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Abstract 
 

PT Solo Murni Bandung, as one of the largest stationery manufacturers in Indonesia, is experiencing 
challenges in the digital era, where trends in the printing industry can change rapidly. Therefore, the 
company must pay attention to several factors to remain competitive. The background to this research is 
that there has been a decline in PT Solo Murni Bandung Branch customers for two years in the 2019-2023 
range. This research aims to find out how product, price and process influence customer satisfaction, both 
partially and simultaneously at PT Solo Murni Bandung Branch. The object of the research is the customers 
of PT Solo Murni Bandung Branch. The type of research used is associative quantitative. The type of data 
used is primary data which is processed using statistical applications, and uses data collection techniques 
in the form of observation, interviews, literature studies and questionnaires. The population is customers 
of PT Solo Murni Bandung Branch in 2023 with a sample of 93 people. The research results show that there 
is a significant influence between product on customer satisfaction of 33,8% for the R2 test with t test results 
where the value of t count > t table (6,821 > 1,66216) means that H1 is accepted, there is a significant 
influence between price on customer satisfaction of 34,1% for the R2 test with t test results where t count 
> t table (6,865 > 1,66216) meaning that H1 is accepted, there is an influence of process on customer 
satisfaction of 3,2% for the R2 test with t test results where t count > t table (1,742 > 1,66216) means that 
H1 is accepted, and simultaneously there is a significant influence between product, price and process on 
customer satisfaction of 40,2% for the R2 test with F test where the value of F count > F table (19,963 > 
2,71).                    
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A. INTRODUCTION 

The statio$nery industry includes a wide range o$f pro$ducts that suppo$rt o$ffice, scho$o$l, and perso$nal 
activities, including pens, pencils, paper, no$tebo$o$ks, rulers, staplers, and a variety o$f o$ther supplies. PT So$lo$ 
Murni is o$ne o$f the largest statio$nery manufacturers in Indo$nesia with custo$mers spread acro$ss several 
co$untries such as Asia, t he Middle East, Euro$pe, the United States and Africa. Its pro$ducts include scho$o$l 
supplies, o$ffice supplies, envelo$pes, no$tebo$o$ks, gift wrapping paper, agendas, no$velty pro$ducts, letters, and 
Smart Cards. In additio$n, PT So$lo$ Murni also$ pro$vides bulk o$rder services fo$r individuals and co$mpanies. 
Brands such as Kiky, Merpati, O$key, and o$thers have bro$ught PT So$lo$ Murni to$ explo$re the Internatio$nal 
market.  

Each co$mpany co$mpetes with each o$ther so$ that their co$mpany can achieve the set targets. The success 
o$f a co$mpany is no$t o$nly determined by the quality o$f its pro$ducts and services, but o$verall custo$mer 
satisfactio$n is also$ o$ne o$f the determining aspects o$f this success (Bimaria et al., 2020). Nevertheless, there 
are several facto$rs that can affect custo$mer satisfactio$n itself. If these facto$rs can be met pro$perly, then 
custo$mer lo$yalty is created and business revenue increases (Rachmawati, 2014). The success o$f any 
business relies heavily o$n custo$mer satisfactio$n and lo$yalty, which is the tendency o$f custo$mers to$ 
repeatedly cho$o$se a particular brand o$r co$mpany o$ver its rivals. 

In a statio$nery and printing industry, o$f co$urse, o$ne o$f the determining facto$rs fo$r custo$mer 
satisfactio$n is the quality o$f the pro$duct where the co$mpany must always maintain it so$ that it remains 
superio$r co$mpared to$ co$mpetito$rs in the same industry. In additio$n, PT So$lo$ Murni must also$ maintain its 
co$mpany's advantages, namely the custo$m pro$duct acco$rding to$ custo$mer's o$rder. The seco$nd facto$r that 
can affect custo$mer satisfactio$n is price (Gianpar, 2019). Determinatio$n o$f the right price to$ ensure o$ptimal 
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pro$fits and to$ maintain the co$mpetitiveness o$f the co$mpany. In additio$n to$ these two$ facto$rs, there are also$ 
facto$rs pro$cess O$ne o$f them that can affect custo$mer satisfactio$n is the delivery pro$cess, a slo$w delivery 
pro$cess will reduce custo$mer trust in the co$mpany. 

Table 1. Data on the Number of Partners at PT Solo Murni Bandung Branch for the 2019-2023 Period 

Year Sum Percentage (%) 
2019 1.315 - 
2020 1.291 - 1,8% 
2021 1.274 - 1,3% 
2022 1.282   0,6% 
2023 1.295   1,0% 

So$urce: PT So$lo$ Murni Bandung Branch 2024 

Based o$n table 1 abo$ve, it can be seen that the number o$f custo$mers at PT So$lo$ Murni Bandung 
Branch fo$r the perio$d 2019 – 2023 has fluctuated, where in 2023 it is still no$t equal to$ the number o$f 
custo$mers in 2019. As a co$mpany o$perating in the printing and service industry and fo$cuses o$n B2B 
(business to$ business), custo$mer satisfactio$n is no$t o$nly seen fro$m ho$w the co$mpany meets custo$mer needs 
but also$ fro$m ho$w the co$mpany builds trust, lo$yalty and sustainable relatio$nships with custo$mers. In the 
B2B business enviro$nment, PT So$lo$ Murni Bandung Branch must be able to$ understand that custo$mer 
satisfactio$n, which in this case is a partner is o$ne o$f the main keys in o$rder to$ maintain and increase market 
share. 

To$ achieve o$ptimal custo$mer satisfactio$n, PT So$lo$ Murni needs to$ ado$pt a ho$listic appro$ach in its 
marketing strategy. This strategy must include impro$ving pro$duct quality, managing co$mpetitive prices, 
o$ptimizing the delivery pro$cess, and strengthening relatio$nships with custo$mers thro$ugh effective 
co$mmunicatio$n. Pro$duct quality, which has beco$me the hallmark o$f PT So$lo$ Murni, must be maintained and 
impro$ved thro$ugh co$ntinuo$us inno$vatio$n. This inno$vatio$n is no$t o$nly limited to$ impro$ving the quality o$f 
raw materials and pro$ductio$n techno$lo$gy (Hasriadi, 2022). 

But also$ o$n pro$duct diversificatio$n tailo$red to$ market trends and dynamic custo$mer needs. In 
additio$n to$ quality, determining the right price is also$ an impo$rtant aspect (Firatmadi, 2017). PT So$lo$ Murni 
needs to$ co$nduct regular market analysis to$ understand changes in raw material prices, pro$ductio$n co$sts, 
and co$mpetitive dynamics. Smart price adjustments will allo$w co$mpanies to$ stay co$mpetitive witho$ut 
sacrificing pro$fit margins. With co$mpetitive pricing, the co$mpany will be able to$ attract mo$re new 
custo$mers while retaining existing custo$mers. 

The facto$r o$f an efficient shipping pro$cess is no$ less impo$rtant in the printing and statio$nery 
industry. Custo$mers, especially in the B2B segment, highly value punctuality in delivery. PT So$lo$ Murni can 
impro$ve this efficiency by strengthening its lo$gistics netwo$rk, bo$th thro$ugh co$o$peratio$n with trusted 
lo$gistics partners and the develo$pment o$f internal infrastructure that suppo$rts faster distributio$n. The 
applicatio$n o$f techno$lo$gy in the tracking pro$cess and real-time updates can also$ add value to$ custo$mers 
and increase their trust in the co$mpany. The quality o$f after-sales service must also$ be co$nsidered 
(Darmaningsih, Ni Made Rani Dwi Darmaningsih, ; Anggraini, Ni Putu Nita ; Setiawan Jo$di, 2023). 
Respo$nsive and so$lutive after-sales service can pro$vide a sense o$f security fo$r custo$mers and increase 
co$nfidence in PT So$lo$ Murni's pro$ducts. Custo$mer service teams need to$ be trained to$ respo$nd quickly and 
effectively to$ any co$mplaints o$r questio$ns fro$m custo$mers. This will no$t o$nly increase satisfactio$n but also$ 
strengthen the co$mpany's image as a caring and respo$nsible entity. 

PT So$lo$ Murni also$ needs to$ co$nsider implementing a mo$re massive digital marketing strategy. 
Digital marketing, such as so$cial media campaigns, email marketing, and SEO$, can help expand market reach 
and attract po$tential partners fro$m different parts o$f the wo$rld. In to$day's digital era, a stro$ng and 
interactive o$nline presence is the key to$ increasing brand awareness and custo$mer engagement (O$ctavians, 
2018). In additio$n to$ digital marketing, co$llabo$ratio$n strategies with business partners can also$ be 
implemented. PT So$lo$ Murni can co$llabo$rate with scho$o$ls, o$ffices, o$r co$mpanies in pro$viding custo$m 
pro$ducts tailo$red to$ their needs. This co$llabo$ratio$n no$t o$nly strengthens business relatio$nships but also$ 
o$pens up new o$ppo$rtunities fo$r pro$duct develo$pment. 
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Diversifying pro$duct po$rtfo$lio$s is an impo$rtant step to$ maintain co$mpetitiveness in an ever-changing 
market. PT So$lo$ Murni can expand its pro$duct line by intro$ducing inno$vative items such as eco$-friendly 
statio$nery, smart statio$nery pro$ducts, and exclusive perso$nalized items. This can attract new custo$mer 
segments that care abo$ut the enviro$nment and techno$lo$gy. The use o$f data analytics also$ needs to$ be 
applied in the co$mpany's strategy. By analyzing sales data, custo$mer preferences, and market trends, PT 
So$lo$ Murni can make mo$re precise and measurable decisio$ns. The applicatio$n o$f big data techno$lo$gy allo$ws 
co$mpanies to$ predict future market needs and respo$nd mo$re quickly and accurately (Management & 
Sulistyawati, 2024). 

 

B. LITERATURE REVIEW 

Custo$mer Satisfactio$n 

Custo$mer satisfactio$n is o$ne o$f the impo$rtant indicato$rs in measuring the success o$f a co$mpany in 
meeting custo$mer needs and expectatio$ns. Acco$rding to$ (Sambo$do$ Rio$ Saso$ngko$, 2021), custo$mer 
satisfactio$n is a perso$n's feeling o$f pleasure o$r disappo$intment that arises after co$mparing the perceived 
perfo$rmance (results) o$f the pro$duct with their expectatio$ns. If the perfo$rmance meets o$r exceeds 
expectatio$ns, then the custo$mer will feel satisfied. Custo$mer satisfactio$n has a majo$r influence o$n custo$mer 
lo$yalty, which in turn impacts a co$mpany's revenue. 

Pro$duct 

Pro$duct is the main element in the marketing mix that plays an impo$rtant ro$le in creating custo$mer 
satisfactio$n. Acco$rding to$ (Vo$nk No$o$rdegraaf & Welles, 2023), pro$duct quality is the ability o$f a pro$duct to$ 
meet custo$mer needs and desires. A quality pro$duct no$t o$nly includes physical characteristics, but also$ 
includes the design, functio$n, and benefits o$f the pro$duct. In the co$ntext o$f the statio$nery industry, pro$duct 
quality must be maintained to$ maintain the co$mpany's co$mpetitive advantage in the market. 

Price 

Price is the value that custo$mers must pay to$ o$btain a pro$duct o$r service. Acco$rding to$ (Vo$nk 
No$o$rdegraaf & Welles, 2023), price is the o$nly element o$f the marketing mix that generates revenue, while 
o$ther elements incur co$sts. Co$mpetitive pricing takes into$ acco$unt no$t o$nly pro$ductio$n co$sts but also$ 
custo$mer purchasing po$wer and co$mpetito$rs' pricing strategies. Co$mpetitive pricing will affect purchasing 
decisio$ns and custo$mer satisfactio$n. 

Pro$cess 

Pro$cess o$r pro$cess includes the entire series o$f activities carried o$ut by the co$mpany in pro$viding 
pro$ducts o$r services to$ custo$mers. Acco$rding to$ (Meilani & Kartini, 2020), an efficient and integrated 
pro$cess will increase custo$mer value and influence their satisfactio$n levels. In the printing and statio$nery 
industry, pro$cesses that include o$n-time delivery, fast o$rder pro$cessing, and respo$nsive after-sales service 
are essential fo$r maintaining custo$mer trust. 

Theo$ry o$f Variable Influence Measurement 

This study uses a quantitative appro$ach with a regressio$n analysis mo$del. Acco$rding to$ (Rustamana 
et al., 2024), quantitative research aims to$ test hypo$theses thro$ugh the measurement o$f statistical data. 
This appro$ach is very relevant to$ analyze the influence o$f independent variables (pro$duct, price, and 
pro$cess) o$n dependent variables (custo$mer satisfactio$n). The sampling technique using the Slo$vin fo$rmula 
ensures adequate representatio$n o$f the study po$pulatio$n. 
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C. METHODOLOGY 

The type o$f research used in this study is quantitative research using an asso$ciative appro$ach where 
the data used is primary data o$btained thro$ugh direct interviews with PT So$lo$ Murni Bandung Branch and 
the distributio$n o$f questio$nnaires to$ custo$mers/partners. The o$bject o$f his research is the custo$mer o$f PT 
So$lo$ Murni Bandung Branch, with a po$pulatio$n o$f 1,295 peo$ple. The sample in this study was measured by 
the slo$vin fo$rmula and a sample o$f 93 peo$ple was o$btained. Meanwhile, the technique used fo$r sampling is 
pro$bability sampling with a simple rando$m sampling type.  

 

D. RESULTS AND DISCUSSION 

 
The Effect of Product on Customer Satisfaction at PT Solo Murni Bandung Branch 

The results o$f the reliability test fo$r the Pro$duct variable with Cro$nbach's Alpha were 0.694 (the 
reality was quite high). Meanwhile, the variable Custo$mer Satisfactio$n is 0.748 (high reality). 
 
 

Table 2. Product Determination Coefficient Analysis  
Model Summaryb 

Mo$del R R Square 
Adjusted R 

Square 
Std. Erro$r o$f the 

Estimate 

1 .582a .338 .331 1.656 

a. Predicto$rs: (Co$nstant), Pro$duk 
b. Dependent Variable: Custo$mer Satisfactio$n 

So$urce : 2024 Research Results 

The R Square value o$btained in table 2 is 0.338. So$ it can be co$ncluded that the Pro$duct variable has an 
effect o$f 33.8% o$n Custo$mer Satisfactio$n. While the results o$f the t test are: 
 

Tabel 3. Uji t Product 

Mo$del 

Unstandardized 
Co$eficients 

Standardized 
Co$efficients 

t Mr. B Std. Erro$r Beta 
1 (Co$nstant) 9.953 2.255  4.413 .000 

Pro$duct .611 .090 .582 6.821 .000 
a. Dependent Variable: Custo$mer Satisfactio$n 

So$urce : 2024 Research Results 
 
Based o$n table 3, it sho$ws that the tcal value > t table (6.821 > 1.66216) means that H0 is rejected and H1 
is accepted (Pro$duct has a significant effect o$n Custo$mer Satisfactio$n). 
 
 

The Effect of Price on Customer Satisfaction at PT Solo Murni Bandung Branch 
The reliability test results fo$r the Price variable with Cro$nbach's Alpha are 0.748 (high reliability). 
 

Table 4. Price Coefficient of Determination Analysis  
Model Summaryb 

Mo$del R R Square 
Adjusted R 

Square 
Std. Erro$r o$f 
the Estimate 

1 .584a .341 .334 1.652 

a. Predicto$rs: (Co$nstant), Price 
b. Dependent Variable: Custo$mer Satisfactio$n 

So$urce : 2024 Research Results 

 
The R Square value o$btained in table 4 is 0.341. So$ it can be co$ncluded that the Pro$duct variable has an 
effect o$f 34.1% o$n Custo$mer Satisfactio$n. While the results o$f the t test are: 

Tabel 5. Uji t Price 
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Mo$del 

Unstandardized 
Co$eficients 

Standardized 
Co$efficients 

t Mr. B Std. Erro$r Beta 
1 (Co$nstant) 10.059 2.225  4.520 .000 

Price .473 .069 .584 6.865 .000 
a. Dependent Variable: Custo$mer Satisfactio$n 

So$urce : 2024 Research Results 
Based o$n table 5, it sho$ws that the tco$unt value o$f > t table (6.865 > 1.66216) means that H0 is rejected and 
H1 is accepted (Price has a significant effect o$n Custo$mer Satisfactio$n). 

 
 
The Effect of Process on Customer Satisfaction at PT Solo Murni Bandung Branch 
The reliability test results fo$r the Pro$cess variable with Cro$nbach's Alpha were 0.743 (high reliability). 

Table 6. Process Determination Coefficient Analysis  
Model Summaryb 

Mo$del R R Square 
Adjusted R 

Square 
Std. Erro$r o$f 
the Estimate 

1 .180a .032 .022 2.003 

a. Predicto$rs: (Co$nstant), Pro$cess 
b. Dependent Variable: Custo$mer Satisfactio$n 

       So$urce : 2024 Research Results 
The R Square value o$btained in table 6 is 0.032. Therefo$re, it can be co$ncluded that  the Pro$cess  variable  
has an effect o$f 3.2% o$n Custo$mer Satisfactio$n. While the results o$f the t test are: 

Table 7. Uji t Process 

Mo$del 

Unstandardized 
Co$eficients 

Standardized 
Co$efficients 

t Mr. B 
Std. 

Erro$r Beta 
1 (Co$nstant) 21.292 2.304  9.241 .000 

Pro$cess .234 .134 .180 1.742 .000 
a. Dependent Variable: Custo$mer Satisfactio$n 

So$urce : 2024 Research Results 
Based o$n table 7, it sho$ws that the tco$unt value > t table (1.742 > 1.66216) means that H0 is rejected and 
H1 is accepted (Pro$cess has a significant effect o$n Custo$mer Satisfactio$n). 
 
 
 

The Influence of Product, Price and Process on Customer Satisfaction at PT Solo Murni Bandung 
Branch 

Table 8. Multiple Correlation Analysis 
Model Summaryb 

Mo$del R 
R 

Square 
Adjusted 
R Square 

Std. 
Erro$r o$f 

the 
Estimat

e 

Change Statistics 

R 
Square 
Change 

F 
Change 

d
f
1 df2 

Sig. F 
Change 

1 
.634

a .402 .382 1.59159 .402 19.963 3 89 .000 
a. Predicto$rs: (Co$nstant), Pro$cess, Price, Pro$duct 

So$urce : 2024 Research Results 

Based o$n table 8, it can be seen that the co$rrelatio$n co$efficient value o$f 0.634 means that there is a stro$ng 
relatio$nship between pro$duct, price and pro$cess o$n custo$mer satisfactio$n. Meanwhile, the results o$f 
multiple regressio$n analysis: 

Table 9. Multiple Regression Analysis 

Coefficientsa 

Mo$del 
Unstandardized 

Co$efficients 
Standardized 
Co$efficients t Mr. 
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B Std. Erro$r Beta 
1 (Co$nstant) 8.181 2.547   3.212 .002 

Pro$duct .381 .126 .362 3.014 .003 

Price .283 .094 .349 3.012 .003 

Pro$cess -.091 .116 -.070 -.782 .436 
a. Dependent Variable: Custo$mer Satisfactio$n 

So$urce : 2024 Research Results 

Based o$n table 9 abo$ve, a mo$del o$f multiple regressio$n equatio$ns can be made which is written as fo$llo$ws: 

Y = a + b1X1 + b2X2 + b3X3 
Y = 8.181 + 0.381 X1 + 0.283 X2 - 0.091 X3 

The results o$f the determinatio$n co$efficient analysis: 

Table 10. Determination Coefficient Analysis 

Mo$del R 
R 

Square 
Adjusted R 

Square 
Std. Erro$r o$f the 

Estimate 
1 .634a .402 .382 1.59159 

a. Predicto$rs: (Co$nstant), Pro$cess, Price, Pro$duct 

So$urce : 2024 Research Results 

Based o$n table 10, it can be seen that the R Square value o$btained is 0.402 o$r 40.2%. So$ it can be co$ncluded 
that the influence o$f Pro$duct, Price and Pro$cess o$n Custo$mer Satisfactio$n at PT So$lo$ Murni Bandung Branch 
is 40.2% and the remaining 59.8% is influenced by o$ther facto$rs that are no$t studied. The fo$llo$wing are the 
results o$f the F test: 

Table 11. Table 10, Test Results F ANOVA b 

Mo$del 

Sum o$f 

Squares df 

Mean 

Square F Mr. 

1 Regressio$n 151.711 3 50.570 19.983 .000b 

 Residual 225.451 89 2.533 

 To$tal 377.161 92  

a. Dependent Variable: Custo $mer Satisfactio$n 

b. Predicto$rs: (Co$nstant), Pro$cess, Price, Pro$duct 

 
Based o$n the results o$f the test o$f table 10, it can be seen that the value o$f Fcal > Ftabel (19.963 > 2.71) and 
the significance level o$f 0.000 < 0.1, then H0 is rejected and H1 is accepted. Therefo$re, it can be co$ncluded 
that pro$duct, price and pro$cess simultaneo$usly have a significant effect o$n custo$mer satisfactio$n at PT So$lo$ 
Murni Bandung Branch. 

 
E. CONCLUSION 

 Based o$n the results o$f research and data analysis co$nducted by researchers regarding the 
Influence  o$f Pro$duct, Price and Pro$cess o$n Custo$mer Satisfactio$n at PT So$lo$ Murni Bandung Branch, it can 
be co$ncluded that: Pro$duct has a significant effect o$n Custo$mer Satisfactio$n with a determinatio$n co$efficient 
value o$f 33.8%, Price has a significant effect o$n Custo$mer Satisfactio$n with a determinatio$n co$efficient value 
o$f 34.1%, Pro$cess has a significant effect o$n Custo$mer Satisfactio$n by 3.2%. In additio$n, it can also$ be 
co$ncluded that the Influence  o$f Pro$duct, Price and Pro$cess o$n Custo$mer Satisfactio$n simultaneo$usly has a 
significant effect o$n Custo$mer Satisfactio$n at PT So$lo$ Murni Bandung Branch with a determinatio$n 
co$efficient value o$f 0.402 o$r 40.2%. 
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