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Abstract 

ACE Hardware is a household product based in the United States. Owned branches 

scattered in countries of the world. One of them is in the territory of Indonesia. One branch in 

Indonesia is in Kediri, East Java, which is located in Kediri Mall. The company is interesting 

to research because almost every day it serves consumers in purchase transactions of 

approximately 50 consumers. This study aims to 1) determine the partial effect of product 

quality on purchase satisfaction, 2) partial effect of Customer Relationship Management on 

purchase satisfaction, 3) the simultaneous effect of product quality and Customer Relationship 

Management on purchase satisfaction and 4) the percen tage of research success based on 

determination. The research method used was the observation stage, the population number as 

a technique for determining the research sample and spreading and pulling a questionnaire to 

be carried out by the data. The data analysis technique used multiple linear regression. The 

stages begin with the validity test, reliability test, classical assumption test, multiple linear 

regression test, partial test, simultaneous test and determination test. The results of the partial 

test, stated that product quality has an effect on purchase satisfaction and customer relationship 

has an effect on purchase satisfaction. Simultaneous test results, stating product quality and 

Customer Relationship Management affect purchase satisfaction. The results of the 

determination test stated that the success of the research was 59.2% with suggestions that can 

build in the future, namely always conducting evaluations for companies to increase purchasing 

satisfaction in consumers of ACE Hardware Kediri Mall products. 
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Introduction 

One of the results of the 4.0 revolution is the development of household products. The 

ancestors have inherited household products. However, at that time it was still a conventional 

form. In the current era, the development of all household products continues to undergo rapid 

changes. Thus, products circulating in the market have received a touch of modification for 

consumer needs(Wikipedia, 2019). In this case, household products include cooking purposes, 

clothing storage needs and products for filling household needs. 

Household products produced by a company have standards that must be met. The 

usefulness of the standard is a requirement for determining a product to be accepted by 

consumers. The product itself basically has specifications that must be met in order to have a 

satisfying impact on consumers. One of the inherent specifications is the quality of the product 

itself. Providing quality as a parameter of how high or low the product itself is(Afnina & 
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Hastuti, 2018). According to(Wantara & Tambrin, 2019), the quality of the product will have 

an impact on the agreed selling price to enter the market. So that the higher the quality, the 

price will play a role. But on the other hand, price will not play a role in product quality. 

Therefore, the problem faced by producers is that they must provide the quality of the product 

needed by consumers, but the cost of buying the product is not burdensome. 

One company that is well-known for its household and furniture products is the ACE 

Hardware company. The company is headquartered in the United States and has branches in 

almost all regions of Indonesia. One of the branches is in Kediri, East Java, which is located in 

Kediri Mall(Wikipedia, 2019). The company is interesting to research, because every day it 

can serve nearly 50 consumers in the process of purchasing products, besides that the Kediri 

branch location was chosen because it is easier to access at the research stage. This is due to 

the researcher's domicile in the Kediri area. The problem faced by the company is how to 

determine the level of satisfaction of consumers in Kediri who purchase ACE Hardware Kediri 

Mall products. The level of satisfaction will be related to the quality of home furnishings and 

utensils products, second, namely how well the relationship between the furniture provider and 

its customers is called Customer Relationship Management. Currently, product quality must be 

prioritized because the more sophisticated technology, consumers can find out how good the 

product to buy. 

From the problems that have been found, this study aims to determine the partial effect 

of product quality on purchase satisfaction, the partial effect of Customer Relationship 

Management on purchase satisfaction, the simultaneous effect of product quality and Customer 

Relationship Management on purchase satisfaction and the percentage of research success 

based on determination. This research has limitations so as not to expand into things that are 

not in accordance with the topic. The limitation of this research is using linear regression 

method, the independent variable is product quality and Customer Relationship Management, 

the dependent variable is purchase satisfaction, the level of research success uses the basis of 

Adjusted R Square. 

The preliminary description resulted in the title of the research, namely The Effect of 

Product Quality and Customer Relationship Management on Product Purchase Satisfaction at 

ACE Hardware Kediri. 

Literature Review 

Ace Hardware Corporations a retail company for household products and utensils United 

States of America. Cooperative based company retail this is from Oak Brook, Illinois, United 

States of America. The company is the largest hardware store retailer in the world (Wikipedia, 

2019). In Indonesia, Ace Hardware is owned by the Group Kawan Lama Sejahtera and was 

founded in January 1995 with the first store opening in Supermall Karawaci, Tangerang. Until 

now, Ace Hardware has 156 stores throughout Indonesia. Meanwhile, in Kediri, East Java, Ace 

Hardware opened a branch in Kediri Mall. This proves that the company is indeed one of the 

goals of consumers in purchasing household products and utensils. 

According to (P Kotler, Keller, Brady, Goodman, & Hansen, 2019)What determines how 

good a product is in terms of quality is Performance, Durability and Design. According to 

(Philip Kotler & Armstrong, 2018) the product definitely performs its function. These include 

https://id.wikipedia.org/wiki/Amerika_Serikat
https://id.wikipedia.org/wiki/Amerika_Serikat
https://id.wikipedia.org/wiki/Ritel
https://id.wikipedia.org/wiki/Illinois
https://id.wikipedia.org/wiki/Kawan_Lama_Sejahtera
https://id.wikipedia.org/wiki/Supermall_Karawaci
https://id.wikipedia.org/wiki/Kota_Tangerang
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durability, reliability, tightness, ease of operation and product repair as well as other product 

attributes. In this case, the characteristics and features of the product depend on the technique 

of satisfying the needs of consumers (P Kotler et al., 2019) 

Customer Relationship Management are data collection, data analysis, sales force 

automation, marketing automation and call center automation (Sheth, Parvatiyar, & Berry, 

2014). The use of technology is a powerful means of communicating with 

consumers(Lovelock, 2012). So that related companies will focus more on the targets 

achieved(Finnegan & Currie, 2010). So that the perception of the relationship is a consideration 

of the services provided by marketers(Musay, 2013). In this case, build and maintain the 

relationship between producers and consumers on the performance index of consumer 

expectations (Philip & Armstrong, 2010). Manufacturers make relationships with customers 

by increasing loyalty and commitment to the product concerned(Komari et al., 2017). 

According to(Nurlaely et al., 2019), the Customer Relationship Management (CRM) program 

needs to monitor, be effective, search for supportive and relevant information. According to 

(Raab, Ajami, & Goddard, 2016), the main factor used is People, Process and Technology. 

Purchase satisfaction according to (Nigel Hill & Alexander, 2017), the value of a good 

or service product when it is used by consumers and gives a satisfied impact. According 

to(Zeithaml, 2010), customer satisfaction has closeness to the supporting attributes such as the 

existence of recommendations to the public after use. Benchmarks are used to support customer 

satisfaction, information as an attraction and how to get the product and the highest level of 

satisfaction as the main expectation(Mardhiana, Amelia, Ully, & Anfazul, 2015). The main 

factors as a step in determining satisfaction parameters are Overall Customer Satisfaction, 

Confirmation Of Expectations and Willingness To Recommend(Panjaitan & Djunaedi, 2017). 

Conceptual framework 

This study uses a conceptual framework with the hope of making it easier to understand 

a study. The conceptual framework is grouping the variables used and providing an overview 

of the concept of research. 

a. The independent variables are: product quality (X1), Customer Relationship Management 

(X2) 

b. The dependent variable is: purchase satisfaction (Y). 
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Method 

This research is located at ACE Hardware Kediri Mall. ACE Hardware is a company 

engaged in household furniture made in the United States. The company has a branch in 

Indonesia with the owner of the Kawan Lama Sejahtera Group. 

Population and Sample 

The population in this study used all ACE Hardware Kediri Mall consumers in the 

purchase period with observations from August 1, 2020 to August 25, 2020. While the research 

sample was part of the ACE Hardware Kediri Mall consumers during the purchase period with 

observations from August 1, 2020 to August 25 2020 which will be determined using the Slovin 

formula. 

The total population is 217 people, so the number of research samples is calculated 

randomly, with the following formula (Hidayat, 2017) : 

𝑛 =  
𝑁

1 + 𝑁𝑒2
                                                                                       (1) 

In this case, the sample used is calculated with the following results: 

𝑛 =  
217

1 + (217 𝑥 (0,12))
= 68,45 responden 

Based on calculations using the Slovin formula. The minimum research sample that must 

be used is 68.45 rounded off to 68 respondents. So that the sample used is based on the author's 

wishes of 70 respondents to be used. Respondents are consumers who make purchases based 

on the date of the observations that have been made. 

Results and Discussion 

Characteristics of Respondents 

Table 1. Characteristics of Respondents 

Characteristics amount Percentage (%) 

Gender   

a. Man 34 48.6 

b. Women 36 51.4 

Age   

a. 25-30 Years 30 42.9 

b. > 30 Years 40 57.1 

Level of education   

a. Bachelor 41 58.6 

b. High school 14 20 

c. Junior High 6 8.6 

d. SD 9 12.9 

(Source: Data processing, 2020) 

The results of the recapitulation of the characteristics of respondents with male gender 

were 34 people, the percentage was 48.6%. Meanwhile, the number of respondents with female 
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gender was 36 people, the percentage was 51.4%. Thus, respondents who are more dominant 

are female gender. 

Recapitulation for the age of the respondent with an age range of 25 years to 30 years as 

many as 30 people, a large percentage of 42.9%. Meanwhile, for those over 30 years old, there 

were 40 people with a percentage of 57.1%. What dominates is those aged> 30 years with the 

achievement that they need ACE Hardware products to support their personal and public needs. 

Recapitulation for the level of education at undergraduate with a total of 41 people, the 

percentage is 58.6%. For SMA with a total of 14 people, the percentage is 20%. Meanwhile, 

for junior high school, the number of respondents was 6 people, the percentage was 8.6% and 

for SD, the number was 9 people, the percentage was 12.9%. Based on the recapitulation, 

respondents with a bachelor's level of education are more dominant than SMA, SMP and SD. 

Results of Multiple Linear Regression Analysis 

In the multiple linear regression test stage, the test stage is carried out on the independent 

variable against the dependent variable. The first stage is the validity test and reliability test 

with the following results: 

Table 2. Description of Validity Test and Reliability Test Criteria 

Variable Indicator 

code  

Rtabel 

(N-2) 

Rhitung Information Cronbach 

Alpha value 

Criteria 

Product Quality 

(X1) 

X11  

 

 

 

0.1954 

0.836 Valid 0.800 High 

X12 0.834 Valid 

X13 0.868 Valid 

Customer 

Relationship 

Management(X2) 

X21 0.741 Valid 0.500 Enough 

X22 0.666 Valid 

X23 0.715 Valid 

Purchase 

Satisfaction (Y) 

Y1 0.854 Valid 0.784 High 

Y2 0.866 Valid 

Y3 0.787 Valid 

(Source: Data processing, 2020) 

The results of the validity test state that the variable product quality (X1), Customer 

Relationship Management (X2) and Purchase Satisfaction (Y) have valid results with reference 

to the value of Rhitung> Rtabel and have reliable results with reference to the value of 

Cronbach Alpha which is considered sufficient and high criteria.  

The validity value on the basis of T table is 0.1954 while the value of T count is on 

Product Quality (X1), Customer Relationship Management (X2) and Purchase Satisfaction (Y) 

respectively> the T table. 
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The reliable value on Product Quality (X1) is 0.800, Customer Relationship Management 

(X2) is 0.500 and Purchase Satisfaction (Y) is 0.784. Each of the cronbach alpha values> the 

minimum cronbach alpha value is 0.200 which is in the very low category. However, the 

calculated Cronbach Alpha value is> 0.200. So that it deserves to be declared reliable. 

Table 3. Regression Model and Partial Test 

Model Coefficients 

B 

Std. Error t Sig. 

Constant 27,809 9,000 3,0890 0.003 

Product Quality (X1) 0.279 0.107 2,596 0.012 

Customer Relationship 

Management (X2) 

0.815 0.090 9,015 0,000 

(Source: Data processing, 2020) 

 The results of the data processing state that the regression model obtained is Purchase 

Satisfaction (Y) = 27.809 + 0.279X1 + 0.815X2.  

Conclude the T-Test results as follows: 

1. For the value of T in the variable product quality (X1) of 2.596> T table and a significance 

of 0.012 <alpha of 0.05. The decision taken was that the quality of the product (X1) had an 

independent effect on purchase satisfaction (Y). 

2. For the value of T in the variable Customer Relationship Management(X2) of 9.015> T table 

and a significance of 0.000 <alpha of 0.05. The decision taken was that Customer 

Relationship Management (X2) had an independent effect on purchase satisfaction (Y). 

Table 4. F Test and Determination 

F Sig. Adjusted R Square 

51,142 0,000 0.592 

(Source: Data processing, 2020) 

The calculation in the F test with the step of taking the understanding of the Ftabel 

reference compared to the Fhitung value. The determination of the Ftabel formula is compared 

to Fhitung as follows: 

 

Discussion of Results Partially, Simultaneously and Value of Determination 

Partial Test 

The product quality at ACE Hardware Kediri Mall has a level of performance, durability 

and design that attracts consumers. So that it has an influence on consumer purchase 

satisfaction. In this case, the concept of product quality refers to the principle(P Kotler et al., 

2019). This principle states that a product must be of high quality. Quality is seen from 

performance, durability and design. This partial influence has evidence of Thitung of 2.596, 
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which is greater than T table of 1.996. These results, support the research(Wantara & Tambrin, 

2019)by stating that the quality of the product has an effect on customer satisfaction. Apart 

from that, research(Moon, 2020)states that the benchmarks on satisfaction can indeed be 

reached in the strengthening of product quality. Further research that is supportive and 

unidirectional is(Razak, Nirwanto, & Triatmanto, 2016), with a statement of a quality will 

determine how much satisfaction is reached in order to increase improvement. In addition, 

applying a product quality level will provide a parameter of satisfaction(Subaebasni et al., 

2019). 

Customer Relationship Management at ACE Hardware Kediri Mall has qualified human 

resources, easy-to-understand business processes starting from the purchase flow to the hands 

of consumers and the technology used on ACE Hardware online through the website or offline 

at the location. So that it has an influence on purchasing satisfaction on consumers. This 

principle states that a relationship with consumers is very important. According to 

principle(Raab et al., 2016), the relationship with consumers seen from the human resources 

that provide the product is called people, the purchasing process is called the process and 

technology is the sophistication in providing information related to a product to consumers. 

This partial influence has evidence of Thitung of 9.015, greater than T table of 1.996. These 

results, support the research(Brahmasari & Panjaitan, 2016)namely Customer Relationship 

Management has an influence on purchase satisfaction. Apart from that, research(Panjaitan & 

Djunaedi, 2017), stated that Customer Relationship Management has an influence on product 

usage satisfaction. The same is done by(Binsar Kristian P. & Panjaitan, 2014), stated that 

Customer Relationship Management research has an influence on purchasing satisfaction on a 

product needed by consumers. 

Simultaneous Test 

Product quality and Customer Relationship Management has an influence on consumer 

purchase satisfaction. So that a satisfaction that has supporting factors Overall Customer 

Satisfaction namely communicating to consumers how satisfied they are with ACE Hardware 

Kediri Mall products. According to principle(Panjaitan & Djunaedi, 2017), the purchase 

satisfaction attribute, namely Confirmation Of Expectations, which is to measure the suitability 

or non-conformity of consumer expectations regarding the product and Willingness To 

Recommend, namely the availability of consumers to recommend to their colleagues. This 

simultaneous influence with evidence of Fhitung of 51.142 is greater than Ftabel of 3.13. 

Determination Value 

This study has a success parameter by reviewing the Adjusted R Square. The result of 

the review was 59.2%. So that the success of this study is 59.2% which is supported by the 

existence of independent variables, including product quality and Customer Relationship 

Management to determine the effect on product purchase satisfaction at ACE Hardware Kediri 

Mall. Meanwhile, the rest of the research failure was 40.8%. This can occur due to factors that 

were not carried out in the study. The factor that is not done is a limitation of the research so 

that the results of the research are in accordance with the researcher's concept and do not spend 

a long time doing this. The value of the success parameter can be increased by adding variables 

if this research is conducted in the future. 
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Conclusions and Suggestions 

The conclusion of this study is based on the objectives set in the introduction. These 

conclusions are 1) product quality partially affects product purchase satisfaction at ACE 

Hardware Kediri Mall; 2) Customer Relationship Management has a partial effect on product 

purchase satisfaction at ACE Hardware Kediri Mall; 3) product quality and Customer 

Relationship Management have a simultaneous effect on product purchase satisfaction at ACE 

Hardware Kediri Mall; 4) The success rate is based on the independent variables, namely 

product quality and Customer Relationship Management and the dependent variable, namely 

purchasing satisfaction, with a percentage of 59.2%. 

The right suggestion for this research is that ACE Hardware companies can improve the 

quality of the products being marketed and improve good relations with consumers in order to 

remain consistent in providing purchase satisfaction. For further researchers, they can take 

steps, namely adding independent variables and mediating variables as a technique to 

determine the effect directly or indirectly. For readers, it can be used as a management science 

reference. 
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