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 Indonesia economic growth was led by a high domestic consumption, it is 
associated with the increasing number of middle class people. The McKinsey 
Global Institute estimates that the Indonesian consumer class grew from 45 
million in 2010 to 135 million in 2030 and estimated 90 million people joining to 
Indonesia consumer class. An increasing number of middle class in Indonesia 
impact on diversity of consumption patterns as a result of lifestyle changes, it can 
be seen from quite high levels of consumption of fast food to support their high 
activity. Meatballs is one of favorites traditional fast food Indonesian people. 
 Bakso Kepala Sapi is franchise businesses that provide healthy meatballs 
which are low cholesterol, without pork, borax and formalin. Bakso Kepala Sapi 
have achieve several awards as an appreciation for the performance of marketing 
in the franchise category. To maintain the performance that has been achieved, the 
company needs to know what factors that influence consumer satisfaction. 
Cibubur is one of Bakso Kepala Sapi development area who growth rapidly, and 
has established six outlet. From 138 area of distribution outlets developments 
Bakso Kepala Sapi throughout Indonesia, Cibubur ranks eighth and took second 
place in the region of West Java. Therefore this study aimed to find out the 
consumer characteristics, what factors are influence consumer satisfaction and 
loyalty, and which level of customer satisfaction and loyalty that can be used as 
input for management to be better. 

This study was using descriptive method with cross sectional design 
survey. The data that used in this study include primary data from questionnaire 
and secondary data from several relevant literature studies. The Criteria on 
respondent chosen in this study was at least twice time a month comes and buy at 
Bakso Kepala Sapi for last two month. Sampling method in this study is 
convenience sampling on four Bakso Kepala Sapi in Cibubur  outlets and amount 
of sample used are 230 people. 
 This study adopted from research which done Qin dan Prybutok (2009) and 
Qin et al (2010) with combination from Espejel et al. (2008) research. Tool 
analysis which used in this study was descriptive analysis, Structural Equation 
Modelling (SEM), CSI and CLI analysis. Descriptive analysis is used to identify 
respondent characteristic illustration and consumer buying behavior. SEM 
analysis is used to see contribution  of all variables such as service quality, food 
quality, perceived value, and its effect to consumer satisfaction. CSI and CLI 
analysis is used to identify consumer satisfaction level and loyalty. 
 The result found that Bakso Kepala Sapi consumer are mostly works as 
private employee and entrepreneur based on demographic data. Consumer 
education level are mostly from undergraduate level. Age group dominated by 
interval 31-35 years old. Consumer mostly came from women also from upper 
and middle economic classes consumer. 



 SEM analysis of the results show that the model built in this study fullfill 
the criteria goodness of fit (GOF) that indicate the condition is actually 
happening. SEM analysis results showed that exogenous latent variables of 
service quality had no significant relationship to satisfaction as it has at-test value 
below 1,96. SEM analysis results on other exogenous latent variables are food 
quality and perceived value has a significant relationship to satisfaction with t-test 
value above 1,96. Variables are not significantly related to satisfaction remains 
included in our model because the variable component still contributes in building 
a good models of SEM studies of consumer satisfaction and loyalty. 
 Influence of exogenous latent variable service quality, food quality, 
perceived value of the endogenous latent variable of satisfaction seen from the 
gamma coefficient of each variable. SEM results showed that the only variable 
food quality and perceived value that has a value above 1.96, t-test is equal to 2.36 
and 2.49. This shows that the only variable food quality and perceived value that 
has a significant influence on the endogenous latent variable satisfaction. 
Exogenous latent variable service quality does not have a significant impact 
because it has a t-test value below 1.96 is equal to -1.02. 
 Exogenous latent variable of food quality and perceived value has a 
coefficient of 0,23 and 0,33 construct. Both of these variables have a positive 
coefficient value constructs that show the contribution to the improvement of 
customer satisfaction in Bakso Kepala Sapi based on empirical data. Variable of 
service quality is the only variable that does not have an influence on satisfaction. 
This could happen because consumers are not overly concerned with the quality 
of service that is so perfect. SERVQUAL dimensions created as a reference in 
excellence of service delivery in some areas of the industry. In case of Bakso 
Kepala Sapi it is found that consumers were more concerned with the food quality 
and perceived value than service quality. Consideration consumers to eat at Bakso 
Kepala Sapi is based on the variable quality of the food (food quality) include 
meatball menu is varied (X29) and the drinks menu is varied (X30), while in 
terms of consumer perceptions of value (perceived value) consisting of a 
competitive price (X31), the feasibility of the price (X32), and the drink prices are 
cheap (X33). 
 Consumer satisfaction consists of three indicator variables tested in this 
study is overall customer satisfaction (Y1), right choice (Y2), and a fun dining 
experience (Y3). Consumer satisfaction is significant and positive influence to 
loyalty and behavioral intention, where behavioral intention is formed by three 
indicator variables consist of intention to recommend (Y4), intending to eat again 
(Y5) and say nice things (Y6). Loyalty is formed by three indicator variables are 
meatballs that are purchased (Y7), not buying other than Bakso Kepala Sapi (Y8), 
and keep buying despite higher prices (Y9). 
 The results of CSI and CLI analysis found that consumers of Bakso Kepala 
Sapi are very satisfied and loyal. This suggests that Bakso Kepala Sapi have been 
able to provide products that can be accepted by consumers. consumer satisfaction 
encourage loyal attitude towards Bakso Kepala Sapi. 
 Based on the research results, there are several managerial implications that 
need to be considered both for the central management and owner of Bakso 
Kepala Sapi outlets to maintain customer satisfaction and loyalty such as pay 



attention to dimensions of food quality and perceived valuebecause both of  
dimension that has a significant effect on satisfaction. 
 
Keywords: Bakso Kepala Sapi, satisfaction, loyalty, SEM. 
 




