P-SERVQUAL 4.0,” Expert Syst. App!., vol. 186, no. April, p. 115757,
2021, doi: 10.1016/j.eswa.2021.115757.

6. V. Charles and M. Kumar, “Satisficing data envelopment analysis: An application to
SERVQUAL efficiency,” Meas. J. Int. Meas. Confed., vol. 51, no. 1, pp. 71-80, 2014, doi:
10.1016/j.measurement.2014.01.023.

7. A. Addas, A. Maghrabi, and R. Goldblatt, “Public open spaces evaluation using importance-
performance analysis (IPA) in Saudi Universities: The case of King Abdulaziz University,
Jeddah,” Sustain., vol. 13, no. 2, pp. 1-16, 2021, doi: 10.3390/su13020915.

8. U. Unit, Abbreviations Used in This Book.

9. A. Ijadi Maghsoodi, A. Saghaei, and A. Hafezalkotob, “Service quality measurement model
integrating an extended SERVQUAL model and a hybrid decision support system,” Eur. Res.
Manag. Bus. Econ., vol. 25, no. 3, pp. 151-164, 2019, doi: 10.1016/j.iedeen.2019.04.004.

10. D. R. Cooper and S. Schindler, Pamela, “Business Research Methods,” 2013.

11. Sugiyono, Metode Penelitian Kuantitatif, Kualitatif dan R&D. Bandung: Alfabeta, 2017.

12. N. Dospinescu, O. Dospinescu, and M. Tatarusanu, “Analysis of the influence factors on the
reputation of food-delivery companies: Evidence from Romania,” Sustain., vol. 12, no. 10,
pp. 1-13, 2020, doi: 10.3390/su12104142.

' If EquinOCS, our proceedings submission system, is used, then the disclaimer can be provided

directly in the system.



14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

Integration Of Servqual And Quality Function Deployment 275

. S. S. Ahmed, S. S. Pantangi, U. Eker, G. Fountas, S. E. Still, and P. C. Anastasopoulos,
“Analysis of safety benefits and security concerns from the use of autonomous vehicles: A
grouped random parameters bivariate probit approach with heterogeneity in means,” Anal.
Methods Accid. Res., vol. 28, pp. 1-46, 2020, doi: 10.1016/j.amar.2020.100134.

S. Solanki and M. Mandaviya, “Does Gender Matter? Job Stress, Work-Life Balance, Health
and Job Satisfaction among University Teachers in India,” J. Int. Womens. Stud., vol. 22, no.
7, pp. 121-134,2021.

J. Rezaei, O. Kothadiya, L. Tavasszy, and M. Kroesen, “Quality assessment of airline
baggage handling systems using SERVQUAL and BWM,” Tour. Manag., vol. 66, pp. 85—
93,2018, doi: 10.1016/j.tourman.2017.11.009.

A. Erdil, “An Evaluation on Lifecycle of Products in Textile Industry of Turkey through
Quality Function Deployment and Pareto Analysis,” Procedia Comput. Sci., vol. 158, pp.
735-744, 2019, doi: 10.1016/j.procs.2019.09.109.

L. Fonseca, J. Fernandes, and C. Delgado, “QFD as a tool to improve negotiation process,
product quality, and market success, in an automotive industry battery components supplier,”
Procedia  Manuf.,, vol. 51, mno. 2019, pp. 1403-1409, 2020, doi:
10.1016/j.promfg.2020.10.195.

0. Kitapci, C. Akdogan, and 1. T. Dortyol, “The Impact of Service Quality Dimensions on
Patient Satisfaction, Repurchase Intentions and Word-of-Mouth Communication in the
Public Healthcare Industry,” Procedia - Soc. Behav. Sci., vol. 148, pp. 161-169, 2014, doi:
10.1016/j.sbspro.2014.07.030.

I. N. Namupala, “An Investigation of the Impact of Quality of Service on Customer
Satisfaction of NamPower Residential Customers,” no. May, pp. 5-7, 2019, doi:
10.13140/RG.2.2.17693.95204.

R. S. Sumi and G. Kabir, “Satisfaction of e-learners with electronic learning service quality
using the servqual model,” J. Open Innov. Technol. Mark. Complex., vol. 7, no. 4, p. 227,
2021, doi: 10.3390/joitmc7040227.

I. Tariq Ismail Al-Nuaimi, A. Kamil Bin Mahmood, E. Elyanee Mustapha, and H. H.Jebur,
“Development of Measurement Scale for Hypothesized Conceptual Model of E-service
Quality and User Satisfaction Relationship,” Res. J. Appl. Sci. Eng. Technol., vol. 12, no. 8,
pp. 870-884, 2016, doi: 10.19026/rjaset.12.2787.

S. Perera and B. W. Dabney, “Case management service quality and patient-centered care,”
J. Health Organ. Manag., vol. 34, no. 5, pp. 551-568, 2020, doi: 10.1108/JHOM-12-2019-
0347.

A. SuruCu, Lutfi MASLAKCI, “Validity and Reliability in Quantitative Research,” Bus.
Manag. Stud. An Int. J., vol. 8, no. 3, pp. 2694-2726, 2020, doi: 10.15295/bmij.v8i3.1540.
K. Kamvysi, A. Andronikidis, A. C. Georgiou, and K. Gotzamani, “A quality function
deployment framework for service strategy planning,” J. Retail. Consum. Serv., vol. 73, no.
March, p. 103343, 2023, doi: 10.1016/j.jretconser.2023.103343.

P. Bhattacharya et al., “Perception-satisfaction based quality assessment of tourism and
hospitality services in the Himalayan region: An application of AHP-SERVQUAL approach
on Sandakphu Trail, West Bengal, India,” Int. J. Geoheritage Park., vol. 11, no. 2, pp. 259—
275, 2023, doi: 10.1016/j.ijgeop.2023.04.001.

K. Aoyagi, J. He, D. J. Clauw, and N. K. Sharma, “Sleep quality in individuals with chronic
low back pain and central sensitization,” Physiother. Res. Int., vol. 27, no. 4, 2022, doi:
10.1002/pri.1968.

W. B. Schaufeli, S. Desart, and H. De Witte, “Burnout assessment tool (Bat)—development,
validity, and reliability,” Int. J. Environ. Res. Public Health, vol. 17, no. 24, pp. 1-21, 2020,
doi: 10.3390/ijerph17249495.

A. F. 1. Himawan, M. H. S. Sidik, M. A. Razik, M. Z. M. Hasan, and B. Wijayantini,
“Harnessing Quality Function Deployment And The House Of Quality Principle For
Malaysia’s Dry Ports,” Eduvest - J. Univers. Stud., vol. 3, no. 11, pp. 2029-2043, 2023, doi:



276 A. Maslikhan and M. L. Singgih

10.59188/eduvest.v3i11.958.

29. T. H. A. Bahia, A. R. Idan, and K. R. Athab, “the Effect of Quality Function Deployment
(Qfd) in Enhancing Customer Satisfaction,” Int. J. Prof. Bus. Rev., vol. 8, no. 1, pp. 1-17,
2023, doi: 10.26668/businessreview/2023.v8i1.1156.

30. D. Wahyuningtias and M. Meiryani, ‘“Business Development Strategy: Quantitative
Strategic Planning Matrix (Qspm) Perspectives,” Ultim. Manag. J. llmu Manaj., vol. 14, no.
1, pp. 97-110, 2022, doi: 10.31937/manajemen.v14i1.2549.

31.Z. A. Al Sudani, S. A. Almasraf, and A. H. Abdullah, “Evaluating the Effect of
Supplementary Irrigation on Improvement of Economic Water Productivity for Winter
Wheat,” Anbar J. Eng. Sci., vol. 11, no. 1, pp. 60-65 2020, doi:
10.37649/aengs.2020.171289.

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the
source, provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter's
Creative Commons license, unless indicated otherwise in a credit line to the material. If material
is not included in the chapter's Creative Commons license and your intended use is not
permitted by statutory regulation or exceeds the permitted use, you will need to obtain
permission directly from the copyright holder.


http://creativecommons.org/licenses/by-nc/4.0/

	Integration Of Servqual And Quality Function Deployment As An Effort To Increase The Services Of Minimarket



