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This study aims to determine whether Features and Perceived  assurance customer satisfaction
quality affect Samsung Mobile Consumer satisfaction in Makassar

City. The population in this study are consumers who use Samsung ABIRCU
mobile phones in Makassar City. Based on the research results, the

regression equation is obtained as follows Y = 5.308 +0.389 X1 +

0.321 X2. Based on statistical data analysis, each indicator in this

study is valid and the variables are reliable. In testing the classical

assumptions, the regression model is multicolonierity free,
heteroscedasticity does not occur, and is normally distributed. The

results of hypothesis testing, namely the T test results prove that all

independent variables, namely Features and Perceived Quality,

have a positive effect on Consumer satisfaction on Samsung

Mobile Phones in Makassar City and the F test shows that features

and perceived quality simultaneously have a significant effect on

Consumer satisfaction, with a calculated F value of 13.976 with a

significance of 0.000 <0.05. The coefficient of determination R

square is 0.536. This means that 53.6% of consumer satisfaction is

influenced by the features and perceived quality variables, the

remaining 45.3% is influenced by other variables. The coefficient

of determination for R square is 0.536. This means that 53.6% of

consumer satisfaction is influenced by the features and perceived

quality variables, the remaining 45.3% is influenced by other

variables. The coefficient of determination for R square is 0.536.

This means that 53.6% of consumer satisfaction is influenced by

the features variable and perceived quality, the remaining 45.3% is

influenced by other variables.

Abstract

I. Introduction

Samsung, the largest electronic device maker in the world, is the largest conglomerate
in South Korea and is headquartered in Seocho Town in Seoul, South Korea. The Samsung
company also always strives to create quality products and have more value than competing
products, for example the Samsung Galaxy A4 which uses the latest Marsmellow Android
OS which offers many attractive applications and features aimed at increasing the satisfaction
received by consumers for a product that is used with provide better deals and services, and
companies will be able to improve consumer satisfaction. Consumer satisfaction is a very
determining factor in increasing consumer loyalty, on the other hand, customer
disappointment in providing service can lead to company destruction in the future. The
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creation of customer satisfaction can provide several benefits, including harmonious

relationship between the company and consumers, providing a good basis for repurchasing

and creating customer loyalty and providing word of mouth recommendations that are
beneficial for the company (Siagian, 2019)..

According to (Hasanuddin, 2019), Consumer satisfaction is the level of a person's
happy feelings after comparing the performance or results he feels with his expectations. In
general, the expectations of customers are estimates of customer beliefs about what they will
receive when they buy or consume a product. With good product quality in a product, it will
create satisfaction for users. After users are satisfied with the products or services they
receive, users will compare the services provided.

According to (K. Kotler, 2014), product quality, namely the product's ability to perform
its function, this includes the time of use of the product, reliability, ease of use and repair, and
other values. A product is said to be of high quality if it meets the needs and desires of
consumers Features will affect the level of consumer satisfaction if post their purchase feels
that the features found on their Samsung mobile phone are as expected (good / unique
feature) so the purchase will continue and the user will be satisfied (P. Kotler & Amstrong,
2008). Features are additional characteristics that exist in a product.

Research on Features based on Features found that the relationship between Features
and Consumer satisfaction has a positive effect. Research conducted by (D. J. Kim, 2012) dan
(Gofur, 2019) al (2015) states that features have a positive and significant effect on consumer
satisfaction. Because a product with better features (good / unique feature) will affect
consumer satisfaction.

Perceived quality has an important role in creating consumer satisfaction. With the
increasingly fierce competition for similar products, Perceived quality can play a role in
presenting a brand in the minds of consumers in accordance with the wishes of the brand and
being able to distinguish from its competing brands Perceived quality is also where customer
perceptions of the whole quality is related to what the customer expects, it will indirectly be
able to encourage purchasing decisions and create loyalty to the product.

Research on consumer satisfaction based on perceived quality found that the
relationship between perceived quality and consumer satisfaction had a positive effect.
Research conducted (EI-Adly, 2019) stated that Consumer satisfaction has a positive effect
on perceived quality. Perceved quality is strong and in line with consumer desires, consumers
will feel satisfied.

1.2 Formulation of the Problem

1. Do Features affect Mobile Consumer satisfaction Samsung in Makassar City

2. Does Perceived Quality affect Consumer Satisfaction Samsung mobile phones in
Makassar city

3. Do Features and Perceived quality have a simultaneous effect on Consumer Satisfaction of
Samsung Mobile in Makassar City
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1. Review of Literatures

2.1 Consumer Satisfaction

Consumer satisfaction is a condition that consumers feel after they experience a
performance or result that has met various expectations in accordance with their expectations.
If consumers feel satisfied with a product, of course, these consumers will always use or
consume the product continuously. According to (Oliver, 2014), Consumer satisfaction is the
level of a person’s happy feelings after comparing the performance or results he feels with his
expectations. In general, the expectations of customers are estimates of customer beliefs
about what they will receive when they buy or consume a product. According to (Oliver,
2014), Consumer satisfaction demand can be determined based on three main factors that
must be considered by a company, namely product quality, emotionality and price.

Consumer behavior is very dynamic and tends to be adaptive, quickly adjust to the
demand of the people who always need the public transport. Their demand is complex so that
the government should create a good strategy for transport service quality. They need to be
managed by the best managers in order to adapt to the users’ expectation. In addition, a
continuous performance valuation should also be done in order to narrow the gap between the
expected and perceived service users. They should know the consumer behavior well, with a
full understanding of the public habits. They even have to understand the people’s movement
and activities well. By doing so, the needs of consumers can be fulfilled. (Sukesi and Yunus,
2018)

2.2 Product Quality

Product quality is an important thing in determining the selection of a consumer
product. The product on offer must be a product that has really been tested well regarding its
quality because for consumers what is prioritized is the quality of the product itself.
According to (Institute of Leadership & Manageme, 2020) said product quality is the
product's ability to perform its function, this includes the useful life of the product, reliability
of ease of use and repair, and other values.

(Amstrong, 2010) Theory that the dimensions of product quality are divided into eight,
namely performance, features, reliability, conformance, durability. Serviceability, aesthetic.
image or reputation (perceived quality). And what is used in this study are features, and
perceived quality. The development of business organizations depends on the quality of the
products they produce. The better the product produced and useful, the more consumers will
enjoy it, especially to meet their daily needs. The quality of products that are in great demand
by consumers can be seen from several factors including packaging, price, quality, and
benefits obtained by consumers. (Romdonny et al, 2019)

2.3 Features

In theory, product quality features are one of the elements of product quality. Features
can be said as a secondary aspect of a product. Features are identical with something unique,
distinctive, and special that are not owned by other products (Saleh & Siagian, 2020).
According to (Susanti, 2017) features are additional characteristics that are designed to
increase consumer interest in the product or enhance product functionality.

According to (Amstrong, 2010) Features are characteristics or features that an object
may or may not have. Various products that are similar can be seen differently by consumers
from the comparison of the features in them, namely the comparison of features
completeness, sophistication of features or features that are highlighted from one feature in a
product compared to other products.
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According to (Arianty, 2015) said that product features are measured through three
indicators, namely diversity of features, features according to expectations and features that
haveadvantages.

2.4 Perceived Quality

Perceived quality is the customer's perception of the overall quality or superiority of a
product or service in relation to what the customer expects. Because perceived quality is the
perception of the customer, the perceived quality cannot be determined objectively (Siagian
et al., 2020). According to (H. Kim & Niehm, 2009) argued that perceived quality is the
consumer's perception of all the quality or excellence of a product in relation to the intended
purpose. Referring to the opinion of Garvin 1999 (Snoj et al., 2004). The dimensions of
Percived Quality are divided into 3, namely Resilience, Reliability and Crateristics.

I11. Research Methods

3.1 Data Analysis Technique

The method used in this research is a survey method, in which the researcher directly
Observes and makes data decisions directly in the city of Makassar. According to (Basuki &
Nano, 2017), the formula that can be used as a calculation of multiple linear regression
analysis is as follows:

Y =a+blX1+h2X2+e
Information:

Y = Consumer satisfaction (dependent) a = constant

X1 = features (independent)

X2 = perceived quality (independent) b1 = regression coefficient X1

b2 = regression coefficient X2

e = Error

3.2 Population and Sample
The populations used in this study were Samsung handpond users in the
city of Makassar. During the last 6 months, the sample in this study used the
accidental sampling technique, in which the researcher selects which members of
the population who accidentally meet the researcher are considered to be able to
provide the necessary information. Determination of the number of samples to be
used in this study will use a formula (quantitative, qualitative, and R &D, 2016).
as stated below
n = (5 x number of indicators used)
=5 x 9 indicators
= 45 rounded to 50 samples
Based on the above calculations, the minimum sample used in this study
was 50 respondents.
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I11. Result and Discussion

Multiple linear regression analysis is used in this study with the aim of proving the

hypothesis regarding the influence of the Features and Perceived quality variables partially or
simultaneously on customer satisfaction.

Table 1. Results of Multiple Linear Regression Analysis
Coefficientsa

Unstandardized Standardized
Mod Coefficients Coefficients t Sig.
el B Std. Beta
Error
1 (Constant) 5,308 3,471 1,529 .133]

features .389 .094 492 4,159 .000
perceived 321 141 269 2,272 .028]
quality

3.1 T Test (Partial Hypothesis Testing)

To test the significance of the regression model for each variable partially it can be

obtained by using the t test. The following will explain the partial testing of each variable.

a.

Variable Features

The test results obtained that the t value for the features variable shows a t value of 4.159
with a significance value of 0.000 <0.05. With a significance value below 0.05, it shows
that features have a positive effect on consumer satisfaction.

. Perceived Quality Variable

The test results obtained by the t value for the perceived quality variable showed a value
of t = 2.272 with a significance value of 0.028 <0.05. With a significance value below
0.05, it shows that perceived quality has a significant effect on consumer satisfaction on
Hendpond Samsung in Makassar city

3.2 F Test (Simultaneous Hypothesis Testing)

Table 2. Simultaneous test (Test F)

ANOVAD
Model Sum of df Mean F Sig.
Squares Square
1 Regression 69,364 2 34,682 13,97 .000
Residual 116,636 47, 2,482 6 a
Total 186,000 49

c. Predictors: (Constant), perceived quality, features
d. Dependent Variable: consumer

In the table above, testing the effect of the independent variable simultaneously on the

dependent variable was carried out using the F test. The results of statistical calculations
showed the value of F count = 13.976 with a significance of 0.000 <0.05. With a significance
value below 0.05, it shows that the Features and Perceived Quality variables have a
simultaneous effect on consumer satisfaction on Hendpond Samsung in Makassar City
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1VV. Conclusion

From the results of research on the effect of features and perceived quality on consumer
satisfaction, then the following conclusions can be drawn:

1. The results showed that the features variable (X1) has a regression coefficient of 0.389
on consumer satisfaction (Y) and the t value is 4.159 with a significance level of 0.000
<0.05. This means that features (X1) have a positive effect on consumer satisfaction (Y)
on Samsung mobile phones in the city of Makassar. Thus the first hypothesis which states
that features (X1) have a positive effect on (YY) consumer satisfaction on Samsung mobile
phones in Makassar city can be accepted.

2. The results showed that the variable perceived quality (X1) has a regression coefficient
of 0.321 on consumer satisfaction (Y) and the t value is 2.272 with a significance level of
0.028 <0.05. This means that perceived quality (X2) has a positive effect on consumer
satisfaction (YY) on Samsung mobile phones in Makassar city. Thus, the second hypothesis
which states that perceived quality (X2) has a positive effect on (Y) consumer satisfaction
on Samsung mobile phones in the city of Makassar can be accepted.

3.  Features and simultaneous perceived quality has a positive effect on consumer
satisfaction. This is evidenced by the test results obtained by the calculated F value of
13.976 with a significance of 0.000 <0.05. This means that features and perceived quality
simultaneously have a positive effect on consumer satisfaction (YY) on Samsung mobile
phones in Makassar city. Thus, the third hypothesis which states that features and
perceived quality have a positive effect simultaneously on (Y) consumer satisfaction on
Samsung mobile phones in the city of Makassar can be accepted.

4.  The result of regression calculation shows that the coefficient of determination (R
square) is 0.547. This means that 54.7%, Consumer satisfaction is influenced by Features
and Perceived quality, while the rest is 45.3%. Consumer satisfaction is influenced by
other variables not examined in this study.
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