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collected data through questionnaires distributed to
130 consumers who purchased Hisana fried chicken,

Keywords: Customer using a purposive sampling technique. The data were
orientation, service quality, analyzed using the Structural Equation Modeling -
customer satisfaction, Hisana Partial Least Square (SEM-PLS) method to assess
Friend Chicken the relationships between variables. The results

indicate that Customer Orientation has a positive
effect on  Customer  Satisfaction,  Customer
Orientation positively influences Service Quality, and
Service  Quality  positively  affects  Customer
Satisfaction. However, Service Quality does not
mediate  the relationship  between  Customer
Orientation and Customer Satisfaction. These
findings provide insights for restaurants to enhance
Customer Orientation and Service Quality as
strategies to strengthen customer satisfaction.

INTRODUCTION

Currently, fast food is increasingly popular due to its convenience compared to other
types of food. Known for its simple concept, fast food is widely accepted and enjoyed by people
from diverse backgrounds. To gain a deeper understanding of what drives consumer loyalty, it is
essential to recognize that Customer Satisfaction reflects more than just a response to product or
service quality; it also encompasses the entire consumer experience and their perception of the
value they receive (Lakatos et al., 2021) . In the context of environmentally friendly products,
Customer Satisfaction becomes even more critical, as it can signal wider consumer acceptance
and adoption of these products (Priya & Kumar, 2019). When consumers are satisfied with the
eco-friendly products they buy, they tend to remain committed to using them consistently
(Suswadi et al., 2019) . This commitment not only affects individual preferences but can also
influence long-term consumer behavior, promoting product awareness and supporting a global
shift towards more sustainable consumption patterns (Timisela et al., 2020).

Customer Orientation is essential for consumers who prefer convenient products (Gonu et
al., 2023). It refers to a thorough understanding of customers' purchasing motives, with the goal
of consistently guiding purchase decisions (Handayani & Besra, 2019) . Often regarded as a
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business philosophy or policy, Customer Orientation aims to meet consumer needs and foster
long-term relationships with customers (Domi et al., 2020). This approach reflects a company's
focus on Customer Orientation, defined as a commitment to promoting, gathering, distributing,
and responding to market intelligence to meet consumer needs (Feng et al., 2019) . Customer
Orientation also extends to sustaining a competitive edge through excellent customer service
(Gonu et al., 2023) , evidenced by the company’s ability to align its products with consumer
demands (Alt et al., 2019)

Consumers often place high importance on the quality of service they receive. Service
Quality can greatly impact an organization, as good service can drive organizational success and
enhance customer satisfaction (Munarko, 2022) . In the restaurant industry, Service Quality is
crucial to Customer Satisfaction. The success and longevity of a restaurant depend on its
performance and how consumers perceive it (Namin, 2019). High-quality service demonstrates a
restaurant’s care for customers and can positively impact customers’ emotions, encouraging them
to leave favorable reviews (Lin et al., 2021). Providing exceptional Service Quality is an essential
competitive advantage, enabling significant profit growth (Bellizzi et al., 2020) . Evaluating
customer satisfaction in relation to the various dimensions of Service Quality allows restaurants
to develop effective strategies for improvement in response to a competitive market (Pakurar et
al., 2019).

The key difference between this study and previous research lies in the research context.
While previous studies have examined the effects of Customer Orientation and Service Quality
on Customer Satisfaction within the banking sector, this study focuses on fried chicken
consumption in the Bekasi area.

Based on this overview and the identified research gap, this study aims to analyze the
influence of Customer Orientation on Customer Satisfaction, assess the impact of Customer
Orientation on Service Quality, and evaluate the relationship between Service Quality and
Customer Satisfaction. Additionally, this study aims to examine the mediating effect of Service
Quality on the relationship between Customer Orientation and Customer Satisfaction.

METHOD

This study uses an associative, quantitative research design. The main variables are
Customer Orientation and Service Quality as independent variables, and Customer Satisfaction as
the dependent variable. Measurement items were adapted from previous studies (Domi et al.,
2020) ; Dam & Dam, 2021 ; Afthanorhan et al., 2019), with five indicators for each variable,
totaling 15. Responses were collected using a five-point Likert scale from "strongly disagree" (1)
to "strongly agree" (5). The study's participants are consumers of Hisana fried chicken in Bekasi,
with an unknown total population size. Using purposive sampling, we targeted Generation X, Y,
and Z consumers in Bekasi, with screening statements in the questionnaire to confirm
respondents met these criteria. Based on Hair & Brunsveld (2019), the target sample size was 100
(15 items x 5). A pre-test with 30 respondents helped identify any unclear items. Validity was
checked with the Kaiser-Meyer-Olkin (KMO) and Measure of Sampling Adequacy (MSA) tests,
with values above 0.5 required to proceed (Hair & Brunsveld, 2019). Reliability was assessed
using Cronbach's Alpha, with an acceptable threshold of a > 0. (Hair & Brunsveld, 2019). The
main analysis used Structural Equation Modeling (SEM) with Partial Least Squares (PLS),
evaluating both the measurement model (for validity, reliability, and collinearity) and the
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structural model, with significance criteria of p-value < 0.05 and t-value > 1.65 (Hair &
Brunsveld, 2019).
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Figure 1. Research Model

Hypotesis Developmen
Customer Orientation and Customer Satisfaction

Customer Orientation logically contributes to increased Customer Satisfaction by enabling a
deeper understanding of customer needs, delivering enhanced value, and fostering positive
interactions. This focus on customer orientation effectively enhances satisfaction through meeting
expectations and improving the overall customer experience (Gonu et al., 2023) . Research by
Gonu et al. (2023) demonstrated a positive and significant influence of Customer Orientation on
Customer Satisfaction, aligning with findings by Farid Hibatullah & Tjahjaningsih (2023) who
also reported a positive and significant effect. These results suggest that prioritizing Customer
Orientation encourages businesses to place customers first, ultimately creating a better experience
and enhancing satisfaction. Based on the above, the following hypothesis is proposed:

H1: Customer Orientation positively influences Customer Satisfaction.
Customer Orientation and Service Quality

To achieve a competitive advantage, companies need to consistently implement a customer
orientation culture. This approach places companies in an optimal position to thoroughly
understand customer needs and preferences, which positively impacts service quality and
enhances overall company performance (Li et al.,, 2019) . Research Gonu et al. (2023)
demonstrates that Customer Orientation has a positive and significant effect on Service Quality.
This finding aligns with research by Zulfani et al. (2023), which also confirms a positive and
significant relationship between Customer Orientation and Service Quality. This underscores that
a primary factor for sustainable profitability lies in customer orientation. Specifically, service
companies with a high level of customer orientation among employees are more likely to provide
effective services, which directly affects the perceived service quality offered by the company (Li
et al., 2019; Zulfani et al., 2023). Based on this discussion, the following hypothesis is proposed:
H2: Customer Orientation positively affects Service Quality.

Service Quality and Customer Satisfaction
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To achieve high customer satisfaction, it is essential to recognize the key role of service quality.
The higher the quality of service provided to customers, the more likely it is to enhance their
satisfaction. In other words, the positive relationship between service quality and customer
satisfaction indicates that improvements in service quality directly impact customer satisfaction
levels (Wulur et al., 2020). Research by Gonu et al. (2023) confirms that Service Quality has a
positive and significant effect on Customer Satisfaction. This finding is consistent with studies
oleh Sriyanto et al. (2022); Keni & Sandra (2021) ; Farid Hibatullah & Tjahjaningsih (2023);
Waulur et al. (2020); and Zulfani et al. (2023), all of which show a positive and significant impact
of Service Quality on Customer Satisfaction. This indicates that higher service levels lead to
higher customer satisfaction, reinforcing the notion that customer satisfaction with a product or
service is closely linked to the quality provided by the producer pelanggan (Sriyanto et al., 2022).
Therefore, the following hypothesis is proposed:

H3: Service Quality positively affects Customer Satisfaction.

Service Quality mediated Customer Orientation and Customer Satisfaction

Service Quality serves as a mediator between Customer Orientation and Customer Satisfaction,
reflecting how well a company meets customer needs and expectations based on insights gained
through customer orientation. By improving service quality, companies can effectively apply a
deep understanding of their customers, resulting in a more satisfying experience and ultimately
higher levels of customer satisfaction Gonu et al., (2023) . According to Gonu et al. (2023),
Service Quality partially mediates the relationship between Customer Orientation and Customer
Satisfaction, suggesting that a direct relationship exists between Customer Orientation and
Customer Satisfaction, though to a lesser degree. This means that the impact of Customer
Orientation on customer satisfaction remains but is reduced, with Service Quality playing a
partial mediating role. In other words, better service is required to strengthen the link between
Customer Orientation and Customer Satisfaction, as lacking this could diminish customer
satisfaction and the mediating effect of Service Quality (Zulfani et al., 2023). However, research
by Sanny et al. (2020) found that Service Quality does not play an indirect role in the relationship
between Customer Orientation and Customer Satisfaction. Therefore, the following hypothesis is
proposed:

H4: Service Quality mediates the relationship between Customer Orientation and Customer
Satisfaction.

RESULT AND DISCUSSION

From the survey of 130 respondents, it was found that more women (56.9%, 74
respondents) than men (43.1%, 56 respondents) purchase Hisana fried chicken in the Bekasi area.
The respondents were mostly Generation Z (70.8%, 92 respondents), followed by Generation Y
(20.8%, 27 respondents) and Generation X (8.5%, 11 respondents). In terms of education,
respondents were distributed as follows: Doctorate/S3 (0.8%), Master’s/S2 (17.7%),
Bachelor’s/S1 (62.3%), and high school (19.2%). For employment, the majority were private
employees (39.2%), followed by students (24.6%), entrepreneurs (15.4%), civil servants (12.3%),
and others (8.5%). Regarding monthly expenditure, most respondents reported spending > IDR
2,500,000 (59.2%), followed by IDR 1,000,001-2,500,000 (26.2%), and < IDR 1,000,000
(14.6%).
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Initial Data Analysis

The initial data analysis indicates that the validity and reliability of the indicators used in the
study are confirmed, as they meet the required thresholds. All indicators passed the validity test
with KMO and MSA values greater than 0.5, and the reliability test showed Cronbach’s alpha
values above 0.6. The demographic data reveals that Hisana fried chicken is more popular among
women and Generation Z in Bekasi, with most respondents having at least a bachelor’s degree
and working in private employment. Convergent and discriminant validity were successfully
established, with all constructs meeting the required criteria for loading factors, AVE, and cross-
loadings. The multicollinearity test showed no issues with VIF values below the threshold. Lastly,
the adjusted R? value for Customer Satisfaction indicates that Customer Orientation and Service
Quality explain a small portion (8.3%) of Customer Satisfaction, with other factors accounting
for the remaining variance (see Table 1).

Table 1. Outer Model

Variable | Indicator | Outer Loading Composite Cronbach’s AVE
Reliability Alpha

Customer COl 0.881

Orientation CO2 0.948
CO3 0.996 0.977 0.971 0.894

CO4 0.967

CO5 0.933

Price SQl1 0.893

Fairness SQ2 0.960
503 0.998 0.978 0.972 0.901

SQ4 0.983

SQ4 0.908

Customer CS1 0.908

satisfaction CS2 0.965
CS3 0.004 0.982 0.977 0.915

CS4 0.987

CS5 0.924

Hypotheses Testing

In the inner model testing phase, the bootstrapping method (one-tailed) was used to obtain t-
statistics and p-values, where t-statistics must be > 1.65 and p-value < 0.05 for the hypothesis to
be accepted (Hair & Brunsveld, 2019). The data analysis results in this study show that the p-
values and t-statistics of each construct meet the established criteria, meaning that all proposed
hypotheses are accepted. Based on the hypothesis testing table above, for H1, which examines the
effect of Customer Orientation on Customer Satisfaction, the t-statistics value is 3.257, the p-
value is 0.001, and the original sample value is 0.253. This indicates that Customer Orientation
positively affects Customer Satisfaction, thus H1 is accepted. For H2, which examines the effect
of Customer Orientation on Service Quality, the t-statistics value is 2.982, the p-value is 0.002,
and the original sample value is 0.216. This suggests that Customer Orientation positively affects
Service Quality, so H2 is accepted. Lastly, for H3, which tests the effect of Service Quality on
Customer Satisfaction, the t-statistics value is 1.672, the p-value is 0.048, and the original sample
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value is 0.136. This indicates that Service Quality positively affects Customer Satisfaction, thus
H3 is accepted.

This study also includes one indirect hypothesis, as shown in the table above. In H4, which tests
whether Service Quality acts as a mediator between Customer Orientation and Customer
Satisfaction, the original sample value is 0.029, the t-statistics value is 1.405, and the p-value is
0.080. This result suggests that Service Quality does not serve as a mediator between Customer
Orientation and Customer Satisfaction, and thus, H4 is rejected.

Table 2. Hypotesis Testing Results

OriginalHypotesis  7- P- Remarks

Sample statistics\value
Customer Or1§ntat19n positively influences 0.253 H1 3257 10.001 Accepted
Customer Satisfaction.
Custgmer Orientation positively influences Service| 0.216 H2 2982 10.002 Rejected
Quality
Serylce Quahty positively influences Customer 0.136 H3 1672 l0.048 Accepted
Satisfaction

Service Quality mediates the relationship between | 0.029 H4 1.405 ]0.080|Rejected
Customer Orientation and Customer Satisfaction

*T-statistics expected > 1,96, P-value expected < 0,05
Discussion

This study's first hypothesis testing shows that Customer Orientation positively influences
Customer Satisfaction. This indicates that a focus on the customer enables businesses to better
understand and respond to customer needs and expectations, which ultimately enhances customer
satisfaction. By gaining a deep understanding of customer preferences, businesses can tailor their
products and services to meet customer expectations, thereby improving satisfaction. Effective
communication and a quick response to customer feedback build trust and satisfaction, while
innovation driven by customer input adds perceived value. The strong relationship between
customer loyalty and repeat business further highlights the importance of customer orientation in
creating a satisfying experience. Therefore, it can be concluded that the better a company applies
customer orientation, the higher the customer satisfaction. These findings are consistent with
previous research showing a positive effect of Customer Orientation on Customer Satisfaction
(Gonu et al., 2023;Farid Hibatullah & Tjahjaningsih, 2023).

The second hypothesis test in this study indicates that Customer Orientation has a positive effect
on Service Quality. This is because a customer-focused approach allows businesses to understand
and meet customer needs more effectively. By prioritizing customers, companies can tailor their
services to be more relevant and satisfying, thereby improving the perceived service quality.
Additionally, customer orientation encourages businesses to provide a consistent and positive
experience with every customer interaction, ensuring high-quality and responsive service.
Companies can quickly address feedback, make necessary improvements, and innovate to meet
customer trends and needs. These findings align with previous research showing that Customer
Orientation positively influences Service Quality (Gonu et al., 2023; Li et al., 2019; Zulfani et al.,
2023).
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The next finding in this study shows that Service Quality positively influences Customer
Satisfaction. This means that higher service quality increases the likelihood of customer
satisfaction. In other words, customer satisfaction rises with better service quality. As a result,
customers are more likely to be satisfied with the food or services provided, as satisfaction is
closely related to the quality and relevance of the offering. These findings are consistent with
previous studies showing that Service Quality positively impacts Customer Satisfaction (Farid
Hibatullah & Tjahjaningsih, 2023 ; Gonu ef al., 2023; Keni & Sandra, 2021) ; Sriyanto et al.,
2022); Wulur et al., 2020); Zulfani et al., 2023).).

The final hypothesis test in this study reveals that Service Quality does not mediate the
relationship between Customer Orientation and Customer Satisfaction. This suggests that
Customer Orientation is already effective in directly influencing customer satisfaction, and
variations in service quality may not significantly contribute to this relationship. This finding
contrasts with previous studies that argued Service Quality mediates the effect of Customer
Orientation on Customer Satisfaction. However, it is in line with research by Sanny et al. (2020)
and Zulfani et al. (2023), which found that Service Quality does not mediate the relationship
between Customer Orientation and Customer Satisfaction.likely to recommend organic rice to
others, reinforcing previous research (Konuk, 2019).

CONCLUSION

This study identifies key factors influencing customer satisfaction, focusing on customer
orientation and service quality in the Bekasi region. The demographic analysis reveals that the
majority of Hisana fried chicken customers are women, with gender, particularly Generation Z,
playing a significant role in customer preferences. These findings provide valuable insights for
fried chicken restaurants, especially Hisana, suggesting that improving service quality can help
build customer trust and enhance satisfaction.

Customer satisfaction emerges as the most important factor in this study, influencing all other
aspects. When customers experience good service quality and perceive a positive reputation for a
product or service, their satisfaction tends to increase. The results highlight the positive impact of
both customer orientation and service quality, showing that these factors create strong emotional
connections with customers, ultimately boosting their satisfaction with the fried chicken offerings.

However, the geographic focus on Bekasi limits the generalizability of these findings. Consumer
preferences may vary across regions, and the study may not fully capture broader customer
behaviors. Future research should expand the geographic scope to provide a more comprehensive
understanding of customer behavior related to fried chicken purchases.

The study's independent variables—customer orientation and service quality—were limited,
excluding other potential factors that could influence customer satisfaction. To overcome this
limitation, future studies should include additional variables such as perceived service quality,
customer loyalty, and others to broaden the research framework on customer satisfaction.
Furthermore, involving a wider range of generations could offer a more detailed and nuanced
view of the factors that contribute to customer satisfaction in the fried chicken sector.

From a managerial perspective, to increase customer satisfaction, Hisana should first prioritize
enhancing customer orientation by demonstrating a commitment to customer satisfaction.
Following this, improving service quality through positive staff-client interactions is crucial. In a
competitive fried chicken market, while customer satisfaction and service quality are essential,
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there is currently no clear competitive advantage that differentiates Hisana from other brands.
Therefore, it is recommended that Hisana focus on customer orientation to encourage positive
consumer feedback and strengthen service quality, ultimately increasing customer satisfaction
and loyalty.
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