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Abstract: This study attempts to determine the effect of service quality, price and location on visitor satisfaction 

at Pantai Cermin Medan, Indonesia. Population was 893 visitor. Accindental sampling were used as a 

technique sampling with sample were 90 visitors. Questionnaire was employed in this study. The multiple linear 

regressions operated through SPSS version 19.0 for windows was used as data analysis technique. Data were 

tested using the normality, multicollinearity, and heteroscedasticity test. To investigate the contributing of 

Service Quality, Price and Location on Visitor Satisfaction were used the coefficients determinant (R2). The 

results showed that the variable service quality has a positive effect on visitor satisfaction at 2.026 with a 

significant level of 0.046, price variables has a positive effect of 2.768 on visitor satisfaction with a significant 

level of 0.07, the location variables has a positive effect for 7032 on visitor satisfaction with a significant level 

of 0.000. Service quality, price and location simultaneously have a positive effect on visitor satisfaction at 

45.608 with a significant level of 0.000. Thus it can be concluded that the service quality, price and location 

have positive effect on visitor satisfaction at Pantai Cermin Medan, Indonesia. 
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I. Introduction 
1.1. Background Research 

Medan is one of the largest city in Indonesia and also known as a metropolis city. The tourist object is 

one of the essential elements in the process to fulfillment the recreation and tour needs. Pantai Cermin is one of 

the most visited tourist destinations in Medan. Unfortunately, the beach looks less clean and not well 

maintained. In order to survive, the tourist object must be concerned with customer satisfaction. This is in line 

with the statement Tjiptono and Chandra (2001: 195) [1] that "consumer satisfaction is a very valuable thing in 

order to maintain the existence of the consumer is to keep running a business". However, consumer satisfaction 

can decline if the tourist object not consider the factors that affect customer satisfaction. Service quality is one 

of the factors that affect customer satisfaction according to research Aryani and Rosinta (2010) [2] that "service 

quality has a positive and significant effect on customer satisfaction". The other thing that affects consumer 

satisfaction is the price. The price of a product or service has an important influence on customer satisfaction. 

Harjati and Venice (2015) [3] stated "price has a positive and significant impact on customer satisfaction". In 

addition to those factors that affect customer satisfaction is the location. This is in line with Sherman et al 

(1997) [4] states "the strategic location related to the customer's purchase decision or use a product". Therefore, 

the strategic location will facilitate consumers to get access to the tourist object. This is strengthened by 

Harmaningtyas (2012) [5] that "strategic location could increase consumer satisfaction".It can be concluded that 

the service quality, price and location affect customer satisfaction. This makes the writer interested to do 

research on visitor satisfaction regarding quality of service, price and location in Pantai Cermin, Medan 

Indonesia. 

 

1.2. Research Purposes 

1. To know the influence of service quality, price and location to the visitor satisfaction at Pantai Cermin 

Medan, Indonesia 

2. To determine which factors are the most influential on visitor satisfaction in Pantai Cermin Medan, 

Indonesia. 

 

1.3. Benefits of Research 

As a consideration in decision-making by the company in improving services to consumers and can refine the 

marketing policies and business development. 

 

II. Literature Review 
2.1. Service Quality 

The construct of service quality as conceptualized in the service marketing literature centers on perceived 

quality, defined as a consumer’s judgment about an entity’s overall excellence or superiority (Zeithaml, 1987) 
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[6]. In line with Parasuraman et al. (1985) [7] suggested that quality evaluations are not made solely on the 

outcome of service; they also involve evaluations of the service delivery process.  The best quality of service is 

often said to be one of the most important factors in the success of a business. According to Kotler (2005: 153) 

[8] the quality of service is "a model that describes the condition of the customer in the hope of service from 

past experience, word of mouth promotion, and advertising by comparing the service they expect with what they 

receive / feel". In line with the previous opinion of Zeithaml and Bitner (2003: 85) [9] states "service quality is 

the expected level of excellence and control over the level of excellence to meet customer desires". Cronin and 

Taylor (1992) [10] suggest that service quality is an antecedent of consumer satisfaction and that consumer 

satisfaction exerts a stronger influence on purchase intentions than does service quality. Thus, managers may 

need to emphasize total customer satisfaction programs over strategies centering solely on service quality. 
Service quality is analogous to an attitude as a basis to suggest that satisfaction is an antecedent of service 

quality (Bolton and Drew, 1991a) [11]. Another opinion by Gronroos (1982, 1990) [12] [13] and Lehtinen and 

Lehtinen (1982) [14] noted that the quality of a service as perceived by customers has three dimensions: 

functional (or process) dimension, technical (or outcome) dimension, and image. Thus, service quality in all 

service encounters is thus intrinsically affected by the perspectives of both the service provider and the service 

receiver (Surprenant and Solomon, 1987) [15]. Attitudes and behaviors of the contact employees can influence 

customers’ perceptions of service quality (Schneider and Bowen, 1985) [16]. Service quality outcome and 

measurement is dependent on type of service setting, situation, time, need etc factors. In addition to this even the 

customer’s expectations towards particular services are also changing with respect to factors like time, increase 

in the number of encounters with a particular service, competitive environment, etc (Seth, Deshmukh and Vrat, 

2005) [17]. According to Gowan et al. (2001) [18], service provision is more complex in the public sector 

because it is not simply a matter of meeting expressed needs, but of finding out unexpressed needs, setting 

priorities, allocating resources and publicly justifying and accounting for what has been done. 

Parasuraman, Zeithaml, and Berry (in Tjiptono 2007: 273) [19] describes five main indicators 

arranged in order of their relative importance as follows: 

A. Reliability, relates to the company's ability to provide accurate service from the first time without making 

any mistakes and delivering services according to the agreed time. 
B. Responsiveness, regarding the inventories and abilities of employees to assist consumers and respond to 

their requests, and informing them of what they will be given and then delivering the services appropriately. 

C. Assurance, which is the behavior of employees who can grow consumer confidence in companies and 

companies can create a sense of security for consumers. Assurance also mean that employees are always 

polite and have the knowledge and skills required to handle every consumer question or problem. 

D. Empathy, means the company understands the problems of its customers and acts for the needs of 

customers, and gives personal attention to consumers and has a comfortable operating hours. 

E. Tangible, regarding the physical attractiveness, equipment, and materials used by the company, as well as 

the appearance of employees. 

 

2.2. Price 

According to Swastha (2000: 85) [20] the price is "A sum of money needed to get some combination of 

goods and services". According to Kotler and Keller (2012) [21] states "price is the value that consumers 

exchanged for a benefit on the consumption, use or possession of goods or services". So the price is not always 

in the form of money because the price can be in the form of goods, energy and time. According to the 

definition, the policy of pricing is temporary, meaning that producers must follow the price developments in the 

market and must know the firm's position in the overall market situation. Various studies have examined the use 

of price information relative to product choice (e.g., Dickson and Sawyer 1986; Huber, Holbrook, and Kahn 

1986) [22] [23]. However, such studies have examined the price-perceived quality relationship but largely 

ignored the constructs of ultimate concern: purchase intention and purchase (Olson 1977; Monroe and Krishnan 

1984) [24] [25]. Consumers’ price perceptions are important in developing a price range for positioning, and 

tactical price decisions can then be made within this range so as not to negatively affect brand image (Shaw, 

1992) [26]. Price and quality are important attributes for establishing customer loyalty which is important for all 

types of product and service firms (Backman and Shinew, 1994; Dick and Basu, 1994) [27] [28]. Consumers do 

not always know or remember the actual price of products and services and will, therefore, encode prices in 

ways that are meaningful to them (Dickson and Sawyer, 1986; Zeithaml, 1982) [22] [29] . 

According to Stanton (2002: 178) [30] the price indicators are: 

a. Affordability of price 

Price is the deciding factor in buying goods. The goods must be in accordance with the market price and in 

accordance with the economic level of the public. The expensive price is not a determinant of the consumer 

to make a purchase. Marketers must be able to offer products that can be reached by the public, resulting in 

greater profit for marketers. 
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b. Price compliance with product quality 

The price offered should be in accordance with the quality of the product offered so that consumers do not 

feel cheated on the products they buy. Expensive price is not an option that the product quality is high and 

vice versa.price competitiveness 

c. Price competitiveness 

Prices often give buyers consideration. The price of a product must be able to compete with the price of 

other products. Price competition needs to be done so that consumers dare to choose to make purchases 

according to their needs. Competition must be in accordance with market price. 

d. Price compliance with benefits 

The benefits of a product make consumers want to have a product that is more than another product. Price is 

not a problem in getting a higher product. 

 

2.3. Location 

According to Nelson (in Rahman, 2013) [31]  "there are principles to be considered in choosing a 

business location, which is a potential trade area, where it is easy to reach, has growth potential, lies in the flow 

of business, there is a strong appeal in competition small". If there is a mistake in choosing the location it will 

have a major impact on the continuity of the cycle of buying and selling on an ongoing basis. Determining the 

location for each business is an important task for the marketer, because the wrong decision can lead to failure 

before the business begins. Choosing a trading location is an important decision for a business that must 

persuade customers to come to the business place in fulfilling their needs. In line with Eze et al (2015) [32] 

highlighted that business location affects a business performance very significantly; it also has a significant 

effect on the repeat purchases of consumers. Consumers are put heavy priorities on food quality, followed by 

trustworthiness, service quality, price, environment, and lastly location in choosing normal full-service 

restaurant Akbar et al (2012) [33]. According Tjiptono and Chandra (2001: 33) [1], the selection of the physical 

location requires careful consideration especially the following factors: 

1) Access, which is easy to reach location of public transportation. 

2) Visibility, ie a location or place that can be seen clearly from a normal viewing distance. 

3) Traffic where there are two things to consider: 

a. Many people passing by can provide great opportunities for impulse buying, namely purchasing      decisions 

that often occur spontaneously or without planning. 

b. Traffic density and congestion can also be an obstacle, for example, to police services, firefighting, or 

ambulance. 

4) Spacious, comfortable and safe parking lot. 

5) Expansion, which is a place that is wide enough for future business expansion. 

6) Environment, ie the surrounding area that supports the services offered. 

7) Competition, ie the location of competitors. In determining the location of a business, it should be considered 

whether in the street or area there have been many similar businesses or not. 

8) Government Regulation containing provisions to regulate the location of a particular business, for example a 

motor vehicle service is prohibited to be located that is too close to the place of worship. 

 

2.4. Consumer Satisfaction 

Kotler (2001: 21) [34] states "consumer satisfaction is defined as the level of a person's feelings after 

comparing perceived performance (outcome) compared to expectations or interpreted to bring satisfaction is a 

function of perceived performance and expectations. According to Mowen and Minor (in Swastha, 2000: 21) 

[20] "consumer satisfaction is defined as the overall attitude shown by consumers for goods and services after 

they obtain and use". Related to this study, it has been proven that price and quality is an important factor for 

customer satisfaction which leads to marketing managers’ decisions complexity nowadays as markets are 

becoming more and more complex and overloaded (Dapkevičius and Melnikas, 2009) [35]. For the location also 

proved that business location affects a business performance very significantly; it also has a significant effect on 

the repeat purchases of consumers (Eze et al, 2015) [32]. Bharwana et al (2013) [36] proved that service quality 

has correlated to customer satisfaction. They stated that all of perspectives of service quality are found to be 

positively correlated with satisfaction of customers. This study also will help top management of organizations 

and institutes to make strategies better for enhancing quality of service rendered to customers so that satisfaction 

customers’ level can be increased. Kotler (2010: 37) [37] states the key to retaining customers is customer 

satisfaction. A satisfied customer will: 

1.  Re-purchase 

The customer repurchases the same product offered by the company. 

2.  Say good things about the company to others (recommendations). 

Customers make purchases between products / services offered by the company. 
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3. Pay less attention to competitor's advertising and brand  

Customers make word-of-mouth communication regarding the product to others. 

4. Buy other products from the same company 

Customers are not interested in the offer of similar products produced by competitors. 

 

2.5. Hypothesis 

Quality of service, price, and location simultaneously affect the satisfaction of visitors of Pantai Cermin. 

 

III. Research Methods 
3.1 Research Sites 

This research was conducted in PantaiCermin Medan, Indonesia. 

3.2. Population 

Total visitors of Pantai Cermin in a week 893 people who become population in this research. 

3.3. Sample 

To determine the number of respondents or samples, the researcher uses the following formula: 

 

 
Where:  

n = sample 

N = population 

e = sampling error rate of 10% and 90% confidence level. 

 

Thus based on the Slovin formula, then the number of samples are: 

 

 
                     n = 89,92 
 

From the above calculation, the samples taken in this study are as many as 90 

people with sampling techniques using accidental sampling. 

3.4. Data Collection Techniques 

Data collection techniques used in this study were literature review, interviews and questionnaire. 

3.5. Data Analysis Techniques 

Data analysis technique used in this study are: 

1. F-Test (Simultaneous Testing) 

F test is performed to determine the effect of service quality, price and location simultaneously to customer 

satisfaction at Pantai Cermin Medan, Indonesia. 

2. Multiple Regression Analysis 

Multiple regression analysis is used to know the influence of each factor (service quality, price, location) to 

visitor satisfaction. 

Thus the general formula of multiple regression is: 

 

Y = a + b1X1 + b2X2 + b3X3 + e 

Where: 

Y: Variable Consumer Satisfaction 

a: Constants 

X1: Service Quality Variables 

X2: Price Variable 

X3: Location Variable 

b1: Regression Coefficient of Service Quality 

b2: The regression coefficient of Price 

b3: Location regression coefficient 

e: Standard Error 
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IV. Results And Discussion 
4.1. Results 
1. Test F (Simultaneous Testing) 

Hypothesis testing is employed by comparing the value of Fcount and Ftable, with the following criteria: 

● If the Fcount>Ftable then the hypothesis is accepted 
● If Fcount<Ftable  then the hypothesis is rejected. 

Ftable seen from F distribution table with the provision that the level of 95% significance and alpha 5% and 

degrees of freedom (dk) with the provision n-3 = 90-3 = 87. With that provision obtained Ftable  is 3.10. The 

F-test results in this study are as follows: 

 

Table 2 Test Results F 

ANOVA
b 

 

 

 

 

 

 

Table 2 showed that F value is 45.608 larger than 3.10 and a significance level of 0.000 <0,05. 

Therefore it can be concluded that simultaneously quality of service, price and location have positive effect and 

significantly effect on visitor satisfaction in Pantai Cermin Medan. Indonesia.  

 

2. Multiple Linear Regression Analysis Test Results  

 

Table 3 

Based on Table 3 then it can be seen constant value (value a) is 5,386, service quality (value b) is 0,089, price 

(value c) is 0,234 and for location (value d) is 0,425. Thus the regression equation can be obtained as below : 

Y = 5.386 + 0.089X1+0.234X2 + 0.425X3 + e 
Meaning: 

● Constants of 5,386 means that if the variable X (Quality of Service, Price and Location) have not changed 

(constant), then customer satisfaction will remain at 5,386. 
● X1 coefficient of 0.089 states that an increase of one unit of service quality will increase customer 

satisfaction by 0.089. 
● X2 coefficient of 0.234 states that the increase Rp. 1 will improve customer satisfaction by 0.234. 
● X3 coefficient of 0.425 states that an increase of one unit of the location will improve customer satisfaction 

by 0,425. 
 

4.2. Discussion 

Puspitasari, et al (2012: 90) [38] states that "good service to the consumer is very important, make the 

buyer as a king and be a good steward for profit". Based on the results of research obtain that the quality of 

service affects customer satisfaction positively and significantly, it is in line with Saidani (2012) [39] concluded 

that the quality of service significant effect on customer satisfaction. Furthermore, in this study the price also 

has a positive and significant effect on customer satisfaction, according to Kotler and Keller (2009) [40], the 

price is often set to satisfy the demand or reflect the premium that consumers are willing to pay for a product or 

service. Another research conducted by Istiqomah and Purwanti (2012) [41] stated that price has a significant 

effect on customer satisfaction. In this study the location has a positive and significant effect on customer 

satisfaction, it is also strengthened by Harmaningtyas (2012) [5] concluded that the location has a positive and 

significant effect on customer satisfaction. The results also describes that the location has the greatest effect on 

customer satisfaction. The above results prove that the hypothesis set at the beginning is accepted which states 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 1564.832 3 521.611 45.608 .000a 

Residual 983.568 86 11.437   

Total 2548.400 89    

a. Predictors: (Constant), lokasi, kualitas pelayanan, persepsi harga 

b. Dependent Variable: kepuasan pengunjung 

                     Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 5.386 2.303  2.338 .022   

kualitaspelay

anan 

.089 .044 .142 2.026 .046 .912 1.096 

persepsiharg
a 

.234 .085 .229 2.768 .007 .654 1.530 

Lokasi .425 .060 .577 7.032 .000 .667 1.499 

a. Dependent Variable: kepuasan pengunjung 
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there is significant influence between service quality, price and location on the Visitor Satisfaction of Pantai 

Cermin Medan, Indonesia. 

 

4.3. Research Implications 

The results of this study can be used for the manager in evaluating the factors of visitor satisfaction so that 

visitors feel comfortable and satisfied and produce a company policy that ultimately can increase the number of 

visitors in Pantai Cermin Medan, Indonesia. 

 

V. Conclusion, Limitation And Suggestion 
5.1. Conclusion 

1. Quality of service, price and location have positive and significant effect to customer satisfaction at 

PantaiCermin Medan, Indonesia. 

2. Location has the most influential factor to the satisfaction of visitors at Pantai Cermin Medan, Indonesia. 

 

5.2. Limitation 

1. It should be added other variables that may explain the factors that affect customer satisfaction. 

2. Visitors to less cooperative in filling out the questionnaire due to the activities they do in Pantai Cermin 

Medan, Indonesia. 

 

5.2. Suggestion 

1. Government, managers and the public must work together to promote tourism in Medan. 

2. The manager of Pantai Cermin must always conduct an evaluation and pay attention to the factors that affect 

the satisfaction of visitors in the mirror Beach. 
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