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Abstract 

Consumer satisfaction in Islamic economic perspective is not merely measured by the 

fulfillment of consumer expectations, but also by compliance with Islamic ethical values 
and the achievement of public benefit (maṣlaḥah). This article aims to examine consumer 
satisfaction through a literature review by integrating product quality and service quality 

within the framework of Islamic economics. The study emphasizes key Islamic principles 
such as ṣidq (honesty), amānah (trustworthiness), and ‘adl (justice) in service delivery, as 
well as the concept of halālan ṭayyiban in product quality. Furthermore, consumer 
satisfaction is analyzed using the perspective of maqāṣid al-syarī‘ah to ensure that business 

practices contribute to the protection of religion, life, intellect, lineage, and wealth. The 
findings indicate that product quality and service quality significantly influence consumer 
satisfaction when they are aligned with Islamic ethical values and normative principles. 

This study contributes theoretically by enriching the discourse of consumer satisfaction in 
Islamic economics and practically by offering ethical guidelines for business practices in 
sharia-compliant institutions. 

Keywords: Consumer Satisfaction, Islamic Economics, Product Quality, Service Quality, 
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INTRODUCTION 

The market is constantly undergoing changes in line with consumer 

needs, technological advancements, socioeconomic dynamics, and business 

competition (Barus et al., 2024). Therefore, companies are required to have the 

right strategy to discover new opportunities while anticipating various threats 

to the sustainability and growth of the business. Consumer satisfaction is the 

main indicator in assessing the success of an organization or company 
(Maimunah, 2020). In the era of increasingly advanced digital communication, 

consumer satisfaction or dissatisfaction can be formed quickly and has a direct 

impact on market dynamics (Siregar, 2024). The presence of the internet 

facilitates consumers in disseminating information, both positive and negative, 

to the entire world instantly (March & Girsang, 2024). 
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The difference in consumer needs creates variations in the level and 

orientation of satisfaction experienced, making it important to identify the 

factors that influence consumer satisfaction based on the characteristics of the 

products or services provided by the company (Kurniawan, 2015; March & 

Girsang, 2024). The identification can be carried out through direct field 

research or by analyzing available research results. The research activities 

conducted by the company serve to obtain an overview of market conditions 

and the company's internal conditions, while also forming the basis for 

formulating the company's strategy (Sholikhah, 2021). 

Research activities are an obligation for students at the undergraduate 

level up to the doctoral level as one of the graduation requirements. The results 

of this research are compiled in the form of scientific works such as theses, 

dissertations, or research papers that must be reported and accounted for 

academically. The same applies to lecturers, researchers, and other functional 

personnel who are required to consistently engage in research and produce 

scientific articles published in academic journals. In the context of education, 

research has the primary goal of enriching learning material, developing 

knowledge, providing a tangible contribution to the improvement of the quality 

of life in society through solving various problems, while also enhancing the 

reputation of higher education institutions (March & Girsang, 2024). 

In practice, many practitioners and researchers face challenges in finding 

relevant previous research articles as references for their scientific work. 

However, relevant previous research articles are very important to strengthen 

the theoretical basis used. A literature review is conducted by examining and 

comparing theories with previous research, in order to identify relationships 

and influences among variables and to build research hypotheses (Hanifah et 

al., 2025). This article specifically discusses the influence of product quality and 

service quality on customer satisfaction, through a literature review study in the 

field of Marketing Management Strategy. 

This article contributes to the discourse of Islamic economics by 

repositioning consumer satisfaction not only as an outcome of marketing 

performance, but as a manifestation of ethical business conduct rooted in 

Islamic values. By integrating the principles of ṣidq, amānah, and ‘adl, as well 

as the framework of maqāṣid al-syarī‘ah, this study offers a normative and 

ethical foundation for analyzing consumer satisfaction within sharia-compliant 

business practices (Suhada et al., 2020). Based on the background description, 

research problems can be formulated which serve as the basis for developing 

hypotheses for further research, namely: First, does product quality affect 

customer satisfaction; Second, does service quality affect customer satisfaction. 
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LITERATURE REVIEW 
Customer Satisfaction 

According to Kotler and Keller (2006), satisfaction is an emotional 

condition of an individual characterized by feelings of pleasure or 

disappointment that arise from a comparison between the performance or 

results perceived from a product and the expectations held (Exreana 

Karundeng et al., 2021; Hanifah et al., 2025; Usvela & Qomariah, 2019). If the 

product performance is below expectations, consumers will feel dissatisfied; on 

the contrary, if the performance meets expectations, consumers will feel 

satisfied and may even reach a higher level of satisfaction in the form of joy. 

(Alimuddin, 2020b; Marie & Budi, 2020). 

Customer satisfaction is the main driving factor in retaining consumers 

while also building loyalty (Patmawati, Muhammad Iqbal Algifari, 2016). Some 

consumers assess satisfaction based on the impulse of purchase decisions that 

are based on the level of product suitability with their needs (D. Anggraini, 

2024). The level of satisfaction is determined by the perceived performance of 

the product as well as the supporting services, and the evaluation standards 

used by consumers in assessing that performance (Andiniatul Maulidia et al., 

2024). Therefore, consumer satisfaction is considered an important indicator in 

measuring operational effectiveness and business success, as it reflects 

consumer responses to the company's sustainability prospects. 

Kotler and Keller (2012) state that there are five main factors that influence 

consumer satisfaction levels (Sholihah et al., 2022), namely: first, product 

quality; second, service quality; third, emotional aspect; fourth, price; and fifth, 

cost (Alimuddin et al., 2023; Masnun et al., 2024; Nugroho & Yulianto, 2024). 

Meanwhile, customer satisfaction can be measured through a number of 

dimensions and indicators, including: first, the intention to make repeat 

purchases; second, the willingness to recommend to others (word of mouth); 

third, the alignment between product performance and consumer expectations 

(Hidayat et al., 2021; Sulistiono et al., 2024). 

This consumer satisfaction has been widely researched by previous 

researchers, including (Aryanti & Ali, 2025; Asti & Ayuningtyas, 2020; 

Bansaleng et al., 2021; Fitriadi & Rini, 2019; Herliza & Saputri, 2016; Rafiah, 

2019; Rohaeni & Marwa, 2018). While conventional marketing theories 

emphasize satisfaction as a psychological response to perceived performance, 

Islamic economics extends this concept by incorporating ethical responsibility, 

justice, and spiritual accountability. 
Product Quality 

Kotler and Keller (2009) define quality as the totality of features and 

characteristics of a product or service that is determined by its ability to meet 

needs, both explicitly stated and implicitly understood (Alfahri & Sopang, 2023; 

Amrullah et al., 2017; Lestari et al., 2020). Furthermore, product quality is 

defined as the capacity of a product to perform its functions, which includes 
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aspects of reliability, accuracy, ease of use and repair, as well as other valued 

attributes (Hasanah, 2020). Meanwhile, according to Kotler and Armstrong 

(2014), product quality refers to the characteristics of both products and services 

that support their ability to meet consumer needs (E. D. Anggraini et al., 2024; 

Trilala & Huda, 2025). 

Kotler and Keller (2009) emphasize that product and service quality, 

consumer satisfaction, and company profitability are three closely interrelated 

aspects (Solehatin, 2024). Improving quality will result in higher consumer 

satisfaction, which in turn allows companies to set higher prices while keeping 

production costs down. Meanwhile, to maintain a competitive edge in the 

market, companies need to understand the dimensions that consumers use as a 

reference to differentiate their product quality from that of competitors (Dina 

Sarah Syahreza et al., 2023; Ramadhani & Budiarti, 2025). The dimensions 

include: first, performance or product performance; second, durability or 

product durability; third, conformance to specifications; fourth, features or 

additional characteristics that attract; fifth, reliability or product reliability; 

sixth, aesthetics or aesthetic aspects in terms of shape and appearance; seventh, 

perceived quality or the impression of quality assessed through consumer 

perception (Khusuma & Utomo, 2021). 

The quality of the product has been studied extensively by previous 

researchers, among others (Agustina & Ali, 2025; Nadya Rizki Mirella et al., 

2022; Paramita et al., 2022; Tri Nuryani et al., 2022). Product quality in Islamic 

perspective goes beyond functional attributes by emphasizing the principle of 

halālan ṭayyiban, ensuring that products are lawful, safe, beneficial, and 

ethically produced. 
Service Quality 

Service quality can be understood as the process of fulfilling consumer 

needs accompanied by efforts to meet their desires through appropriate service 

delivery methods, thus being able to meet expectations while also generating 

satisfaction. (Septia et al., 2023). Meanwhile, according to Lupiyoadi (2011), 

service quality is seen as the level of discrepancy between consumer 

expectations of the desired service and the actual service they receive (Septia et 

al., 2023). 

Kotler (2012) explains that there are five main dimensions of service 

quality that need to be fulfilled by companies. First, tangible or physical 

evidence, which refers to the appearance of facilities, amenities, and the 

physical form of the company's services; Second, empathy, which is the ability 

and willingness of employees and entrepreneurs to provide personal attention 

to consumers; Third, reliability, which indicates the company's ability to deliver 

services according to promises accurately and reliably; Fourth, responsiveness, 

which is the company's ability to respond to consumer needs quickly, 

promptly, and effectively, including during transactions and handling 

complaints; Fifth, assurance, which reflects the company's competence through 
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the knowledge, courtesy, and skills of employees in providing services that can 

foster trust and confidence among consumers (Septia et al., 2023; Sulaeman, 

2017). 

Service quality has been extensively studied by previous researchers, 

among others (Aan Gunawan & Syamsul Arifin, 2024; Damanik et al., 2024; 

Muhtarom et al., 2022; Rifani & Febriadi, 2021; Saputra & Yulistianis, 2019). In 

Islamic economics, service quality is inseparable from ethical values such as 

ṣidq (truthfulness in communication), amānah (trustworthiness in fulfilling 

promises), and ‘adl (fair treatment of consumers) (Rosadi, 2024). 
Maqāṣid al-Syarī‘ah 

Consumer satisfaction aligned with maqāṣid al-syarī‘ah ensures that 

business activities protect wealth (ḥifẓ al-māl), intellect (ḥifẓ al-‘aql), and overall 

social welfare (Alimuddin, 2020a), thereby transforming satisfaction into a form 

of sustainable and ethical economic value. 

RESEARCH METHOD 

This scientific article is written using a qualitative approach and a 

literature review method (Adlini et al., 2022; Dila et al., 2024). The study process 

is conducted through the exploration of theories and the analysis of 

relationships and influences between variables sourced from various literature, 

both in the form of books and journal articles obtained offline through libraries 

and online through platforms such as Google Scholar, Mendeley, and other 

online scientific media. Within the framework of qualitative research, the 

literature review must be positioned consistently with an inductive 

methodological foundation, so as to not limit or direct the research questions 

formulated by the researcher. One fundamental reason for the use of qualitative 

methods is their exploratory nature, allowing researchers to delve deeper and 

more openly into phenomena. 

Table 1. Flow of the Research Method 

Components Uraian 
Type of 

Research 
Qualitative 

Methods Library Research 

Data Sources Academic booksScientific journals 

(online & offline) Databases: Google 

Scholar, Mendeley, etc 

Analysis 
Approach 

Inductive - does not direct the research 

questions, but allows patterns, themes, 

and relationships between variables to 

emerge naturally 

Objectives Exploratory: Exploring theories, 

concepts, and relationships between 

variables to strengthen the foundation 
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of research and build hypotheses 

Output Scientific articles based on theoretical 

studies & findings from previous 

research 

 
RESULTS AND DISCUSSION 

Referring to theoretical studies and previous research results that have 

relevance, this literature review article outlines the discussion regarding several 

determinants that play a role in influencing consumer satisfaction levels. These 

factors can be explained as follows: 

The Influence of Product Quality on Consumer Satisfaction 

Product quality has a significant effect on consumer satisfaction. The 

dimensions inherent in product quality, such as performance, feature, perceived 

quality, and aesthetic, have been shown to influence indicators of consumer 

satisfaction. (Khusuma & Utomo, 2021). Therefore, efforts to increase consumer 

satisfaction can be realized through managerial strategies that focus on 

improving product quality. This is important considering that product quality 

reflects a item’s ability to perform in accordance with expectations, and even 

has the potential to exceed them. 

Steps to improve product quality can be taken through various aspects, 

such as size, shape, and physical structure of the product, allowing consumers 

to evaluate and perceive the quality offered. This quality improvement 

ultimately encourages an increase in purchase interest as consumers feel that 

their needs and expectations are met (Cahya & Shihab, 2018). In line with the 

research that emphasizes that consumers' positive perception of product quality 

will have a direct implication on the increase in consumer satisfaction 

(Panjaitan & Saragih, 2024). 

In addition, product quality has a significant impact on consumer 

satisfaction. From the perspective of Islamic economics, this impact becomes 

stronger when the product quality not only meets functional standards but also 

complies with the principles of halālan ṭayyiban. Products that are halal, safe, 

and beneficial will enhance consumers' sense of security and trust, which 

ultimately drives satisfaction. Satisfaction derived from Sharia-compliant 

quality products is not merely transactional but also reflects the fulfillment of 

the values of ḥifẓ al-māl (protection of wealth) and maṣlaḥah (public interest). 

Therefore, product quality in Islamic economics serves as an instrument for 

creating ethical and sustainable consumer satisfaction. 

Product quality affects consumer satisfaction, this is in line with the 

research conducted by (Ananda et al., 2018; Aziza et al., 2025; Halimah & 

Maulia, 2024; Herawati et al., 2023; Putri et al., 2025; Ritonga et al., 2025; 

Soetiyono & Alexander, 2025). 
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The Influence of Service Quality on Customer Satisfaction 

The quality of service plays an important role in influencing consumer 

satisfaction levels. The dimensions that serve as benchmarks for service quality 

include reliability, which is the company's ability to provide services accurately 

from the beginning without mistakes, and to ensure that services are delivered 

according to the promised time. Additionally, the dimension of responsiveness 

emphasizes the readiness and promptness of employees in assisting consumers, 

addressing requests, providing clear information regarding service delivery 

times, and demonstrating speed in handling each transaction and complaint. 

These two aspects reflect the extent to which a company can provide consistent, 

timely, and responsive services to meet consumer needs. 

Furthermore, the assurance dimension emphasizes the behavior of 

employees who can foster consumer trust in the company, while also providing 

a sense of security in using the services. This is demonstrated through 

employees' courteousness and their adequate knowledge and skills in 

answering questions and resolving consumer issues. The next dimension is 

empathy, which reflects the company's ability to understand the needs and 

problems of consumers on a more personal level, providing individual 

attention, and ensuring that the established operating hours offer comfort for 

consumers. The attention given through this empathy not only builds emotional 

closeness but also strengthens the long-term relationship between consumers 

and the company. 

Lastly, the tangible dimension highlights aspects that are physical in 

nature, including the appeal of company facilities, the completeness of 

supporting infrastructure, and the professional appearance of employees. The 

presence of these observable elements contributes to shaping consumer 

perceptions of the credibility and quality of the services offered. By paying 

attention to these five dimensions—reliability, responsiveness, assurance, 

empathy, and physical evidence—companies can more easily understand and 

measure the level of consumer satisfaction, both from new service users and 

customers who have repeatedly used the company’s services. As a result, the 

consumer satisfaction achieved will become an important indicator in the 

continuous improvement of service quality (Fernando et al., 2024). 

The increase in consumer satisfaction is closely related to the quality of 

service provided by the company. From a theoretical perspective, service 

quality is influenced by the extent to which management is able to understand 

consumer needs and preferences, while also directing organizational policies to 

meet those expectations. One of the commonly recommended mechanisms is 

the organization of continuous training for employees on the concept of 

excellent service. Through this skill development process, employees are 

expected to internalize the values of good service, so that the quality of 

interaction between the company and consumers can meet or even exceed 

expectations (Fernando et al., 2024). 
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Increasing customer satisfaction can be achieved when management 

focuses on service strategies that are responsive to customer needs. This can be 

realized by actively listening to consumer aspirations, identifying aspects of the 

service that need improvement, and conducting regular training for employees 

on service excellence standards. This training program not only equips 

employees with technical skills but also fosters a proactive attitude, empathy, 

and professionalism in serving. Thus, consumers gain a more satisfying service 

experience, which in turn enhances loyalty to the company (Alim et al., 2025). 

Service quality has also been proven to have a significant impact on 

consumer satisfaction. From the perspective of Islamic economics, quality 

service is service that is conducted based on the values of ṣidq (truthfulness), 

amānah (trustworthiness), and ‘adl (justice). Honesty in communication, 

punctuality in fulfilling promises, and fair treatment will increase consumer 

trust and comfort. Moreover, ethical service quality supports the achievement 

of maqāṣid al-sharī‘ah, particularly in maintaining harmonious social 

relationships and preventing exploitative practices. Therefore, consumer 

satisfaction in Islamic economics is the result of integrating technical service 

quality with the moral quality of the service provider. 

Service quality affects customer satisfaction; if service quality is perceived 

positively by consumers, it can significantly influence investor loyalty, meaning 

that better service provided will lead to greater customer satisfaction (Alim et 

al., 2025). Service quality affects customer satisfaction, this is in line with the 

research conducted by (Antika et al., 2023; Arefianto et al., 2025; Arini et al., 

2025; Candra Irawan Immanuel & Krista Wabiser, 2025; Pranitasari et al., 2022; 

Putra & Pratiwi, 2025; Yani et al., 2025; Zebua et al., 2025). 
Conceptual Framework 

Referring to the problem formulation, theoretical framework, relevant 

findings from previous research, and the results of the analysis regarding the 

relationships between variables, the theoretical framework in this article can be 

formulated as presented in the following section: 

 

Figure 1: Conceptual Framework 

 

Product 

Quality 

Service 

Quality 

Customer 

Satisfaction 
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Referring to the conceptual framework that has been presented, it can be 
explained that product quality and service quality are factors that influence the 
level of customer satisfaction. However, in addition to these two exogenous 
variables, there are still several other variables that also contribute to forming 
customer satisfaction, among others: First, brand image. (Annas Wahyu 
Hertanti & Giyana Giyana, 2025; Haninah & Surur, 2025; Soka et al., 2025); 
Second, promotion (Afianto & Renaldi, 2025; Kamanda & Syariah, 2025; 
Pandiangan et al., 2025; Rahmawati et al., 2025); Third, the price (Anggraeni & 

Ali, 2025; Vianda & Fadli, 2025); Fourth, trust (Farisi et al., 2024; Febi & 

Hardilawati, 2025; Lena & Syahputra, 2025; Nikmatul Hizah & Sugeng 

Pradikto, 2025; Reysha Aurelia Shabilla et al., 2025). 

 

CONCLUSION 

Consumer satisfaction from the perspective of Islamic economics is not 

only determined by the functional performance of products and the efficiency 

of services, but also by the alignment of business practices with Islamic ethical 

values and Shariah normative principles. Product quality and service quality 

remain the primary determinants of consumer satisfaction, but their impact 

becomes more meaningful when implemented according to the principles of 

Islamic economics. Product quality contributes to consumer satisfaction if it 

meets the principles of halāal and good (ṭayyib). Meanwhile, service quality 

will enhance consumer satisfaction when it reflects the values of ṣidq (honesty), 

amānah (responsibility and trust), and ‘adl (justice) in every interaction 

between businesses and consumers. Consumer satisfaction analyzed through 

the maqāṣid al-sharī‘ah framework emphasizes that business activities are not 

only oriented towards profit (profit-oriented), but also towards creating benefits 

(maṣlaḥah) and protecting fundamental human interests, particularly the 

protection of property (ḥifẓ al-māl) and social welfare. This article contributes 

theoretically by enriching the study of consumer satisfaction in Islamic 

economics through the integration of conventional marketing concepts with the 

Islamic normative framework. Practically, these findings can serve as a 

reference for business actors and Islamic-based institutions in designing 

product and service strategies that are not only competitive but also fair, 

ethical, and sustainable. Future research is recommended to empirically test this 

conceptual framework across various Islamic business sectors to strengthen the 

validity and generalizability of the findings. 

ACKNOWLEDGMENTS 

The researchers express their deep appreciation and gratitude to the 

supervisors who provided guidance, input, and valuable mentorship 

throughout the course of this research. Thanks are also directed to the academic 

community of Bandar Lampung University for their contributions in the form 

of suggestions, assistance, and support that were very meaningful in the 

process of drafting this article. All forms of help and prayers offered became an 



10 | Saifur Rahman, Hasrun Afandi UmpuSinga, Iskandar Ali Alam, Andala Rama Putra 

Barusman, Habiburahman 

 

  

ADZKIYA | 2026 

important encouragement for the completion of this research, hence we 

sincerely extend our utmost appreciation. 

AUTHOR CONTRIBUTIONS 

SR contributed to formulating research ideas, developing the conceptual 

framework, and writing the initial draft of the article. HU was responsible for 

preparing the methodology and initial analysis. IA played a role in data 

processing, result interpretation, and drafting the results and discussion 

sections. AB contributed to literature review, manuscript editing, and 

substantial improvements of the article content. HH provided guidance, 

validation, and finalization of the manuscript before submission for publication. 

All authors were actively involved in the writing process, providing valuable 

input, and approving the final manuscript that was published. 

BIBLIOGRAPHY 

Aan Gunawan, & Syamsul Arifin. (2024). Pengaruh Kualitas Pelayanan 

terhadap Kepuasan Pelanggan di PT Bretonia. Jurnal Riset Manajemen, 2(4), 

270–282. https://doi.org/10.54066/jurma.v2i4.2720 

Adlini, M. N., Dinda, A. H., Yulinda, S., Chotimah, O., & Merliyana, S. J. (2022). 

Metode Penelitian Kualitatif Studi Pustaka. Edumaspul: Jurnal Pendidikan, 

6(1), 974–980. https://doi.org/10.33487/edumaspul.v6i1.3394 

Afianto, R., & Renaldi. (2025). Analisis Implementasi Kebijakan Promosi 

Kesehatan Rumah Sakit (PKRS) di Indonesia: Scoping Review Analysis. 
JARSI: Jurnal Administrasi RS Indonesia, 14(1), 491–495. 

https://doi.org/10.2115/fiber.14.491 

Agustina, P., & Ali, H. (2025). Pengaruh Kualitas Produk, Promosi dan Tempat 

terhadap Keunggulan Bersaing. Jurnal Manajemen Dan Pemasaran Digital, 

3(2), 100–107. https://doi.org/10.38035/jmpd.v3i2.329 

Alfahri, A., & Sopang, F. I. (2023). Pengaruh Kualitas Layanan Dan Tenor 

Angsuran Terhadap Keputusan Pembelian Sepeda Motor Pada Pt. Alfa 

Scorpii Gatot Subroto Medan. Journal Economic Management and Business, 
2(1), 100–117. https://doi.org/10.46576/jfeb.v2i1.3426 

Alim, T., Zufriah, D., & Fathoni, M. I. (2025). Pengaruh Kepuasan Pelanggan 

dan Kualitas Layanan Terhadap Loyalitas Pelanggan pada E-Commerce 

Shopee. JBMA : Jurnal Bisnis Manajemen Dan Akuntansi, XII(1), 2252–5483. 

Alimuddin, A. (2020a). Etika Produksi dalam Pandangan Maqasid Syariah. 
Nizham Journal of Islamic Studies, 8(1). 

https://doi.org/10.32332/nizham.v8i01.1720 

Alimuddin, A. (2020b). Peran Uang dalam Produksi (Telaah Economic Value of 

Time sebagai Penunjang Faktor Produksi). Adzkiya : Jurnal Hukum Dan 

Ekonomi Syariah, 8(1). https://doi.org/10.32332/adzkiya.v8i1.1871 

Alimuddin, A., Imanda Putra, A., Alfiani Saputri, A., Kurniawati, D., & 

Damayanti, N. (2023). Pencapaian Target Marketing Lending dalam 

Perspektif Ekonomi Bisnis Islam (Studi BMT Assyafi’iyah Berkah Nasional 



Consumer Satisfaction in Islamic Economic Perspective: A Literature Review ......................| 11 

Jurnal Hukum dan Ekonomi Syariah, Vol. 14| Nomor 1 

Pekalongan). Jurnal Ilmu Perbankan Dan Keuangan Syariah, 5(2), 101–117. 

https://doi.org/10.24239/jipsya.v5i2.193.101-117 

Amrullah, Siburian, P. S., & ZA, S. Z. (2017). Pengaruh Kualitas Produk dan 

Kualitas Layanan Terhadap Keputusan Pembelian Sepeda Motor Honda 

di Dealer Honda Star Motor Samarinda. Jurnal Ekonomi Dan Manajemen, 

13(2), 99–118. 

Ananda, R., Lie, D., Butarbutar, M., & Inrawan, A. (2018). Pengaruh Kualitas 

Produk Dan Kualitas Pelayanan Terhadap Loyalitas Pelanggan Dengan 

Kepuasan Pelanggan Sebagai Variabel Intervening Pada Bengkel Sisam 

Pematangsiantar. SULTANIST: Jurnal Manajemen Dan Keuangan, 6(1), 50–

62. https://doi.org/10.37403/sultanist.v6i1.114 

Andiniatul Maulidia, Resa Ummami, Hanum Hanafia, Ifa Khoirun Nasiroh, 

Desya Ladyana Lestari, & Mochamad Reza Adiyanto. (2024). Evaluasi 

Kinerja Layanan dan Produk pada UMKM Mie Endes Berbasis Kepuasan 

Konsumen. Jurnal Bintang Manajemen, 2(4), 161–175. 

https://doi.org/10.55606/jubima.v2i4.3442 

Anggraeni, D., & Ali, H. (2025). Pengaruh Kualitas Produk, Harga dan 

Kepuasan Konsumen terhadap Strategi Penjualan. Dinasti Information and 

Technology, 2(4), 185–194. 

Anggraini, D. (2024). Pengaruh Harga Dan Kepuasan Pelanggan Terhadap 

Keputusan Pembelian Ulang Jasa Pengiriman Barang Pada PT. Wahana Di 

Kota Banda Aceh. SIMBAN, 1(2), 1–9. 

Anggraini, E. D., Sudirman, R., & Fahrurrozi, M. (2024). Pengaruh Kualitas 

Produk, Kualitas Pelayanan, dan Persepsi Harga Terhadap Keputusan 

Pembelian pada Deli Bakery Banyuwangi. Judicious, 5(1), 11–25. 

https://doi.org/10.37010/jdc.v5i1.1445 

Annas Wahyu Hertanti, & Giyana Giyana. (2025). Analisis Persepsi Konsumen 

terhadap Citra Merek dan Harga dalam Keputusan Pembelian Hand and 

Body Lotion Vaseline pada Mahasiswa. Jurnal Manajemen Dan Ekonomi 

Kreatif, 3(1), 229–242. https://doi.org/10.59024/jumek.v3i1.531 

Antika, S., Sari, L. P., & Minullah, M. (2023). Analisis Harga Dan Kualitas 

Pelayanan Terhadap Kepuasan Konsumen Melalui Keputusan Pembelian 

Sebagai Variabel Intervening Pada Waroeng Jmk (Jembatan Merah 

Klatakan) Di Situbondo. Jurnal Mahasiswa Entrepreneurship (JME), 2(5), 891. 

https://doi.org/10.36841/jme.v2i5.3505 

Arefianto, W., Hannum Arija, H., & Junianingrum, S. (2025). Pengaruh Persepsi 

Harga, Kualitas Pelayanan, Dan Kualitas Produk Terhadap Kepuasan 

Konsumen Pada Warung Nasi Goreng Bang Tofan Desa Balok Kabupaten 

Kendal. Jurnal Manajemen UNKAHA (JUMA), 2(1), 11–28. 

Arini, Y. T., Kusuma, K. A., & Hariasih, M. (2025). Pengaruh Kualitas Produk, 

Kualitas Pelayanan Dan Kepercayaan Pelanggan Terhadap Kepuasan 

Pelanggan Pada Indomaret Fresh Raya Jati Sidoarjo. Jurnal Ilmiah 

Manajemen, Ekonomi, & Akuntansi (MEA), 9(1), 1160–1180. 



12 | Saifur Rahman, Hasrun Afandi UmpuSinga, Iskandar Ali Alam, Andala Rama Putra 

Barusman, Habiburahman 

 

  

ADZKIYA | 2026 

https://doi.org/10.31955/mea.v9i1.5136 

Aryanti, S. P., & Ali, H. (2025). Pengaruh Strategi Pemasaran, Inovasi Produk 

dan Pelatihan Karyawan terhadap Kepuasan Pelanggan. Jurnal 

Kewirausahaan Dan Multi Talenta, 3(1), 1–10. 

https://doi.org/10.38035/jkmt.v3i1.322 

Asti, E. G., & Ayuningtyas, E. A. (2020). Pengaruh Kualitas Pelayanan, Kualitas 

Produk dan Harga Terhadap Kepuasan Konsumen. EKOMABIS: Jurnal 

Ekonomi Manajemen Bisnis, 01(01), 1–14. 

Aziza, U., Arief, M. Y., & Ediyanto. (2025). PENGARUH KUALITAS PRODUK, 

HARGA, DAN LOKASI DALAM MEMBENTUK KEPUASAN 

KONSUMEN PADA ES CENDOL SHAFA DI SITUBONDO DENGAN 

KEPUTUSAN PEMBELIAN SEBAGAI VARIABEL INTERVENING. Junal 

Mahasiswa Entrepreneur (JME), 5(2), 278–284. 

Bansaleng, J. M., Sepang, J. L., & Tampenawas, J. L. A. (2021). Pengaruh 

Kualitas Produk, Kualitas Pelayanan dan Harga Produk Terhadap 

Kepuasan Konsumen Pengguna Kartu XL di Manado. Jurnal EMBA: Jurnal 

Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 9(3), 331–340. 

Barus, D. R., Simangunsong, J. S., Ginting, S. E. B., & Saragih, L. S. (2024). 

Pengaruh Perkembangan Teknologi Informasi Terhadap Pasar Global The 

Influence Of Information Technology Developments On Global Markets. 
JIIC: Jurnal Intelek Insan Cendikia, 1(4), 495–500. 

Cahya, N., & Shihab, M. S. (2018). Pengaruh Persepsi Harga, Kualitas Produk, 

Citra Merek, dan Layanan Purna Jual Terhadap Keputusan Pembelian dan 

Dampaknya Terhadap Kepuasan Pelanggan Smartphone Asus Studi 

Kasus di PT. Datascrip. Journal of Entrepreneurship, Management, and 

Industry (JEMI), 1(01), 34–46. 

Candra Irawan Immanuel, & Krista Wabiser. (2025). Analisis Pengaruh Kualitas 

Layanan Terhadap Loyalitas Pelanggan Toko Ritel Modern di Nabire 

Dimediasi Kepuasan Pelanggan. Jurnal Maneksi, 14(01), 74–83. 

Damanik, K., Sinaga, M., Sihombing, S., Hidajat, M., & Prakoso, O. S. (2024). 

Pengaruh Kualitas Layanan, Kebijakan Publik dan Kepuasan Pelanggan 

terhadap Loyalitas Pelanggan. Jurnal Manajemen Pendidikan Dan Ilmu 

Sosial, 5(2), 76–85. https://doi.org/10.38035/jmpis.v5i2.1834 

Dila, A., Baihaqi, F. N., Habibah, S., & Marini, A. (2024). Studi Pustaka tentang 

Peran Fasilitas Sekolah dalam Mendukung Efektivitas Pembelajaran di 

Sekolah Dasar. Jurnal Pendidikan Guru Sekolah Dasar, 1(3), 9. 

https://doi.org/10.47134/pgsd.v1i3.531 

Dina Sarah Syahreza, Alya Audina, Tarisa Putri Artha, Tisa’ul Jannah, & Juan 

Carmel Askelon. (2023). Redefining Competition: Leveraging Advantages 

For Market Success. Journal of Management and Creative Business, 2(1), 15–

20. https://doi.org/10.30640/jmcbus.v2i1.1972 

Exreana Karundeng, M., Tamengkel, L. F., & Punuindoong, A. Y. (2021). 

Pengaruh Kualitas Pelayanan Terhadap Kepuasan Konsumen pada 



Consumer Satisfaction in Islamic Economic Perspective: A Literature Review ......................| 13 

Jurnal Hukum dan Ekonomi Syariah, Vol. 14| Nomor 1 

Benteng Resort Batu Putih. Productivity, 2(6), 511–517. 

Farisi, J., Subaida, I., & Minullah, M. (2024). Pengaruh Kepercayaan (Trust), 

Belanja Online Dan Gaya Hidup Terhadap Kepuasan Konsumen Yang 

Berdampak Pada Loyalitas Pengguna Platform E-Commerce Shopee Pada 

Kalangan Mahasiswa Fakultas Ekonomi Dan Bisnis Universitas 

Abdurachman Saleh Situbondo. Jurnal Mahasiswa Entrepreneurship (JME), 
3(4), 686. https://doi.org/10.36841/jme.v3i4.4912 

Febi, R. N., & Hardilawati, W. L. (2025). Pengaruh Persepsi Kemudahan, 

Kepercayaan Dan Pemasaran Digital Terhadap Kepuasan Konsumen Pada 

Marketplace Shopee. Jurnal Ilmiah Mahasiswa Merdeka EMBA, 4(1), 991–

1003. 

Fernando, F., Hastuti, R. T., & Utama, L. (2024). Peningkatan Kualitas 

Pelayanan Untuk Meningkatkan Kepuasan Konsumen Pada Penjualan 

Fashion X. Jurnal Serina Abdimas, 2(2), 607–614. 

Fitriadi, E., & Rini, N. (2019). Kepuasan Konsumen Pada Showroom Perintis. 

Jurnal Ekobis: Ekonomi, Bisnis & Manajemen, 9, 56–70. 

Halimah, O. S., & Maulia, F. S. (2024). Pengaruh Kualitas Produk dan Kualitas 

Layanan Terhadap Kepuasan Pelanggan. KarismaPro, 15(1), 849–858. 

https://doi.org/10.53675/karismapro.v15i1.1331 

Hanifah, H., Salsabillah, L., Fitri, A. T., & Febriani, R. M. (2025). Landasan Teori 

, Penelitian Relevan , Kerangka Berpikir Dan. IHSAN: Jurnal Pendidikan 

Islam, 3(April), 391–404. 

Haninah, A., & Surur, M. (2025). Pengaruh Citra Merek terhadap Niat Beli 

Produk Perawatan Kulit Cosrx Konsumen Muslim. Eksis: Jurnal Ilmiah 

Ekonomi Dan Bisnis, 16(1), 16. https://doi.org/10.33087/eksis.v16i1.497 

Hasanah, U. (2020). Pengaruh Kualitas Produk Dan Layanan Purnajual Aplikasi 

Brompit Terhadap Loyalitas Konsumen Honda Scoopy Di Jombang. Jurnal 

Ekonomi Dan Perkembangan Bisnis, 4(2), 51–62. 

Herawati, A. D., Arief, M. Y., & Fandiyanto, R. (2023). Pengaruh Brand 

Awareness Dan Kualitas Produk Terhadap Minat Beli Ulang Dengan 

Kepuasan Konsumen Sebagai Variabel Intervening Pada Seafood 

Situbondo. Jurnal Mahasiswa Entrepreneurship (JME), 2(7), 1434. 

https://doi.org/10.36841/jme.v2i7.3557 

Herliza, R., & Saputri, M. E. (2016). Pengaruh Brand Image Terhadap Kepuasan 

Pelanggan Studi Pada Zara Di Mall Pvj Bandung The Influence Of Brand 

Image To Customer Satisfaction A Case Study Of Zara At Pvj Mall 

Bandung. Journal Of Management, 3(2), 1949–1955. 

Hidayat, R. E., Alimuddin, A., Suhairin, S., & Nugroho, D. (2021). Peran 

Electronic Word Of Mouth Dalam Mempengaruhi Keputusan Berkunjung 

Ke Wisata Alam Taman Waru. Adzkiya : Jurnal Hukum Dan Ekonomi 

Syariah, 9(01), 1. 

Kamanda, S. V., & Syariah, F. E. (2025). PENGARUH STRATEGI DIGITAL 

MARKETING DAN PROMOSI PENJUALAN TERHADAP VOLUME 



14 | Saifur Rahman, Hasrun Afandi UmpuSinga, Iskandar Ali Alam, Andala Rama Putra 

Barusman, Habiburahman 

 

  

ADZKIYA | 2026 

PENJUALAN UMKM DI LAPANGAN SP BATU AJI KOTA BATAM. 
Jurnal AL-AMAL, 3(1), 1–10. 

Khusuma, D. T., & Utomo, H. (2021). Pengaruh Dimensi Kualitas Produk 

Terhadap Kepuasan Konsumen Venice Pure Aesthetic Clinic Salatiga. 
Jurnal Among Makarti, 13(2), 78–88. 

https://doi.org/10.52353/ama.v13i2.199 

Kurniawan, D. N. (2015). Pengaruh Sikap, Variasi Produk dan Promosi 

Terhadap Kepuasan Konsumen (Studi Kasus pada Konsumen Indomaret 

Point Pelabuhan Tanjung Priok). Galang Tanjung, 2504, 1–9. 

Lena, N., & Syahputra, R. (2025). Analisis Kualitas Pelayanan Dan Kepercayaan 

Terhadap Kepuasan Konsumen, Dalam Membangun Citra Perusahaan. 
Economics and Digital Business Review, 6(2), 154. 

Lestari, W. A., Budianto, A., & Setiawan, I. (2020). Pengaruh Inovasi Dan 

Kualitas Produk Terhadap Keunggulan Bersaing (Suatu Studi Pada 

Payung Geulis Mandiri Tasikmalaya). Business Management and 

Entrepreneurship Journal, 2(1), 38–48. 

Maimunah, S. (2020). Pengaruh Kualitas Pelayanan, Persepsi Harga, Cita Rasa 

Terhadap Kepuasan Konsumen Dan Loyalitas Konsumen. 

IQTISHADequity Jurnal MANAJEMEN, 1(2), 57–68. 

https://doi.org/10.51804/iej.v1i2.542 

March, N., & Girsang, D. (2024). Faktor-Faktor yang Mempengaruhi Kepuasan 

Konsumen The Factors Influence Consumer Satisfaction. Journal of 

Education, Humaniora and Social Sciences (JEHSS), 1(1). 

Marie, A. L., & Budi, A. (2020). Analisis Pengaruh Kualitas Produk Terhadap 

Kepuasan Pelanggan Kopi Kenangan The Breeze, Bumi Serpong Damai. 
Jurnal Ilmiah Pariwisata, 25(2), 99–107. 

Masnun, S., Makhdalena, M., & Syabrus, H. (2024). Pengaruh Kualitas Produk 

terhadap Kepuasan Konsumen. JIIP - Jurnal Ilmiah Ilmu Pendidikan, 7(4), 

3736–3740. https://doi.org/10.54371/jiip.v7i4.4280 

Muhtarom, A., Syairozi, M. I., & Yonita, H. L. (2022). Analisis Persepsi Harga, 

Lokasi, Fasilitas, dan Kualitas Pelayanan terhadap Loyalitas Pelanggan 

Dimediasi Keputusan Pembelian (Studi Kasus pada Umkm Skck (Stasiun 

Kuliner Canditunggal Kalitengah) Metode Structural Equation Modelling 

(SEM) - Partial Least. EKOMBIS REVIEW: Jurnal Ilmiah Ekonomi Dan Bisnis, 

10(S1), 391–402. https://doi.org/10.37676/ekombis.v10is1.2018 

Nadya Rizki Mirella, N., Nurlela, R., Erviana, H., & Herman Farrel, M. (2022). 

Faktor Yang Mempengaruhi: Kepuasan Pelanggan Dan Minat Pembelian: 

Kualitas Produk, Dan Persepsi Harga (Literatur Review Manajemen 

Pemasaran). Jurnal Manajemen Pendidikan Dan Ilmu Sosial, 3(1), 350–363. 

https://doi.org/10.38035/jmpis.v3i1.880 

Nikmatul Hizah, & Sugeng Pradikto. (2025). Pengaruh Kualitas Layanan dan 

Kepercayaan Terhadap Kepuasan Konsumen dalam Membeli Produk 

Online di Desa Randusari RW 07 Kelurahan Randusari Kecamatan 



Consumer Satisfaction in Islamic Economic Perspective: A Literature Review ......................| 15 

Jurnal Hukum dan Ekonomi Syariah, Vol. 14| Nomor 1 

Gadingrejo Kota Pasuruan. Student Research Journal, 3(1), 56–66. 

https://doi.org/10.55606/srj-yappi.v3i1.1687 

Nugroho, A. S., & Yulianto, A. E. (2024). Pengaruh Harga,Promosi, dan Kualitas 

Pelayanan Terhadap Loyalitas Pelanggan di Rumah Makan Teras Melody. 
Jurnal Ilmu Dan Riset Manajemen, 13(1), 1–20. 

Pandiangan, S. M. T., Sigalingging, L., Nafisa, L., Tasrim, & Santosa, S. (2025). 

Pelatihan Penggunaan Fitur Spss Kepada Wirausaha Sebagai Sarana 

Promosi Bisnis. Jurnal Pengabdian Kepada Masyarakat, 4(8), 1–23. 

Panjaitan, M. Y., & Saragih, D. R. U. (2024). Pengaruh Kualitas Produk Dan 

Kualitas Pelayanan. Journal of Artificial Intelligence and Digital Business 

(RIGGS), 4(2), 1–23. 

Paramita, A., Ali, H., & Dwikoco, F. (2022). Pengaruh Labelisasi Halal, Kualitas 

Produk, Dan Minat Beli Terhadap Keputusan Pembelian (Literatute 

Review Manajemen Pemasaran). Jurnal Manajemen Pendidikan Dan Ilmu 

Sosial, 3(2), 660–669. https://doi.org/10.38035/jmpis.v3i2.1128 

Patmawati, Muhammad Iqbal Algifari, S. P. D. (2016). Analisi Kepuasan 

Konsumen Terhadap Loyalitas Pelanggan. KRAKATAU (Indonesian of 

Multidisciplinary Journals), 3(1), 76–82. 

Pranitasari, D., Fachroji, M., Syamsur, G., Suryono, D. W., & Abdoellah, M. N. 

(2022). Analisa Faktor-Faktor Yang Mempengaruhi Kepuasan Pelanggan. 
Media Manajemen Jasa, 10(2), 26–35. 

https://doi.org/10.52447/mmj.v10i2.6620 

Putra, O. A., & Pratiwi, A. (2025). Pengaruh Kualitas Pelayanan , Harga , dan 

Promosi Terhadap Kepuasan Pelanggan ( Survei pada Pelanggan 

Warmindo Riverside Surakarta ). Jurnal Ekonomi Dan Manajemen, 2(2), 

3349–3363. 

Putri, M. N., Sudarso, S., & Hariasih, M. (2025). Pengaruh Harga, Kualitas 

Produk Dan Promosi Terhadap Keputusan Pembelian Dengan Kepuasan 

Konsumen Sebagai Variabel Intervening. Jurnal Ilmiah Manajemen, 

Ekonomi, & Akuntansi (MEA), 9(1), 2547–2577. 

https://doi.org/10.31955/mea.v9i1.5447 

Rafiah, K. K. (2019). Analisis Pengaruh Kepuasan Pelanggan dan Kepercayaan 

Pelanggan terhadap Loyalitas Pelanggan dalam Berbelanja melalui E-

commerce di Indonesia. Al Tijarah, 5(1), 46. 

https://doi.org/10.21111/tijarah.v5i1.3621 

Rahmawati, S., Aisyah, S., Andarwati, T., Ainniyah, U. N., Rachmatika, T. H., & 

Mahfudhotin. (2025). Sintia Rahmawati et al| Penguatan Daya Saing 

UMKM Melalui Pemanfaatan Website … Penguatan Daya Saing UMKM 

Melalui Pemanfaatan Website sebagai Media Promosi dan Branding 

Produk Skincare. Welfare : Jurnal Pengabdian Masyarakat, 3(1), 2986–5824. 

Ramadhani, Y. C., & Budiarti, A. (2025). Peran Strategi Manajemen Pemasaran, 

Kepuasan Pelanggan, dan Loyalitas Pelanggan dalam Membangun 

Keunggulan Kompetitif pada Industri Ritel. ASTINA Mandiri, 4(2), 210–



16 | Saifur Rahman, Hasrun Afandi UmpuSinga, Iskandar Ali Alam, Andala Rama Putra 

Barusman, Habiburahman 

 

  

ADZKIYA | 2026 

234. 

Reysha Aurelia Shabilla, Yunesia Amelia Renanta, & Sidi Ahyar Wiraguna. 

(2025). Dampak Perlindungan Data Pribadi Konsumen dalam Transaksi 

Online pada Marketplace terhadap Kepuasan Konsumen. WISSEN : Jurnal 

Ilmu Sosial Dan Humaniora, 3(2), 202–217. 

https://doi.org/10.62383/wissen.v3i2.748 

Rifani, J., & Febriadi, H. (2021). Kualitas Pelayanan Terhadap Pelanggan Pada 

Plasa Telkom Amuntai Area Kabupaten Hulu Sungai Utara. Inovatif Jurnal 

Administrasi Niaga, 3(1), 101–118. https://doi.org/10.36658/ijan.3.1.83 

Ritonga, R. T., Siregar, Z. M. E., & Harahap, A. (2025). Peran Servicescape, Citra 

Merek, Lokasi, dan Kualitas Produk dalam Meningkatkan Kepuasan 

Pelanggan Kafe. Jurnal Bisnis Mahasiswa, 5(4), 1774–1790. 

https://doi.org/10.60036/jbm.679 

Rohaeni, H., & Marwa, N. (2018). Kualitas Pelayanan Jasa Terhadap Kepuasan 

Pelanggan. FOKUS : Publikasi Ilmiah Untuk Mahasiswa, Staf Pengajar Dan 

Alumni Universitas Kapuas Sintang, 16(1), 312–318. 

https://doi.org/10.51826/fokus.v16i1.136 

Rosadi, I. (2024). ETHICS OF BUYING AND SELLING IN THE VIEW OF THE 

QUR’AN AND AL-HADITH. Zona Law And Public Administration 

Indonesia, 2(6), 23–36. 

Saputra, S., & Yulistianis, S. R. (2019). Pengaruh Kualitas Pelayanan Terhadap 

Kepuasan Pelanggan Di Grand Setiabudi Hotel& Apartment. Jurnal Bisnis 

Dan Pemasaran, 9(2), 21–31. 

Septia, E., Fasa, M. I., & Suharto, S. (2023). Pengaruh Kualitas Pelayanan 

Terhadap Kepuasan Nasabah Bank Syariah. Jurnal Akuntansi, Manajemen, 

Bisnis Dan Teknologi (AMBITEK), 3(1), 53–62. 

https://doi.org/10.56870/ambitek.v3i1.65 

Sholihah, M., Bodroastuti, T., & Rustian, L. A. (2022). Pengaruh Harga dan 

Kualitas Produk terhadap Kepuasan Pelanggan Produk Tempe. Jurnal 

Ilmiah Aset, 24(2), 121–131. https://doi.org/10.37470/1.24.2.206 

Sholikhah, V. (2021). Manajemen Strategi Ekonomi Agribisnis Dalam Konteks 

Ilmu Ekonomi Mikro. LAN TABUR : Jurnal Ekonomi Syariah, 2(2), 113–129. 

https://doi.org/10.53515/lantabur.2021.2.2.113-129 

Siregar, A. I. (2024). Digital Marketing Dalam Menghadapi Persaingan Bisnis di 

Era Digital: Kajian Konseptual. Jurnal Ilmiah Universitas Batanghari Jambi, 

24(3), 2921. https://doi.org/10.33087/jiubj.v24i3.5678 

Soetiyono, A., & Alexander, A. (2025). Pengaruh Kualitas Layanan, Kualitas 

Produk, dan Harga Terhadap Loyalitas Pelanggan Melalui Kepuasan 

Pelanggan pada Marketplace di Indonesia. ECo-Buss, 7(3), 2055–2071. 

https://doi.org/10.32877/eb.v7i3.2148 

Soka, V. C., Kurniawati, M., Salean, D. Y., & Bunga, M. (2025). Pengaruh Brand 

Ambassador Terhadap Minat Beli Pengguna Aplikasi Shopee Dengan 

Citra Merek Sebagai Variabel Intervening (Studi Kasus Pada Pengguna 



Consumer Satisfaction in Islamic Economic Perspective: A Literature Review ......................| 17 

Jurnal Hukum dan Ekonomi Syariah, Vol. 14| Nomor 1 

Aplikasi Shopee Di Kota Kupang). GLORY Jurnal Ekonomi Dan Ilmu Sosial, 
6(2), 655–667. https://doi.org/10.70581/glory.v6i2.17646 

Solehatin, F. (2024). the Influence of Service Quality, Product Quality, and 

Customer Relationship Management on Customer Loyalty of Bank 

Muamalat Malang City. Jurnal Perbankan Syariah, 10(2), 140. 

Suhada, B., Alimuddin, A., & Aisyah, L. (2020). COVID-19 AND THE 

IMPLEMENTATION OF QAWĀ’ID FIQHIYYAH IN E-COMMERCE. 
Justicia Islamica: Jurnal Kajian Hukum Dan Sosial, 17(2), 365–381. 

https://doi.org/10.21154/justicia. 

Sulaeman, I. (2017). Kualitas Pelayanan Dan Startegi Marketing Terhadap 

Kepuasan Pada Suria City Hotel Bandung. Jurnal Lentera Bisnis, 5(2), 77. 

https://doi.org/10.34127/jrlab.v5i2.37 

Sulistiono, Hendrajaya, Sapto Supriyanto, Suitbertus Fajar Nugraha, JB 

Herimahadi, & Agatha. (2024). Pengaruh Disiplin, Kompetensi Dan 

Kinerja Karyawan Terhadap Kepuasan Pelanggan PT.Bank Perkreditan 

Rakyat Shinta Daya Yogyakarta. Journal of Tourism and Economic, 7(1), 99–

108. https://doi.org/10.36594/jtec/fv588f94 

Tri Nuryani, F., Nurkesuma Nurkesuma, & Baruna Hadibrata. (2022). Korelasi 

Keputusan Pembelian: Kualitas Produk, Persepsi Harga Dan Promosi 

(Literature Review Manajemen Pemasaran). Jurnal Ekonomi Manajemen 

Sistem Informasi, 3(4), 452–462. https://doi.org/10.31933/jemsi.v3i4.977 

Trilala, D. C., & Huda, N. (2025). PENGARUH PRODUCT QUALITY , 

PRODUCT INNOVATION, DAN QUALITY OF SERVICE TERHADAP 

CUSTOMER LOYALTY DI BATIK DEWI KUNTI JEPARA. Jurnal Maneksi 

(Management Ekonomi Dan Akuntansi, 14(3), 1422–1432. 

Usvela, E., & Qomariah, N. (2019). Pengaruh Brand Image, Kepercayaan, Dan 

Nilai Pelanggan Terhadap Kepuasan Pelanggan Herbalife. Jurnal 

Manajemen Dan Bisnis Indonesia, 5(2), 300–312. 

Vianda, S., & Fadli, M. (2025). Pengaruh Store Atmosphere, Variasi Menu dan 

Harga terhadap Kepuasan Konsumen pada Kromatik Koffie Pekanbaru. 
RIGGS: Journal of Artificial Intelligence and Digital Business, 4(2), 3057–3062. 

https://doi.org/10.31004/riggs.v4i2.973 

Yani, Y. A., Rimbano, D., & Famalika, A. (2025). Pengaruh Digital Marketing 

dan Kualitas Pelayanan Terhadap Keputusan Pembelian Produk Kopi 

Selangit dengan Kepuasan Pelanggan sebagai Variabel Moderasi. Jimmi: 

Jurnal Ilmiah Mahasiswa Multidisiplin, 2(1), 59–77. 

https://doi.org/10.71153/jimmi.v2i1.218 

Zebua, M. D., Musri, M. A., & Ichsan, R. N. (2025). Pengaruh Kualitas 

Pelayanan Dan Motivasi Terhadap Loyalitas Pelanggan Melalui Kepuasan 

Pelanggan Sebagai Variabel Intervening. RIGGS: Journal of Artificial 

Intelligence and Digital Business, 4(2), 458–464. 

https://doi.org/10.31004/riggs.v4i2.510 
 


