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	This study aims to analyze the effect of product quality and service quality on customer satisfaction at Waroeng Special Sambal customers in West Jakarta. The variables used in this study are product quality and service quality as exogenous, and customer satisfaction as endogenous. The sample selection used probability sampling method with incidental sampling technique and the sample in this study were 120 respondents who were customers of Waroeng Special Sambal in West Jakarta. The data processing method used is the Structural Equation Modeling (SEM) method using IBM AMOS 22 software.
The results of this study indicate that product quality has a positive and significant effect on customer satisfaction with an estimated value of 0.302, where these results prove that food and beverage products at Waroeng Special Sambal produce satisfaction from their customers. Then the following results show that Service Quality has a positive and significant effect on Customer Satisfaction with an estimated value of 0.503, where these results prove that the services provided by the employees or the Waroeng Special Sambal facilities have resulted in satisfaction from their customers.
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 INTRODUCTION
One of the many businesses that are growing rapidly even in times of crisis is the culinary business. Because basically food is one of the basic human needs that must be met, so if food and beverages are still a priority, the culinary business will continue to grow and develop. The development of the culinary business is followed by many restaurants that have sprung up such as regular restaurants, fast food restaurants and complete restaurants. The menus and facilities offered are also growing, ranging from places to simply enjoy home cooking with simple menus to luxury restaurants serving a variety of unique and international menus.
When consumers do culinary, of course they will choose a restaurant that can provide satisfying products and services according to their wishes. So many restaurants are competing to create products and provide maximum service to their customers. However, even though it has good quality products and services, it does not necessarily make consumers satisfied. According to (Cucu Sumartini & Fajriany Tias, 2019) that customer satisfaction is a feeling of pleasure or disappointment for customers and is a comparative assessment that arises after a comparison between perceptions of the performance of a product and its expectations. (Sumartini's grandson & Fajriany Ardining Tias, 2019) This means that if customer satisfaction is achieved, it means that product quality and service quality can meet consumer expectations, causing consumers to make repeat purchases and increase the number of sales. 
The quality of products and services rests on efforts to satisfy customer desires or demands based on customer expectations. Companies must provide satisfaction to their customers if they want to win the competition, because if customers are not satisfied, they will leave the company and move to become customers of competing companies. (Supranto, 2011:12). 
Waroeng Special Sambal "SS" is one of the restaurant brands that serves a variety of fresh chili and Indonesian specialties. In 2002, Mr. Yoyok Hery Wahyono founded the first Waroeng Special Sambal "SS" in Yogyakarta with the Waroeng Tent concept which has a characteristic in the form of a menu of various kinds of chili sauce. Special Waroeng Sambal "SS" has 98 branches spread across several regions in Indonesia. Waroeng Branch Special Sambal "SS" in this study is located in Grogol Petamburan, Tanjung Duren Utara in West Jakarta. Waroeng Special Sambal "SS" in West Jakarta provides a variety of chili sauce and side dishes. Waroeng Special Sambal "SS" in West Jakarta provides a variety of choices of chili sauce and side dishes. The first step taken by Waroeng Special Sambal "SS" in West Jakarta in attracting customers who love spicy dishes by issuing the slogan "Pedas Abis" But behind it there are some opinions from the authors' friends as a special Waroeng customer Sambal "SS" said about the experience they got while visiting Waroeng's special restaurant Sambal "SS" in West Jakarta, that the product from Waroeng Special Sambal "SS" on West Jakarta is basically quite varied and delicious, but complaining about sambal, sometimes less consistent, spicy taste is sometimes less spicy or not spicy. Some employees often do not provide greetings to consumers when they enter Waroeng Special Sambal "SS", and sometimes employees do not tell first that food / beverage stocks have run out when customers have been waiting for orders, and lack of comfort at the time of the queue because the waiting chair provided is very lacking and slowly presents orders given to customers.
From the problems and gaps above, this study aims to determine the effect of product quality and service quality partially on customer satisfaction at Waroeng Special Sambal "SS" West Jakarta, and intends to re-clarify the determinants of customer satisfaction so that it can contribute to Waroeng Special Sambal "SS" in West Jakarta to be considered in carrying out marketing strategies related to these determining factors.
METHOD
Product Quality
A product according to (Kotler & Armstrong, 2001) in (Faradiba & Astuti, 2013) is something that can be offered to the market to get attention, be purchased, used, and consumed by customers so as to satisfy their wants or needs. Product quality according to (Kotler and Armstrong, 2004:283) in (Widjoyo, 2014) is a characteristic of goods and services that have reliability, accuracy, convenience, maintenance, ability to meet needs, and other attributes of a product. The product quality is compatibility and conformity with applicable specifications and standards, suitable or satisfied for use, can satisfy desires, meet needs and expectations at competitive costs (Hutchin, 2002:287). A product that has good quality will certainly give satisfaction to customers. If this can be maintained by producers, it will provide benefits in terms of financial and customer loyalty. 
The quality of food products is somewhat different from the quality of goods because the quality of food is directly perceived by consumers. According to (Bartono,2005) in suggests that "the quality of food is determined by several quality indicators including: 1) Good and appropriate portions with standard serving portions, 2) Delicious taste because of the right recipe standards, 3) Appearance that is good on a plate, 4) A high level of hygiene and cleanliness, 5) Punctuality or the right timing in serving. 
Service Quality
Service quality is a customer's assessment of the quality of service received and felt based on what is imagined in his mind. Quality of service is the benefit that a company offers to consumers, which is essentially intangible and does not result in the ownership of anything. According to (Tjiptono.2007) in (Ibrahim & Thawil, 2019) explains that service quality is a form of company efforts to meet consumer needs and desires as well as supply accuracy and balance to consumer expectations. Customers will turn to service providers who are better able to understand their specific needs and provide better service. The dimensions of service quality according to (Lupiyoadi, 2013) in (Trianah et al., 2017) consist of: 1) Tangible, which focuses on physical elements of service such as physical facilities, location, equipment, and equipment used, 2) Reliability, is the ability to provide services. to what has been promised in accordance with customer expectations, such as timeliness, the same service to all customers, a sympathetic attitude and high accuracy, 3) Responsiveness, namely the willingness to help and provide fast and precise service to customers with clear information, 4) Assurance, is the ability of employees to create and grow customer trust and confidence in the company, 5) Empathy, is sharing what is thought, felt, and the situation experienced by customers including concern for customer knowledge, desires, and needs. 
Customer Satisfaction
According to (Kotler & Keller, 2016:138) that customer satisfaction is the feeling of pleasure or disappointment of a customer that arises after comparing expectations with the reality obtained. High customer satisfaction or pleasure creates an emotional bond with them or the company concerned. Meanwhile, according to (Tjiptono & Chandra, 2012 p.59) in (Mahira et al., 2021) states that customer satisfaction is the customer's emotional response to aspects such as expectations of the product, the experience of using the product, and so on. The response occurs at certain times such as after choosing or using the product. The definition of customer satisfaction according to (Alma Buchori, 2011) in (Gunawan et al., 2020), is a function of perceived performance and expectations. If the product or service purchased is in accordance with what consumers expect, it will get satisfaction. Conversely, if the product or service purchased is not in accordance with what consumers expect, dissatisfaction and feelings of disappointment will arise. 
Based on the opinions of the experts mentioned above, it can be seen that customer satisfaction is closely related to two things, namely: expectations and results received by consumers. The characteristics of satisfied consumers according to (Kotler & Keller, 2016: 48), are as follows: 1) Loyal to products and services, 2) There is positive word communication, 3) The existence of the company is considered the main thing in buying products or services. 
Product Quality and Customer Satisfaction
Previous research conducted (Yungga & Sunarsi, 2020) concluded that hypothesis testing (t test) of product quality had a significant effect on customer satisfaction. Similarly, the research conducted (Khasan et al., 2021) concluded that there was a partial effect of Product Quality and Service Quality variables on Consumer Satisfaction. The results of hypothesis testing in research (Khairusy & Febriani, 2020) conclude that product quality affects customer satisfaction. Testing the research hypothesis (Hartadi & Husda, 2020) also stated that there was a positive and partially significant effect between product quality on customer satisfaction.
H1: Product quality partially positive and significant effect on customer satisfaction.
Service Quality and Customer Satisfaction
Hypothesis testing in research (Asti & Ayunungtyas, 2020) concluded that service quality has a significant effect on customer satisfaction in a positive direction, meaning that the higher the quality of service provided, the higher the customer satisfaction. Similarly, the results of the research hypothesis testing conducted (Santoso & Khuzaini, 2021) concluded that service quality has a positive and significant effect on customer satisfaction. (Santoso & Khuzaini, 2021).
The conclusion of the research (Ilmi & Khuzaini, 2021) states that the service quality variable has a positive and significant effect on customer satisfaction Customers have a positive response to the quality of service provided by the company, meaning that if there is an increase in the quality of service to customers, it will have an impact on customer satisfaction, because customers always judge a service received with customer expectations. 
H2: Service quality partially has a positive and significant effect on customer satisfaction.
The conceptual framework of this research is as follows:
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Source: Development of the researcher.
Figure 1 Conceptual Framework.
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Research Design
This research is a quantitative and causal research with Structural Equation Modeling (SEM) as a data analysis technique. According to (Sugiono, 2010) that the SEM technique is basically to get a structural model. The obtained model can be used for prediction or model proof. 
Population and Sample
The population according to (Husein Umar, 2002:136) in (Sasangka & Rusmayadi, 2018) is a collection of groups that have the same characteristics and opportunities to be selected as sample members. The population of this research is the customers of Waroeng Special Sambal "SS" in West Jakarta. The sampling method used probability sampling with incidental sampling technique, where every customer who happened to meet the researcher and was deemed worthy could be used as a sample (Sugiyono.2016:85). The sample size of this study uses a minimum sample, namely the number of indicators multiplied by 5 to 10 for each parameter estimated (Hair, 2010:176) in (Setyo, 2017). The sample of this research that is fulfilled is 20 x 6 = 120 samples.
Operationalization and Measurement of Variables
The data measurement method used a Likert scale. According to (Maholtra, 2016: 282), each statement item has seven levels of measurement from (1) to (6). The questionnaires obtained from the respondents were 120 questionnaires and none of the questionnaires were canceled.
Analysis Techniques
The data processing method uses Structural Equation Modeling (SEM). According to (Ghozali, 2011) in (Fitriyana et al., 2013) that SEM can jointly test the structural model of the relationship pattern between exogenous and endogenous latent constructs. The stages are model specification, identification, estimation, and fit testing. The application used to process data and statistical analysis is IBM SPSS AMOS 22.
DISCUSSION
The specification of this research model consists of 3 variables, 2 hypotheses, and 20 indicators. After processing the data, it shows that all indicators in the study meet the requirements, so that all indicators are tested at a later stage whether there is a relationship between the variables in the model. According to (Hair, 2010: 193) each construct must have 3 indicators and both have 4 indicators. 
Constructions that have less than 3 indicators will be under-identified. To identify the model, there are 3 categories as determining factors, namely under-identified, just-identified, and over-identified. To determine the category of data owned, it can be done by looking at the Degrees of Freedom contained in table 1.
[image: ]Table 1 Computation Degree of Freedom.


Source: Results of data processing with AMOS 22.
In table 1, it can be explained that the model category is the result of Degree of Freedom (DF > 0), so that the data is included in the over-identified and positive category. The next stage is re-testing the validity and reliability tests on all respondents obtained through online questionnaires.
Validity and Reliability Test (Pre-Test) 
Before distributing all indicators, validity and reliability tests were carried out on several indicators as an initial test. The sample needed to test the initial indicators is 30 respondents (Sujarweni 2015: 192). The validity test results (Pre-Test) are presented in Table 2.

[image: ]Table 2 Validity Test Result (Pre-Test).



















Source: Results of data processing with SPSS 23.
Table 2 explains the results of the Pre-test Validity Test, that all Product Quality, Service Quality and Customer Satisfaction indicators are declared valid, because they meet the requirements for KMO value > 0.5, significance < 0.005, MSA value > 0.5, loading factor ≥ 0, 7.
To measure the consistency of the indicator construct used reliability test. The limit value is seen from Cronbach's Alpha (0.70), if it exceeds the limit, it is declared reliable, consistent and relevant to the variable The results of the reliability test (pre-test) are in Table 3.
[image: ]Table 3 Reliability Test Results (Pre-Test).



Source: Results of Data Processing with SPSS 23.
Validity and Reliability Test (Measurement)
According to (Hair et al, 2014) in (Sudirman et al., 2020), that a variable that has good validity is having a standardized loading factor (SLF) ≥ 0.5. However, SLF has an ideal value of ≥ 0.7. If a variable has a standardized factor loading ≥ 0.5 then the variable can be said to have good validity. The reliability test was carried out by looking at the Average Variance Extended (AVE) and Construct Reliability (CR) values. Each value has good reliability if AVE ≥ 0.5 and CR ≥ 0.7 [24] The validity test and the reliability test (measurement) can be seen in table 4.
Table 4 Validity and Reliability Test – Measurement
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Source: Results of data processing with AMOS 22.
Table 5 shows that all indicators of each variable are declared valid and reliable because validity meets the required standards having a factor loading ≥ 0.5 and reliability having AVE ≥ 0.5 and CR ≥ 0.7.
Goodness of Fit (GOF)
The Goodness of Fit test is to find out the specifications of the model with sample data. GOF evaluation is carried out through several levels, namely overall model fit, measurement model fit, and structural model fit. From this test, it can be determined how well the research model specifications are with the sample data or observed (Santoso,2011) in (Siagian & Wijoyo, 2021) [25] The evaluation model can be said to be good fit if it has a value of The Minimum Sample Discrepancy Function (CMIN/DF) ≤ 2.0, Goodness of Fit Index (GFI) ≥ 0.90, The Root Mean Square Error of Approximation (RMSEA) ≤ 0.08, and Adjusted Goodness of Fit (AGFI) ≥ 0.90. Table 5 describes the results of the analysis of several GOF indices.  
[image: ]Table 5 Goodness of Fit Research Results




Source: Results of data processing with AMOS 22.
Table 5 explains that the CMIN/DF index has a good fit model evaluation, because the cut of value index of 1.604 is less than the standard indicated ≤ 2.0. The GFI index has a marginal model evaluation, because the cut of value index of 0.853 is below the implied standard of ≥ 0.90. The RMSEA index has a good fit model evaluation, because the cut of value index is 0.068 which is lower than the required standard ≤ 0.08. Meanwhile, AGFI has an evaluation of the Good Fit model of 0.986 because the cut of value index is higher than the standard indicated ≥ 0.90. These results show that almost all of the model fit criteria are already on the good fit criteria, but there are some model fit criteria that are still on the marginal criteria.  
Hypothesis Test Results
Hypothesis testing was carried out to determine the significance by looking at the value (𝜌) of the overall model on the variables that have causality between endogenous and exogenous variables. The results of hypothesis testing are determined by looking at the estimated value and 𝜌. If the estimated value is positive and 𝜌 < 0.05, then the hypothesis is proven to be significant and is supported by the data (Ho is rejected). Meanwhile, if the estimated value is negative and 𝜌 > 0.05, then the hypothesis is not proven significant and is not supported by the data (Ho is accepted). Table 6 describes the data analysis model
[image: ]Table 6 Output Regression




Source: Results of data processing with AMOS 22.
Table 6 explains that the Product Quality variable has a positive effect on Customer Satisfaction because it has a positive value in the estimation result of 0.302, the value of Critical Ratio (3.665 > 1.96), and the value 𝜌*** is smaller than the required standard (𝜌 < 0.05). So it can be stated that product quality has a positive effect on customer satisfaction and is supported by data. While the Service Quality variable has a positive effect on customer satisfaction because it has a positive value in the estimated results of 0.503, the critical ratio value is (5.934 > 1.96), and the value 𝜌*** is smaller than the standard required (𝜌 < 0, 05). So it can be stated that service quality has a positive effect on customer satisfaction and is supported by data.
Discussion
All data analysis results show that all variables and indicators have been proven valid and reliable. The results of structural model testing show that 2 hypotheses are proven to have an effect and are supported by data. The results of the output regression table analysis state that product quality has a positive and significant effect on customer satisfaction. This proves that the product quality hypothesis produced by Waroeng Special Sambal "SS" in West Jakarta has a positive and significant effect on customer satisfaction. Consumers are satisfied with the products offered by Waroeng Sambal Special "SS" in West Jakarta, which in fact customers like spicy food according to Indonesian tongues, delicious food taste, and various menus offered. The results of this study are in accordance with research conducted (Maramis et al., 2018) that product quality partially has a positive and significant effect on consumer satisfaction. 
Likewise, the results of the output regression table analysis state that the service quality hypothesis has a positive and significant effect on customer satisfaction. This proves the hypothesis that the quality of service provided by Waroeng Sambal Special "SS" has an influence on customer satisfaction. Customers are satisfied with the services provided such as friendly service, employees have good communication with customers. The results of this study are supported by research (H. Nofrianda, 2019), that service quality has a positive and significant effect on customer satisfaction, which means that the better the service quality, the higher the customer satisfaction. 
This study only analyzes product quality, service quality and customer satisfaction. Many other factors can affect customer satisfaction, such as price, promotion, location and other factors, so that further researchers are expected to develop this research, increase the number of respondents, and examine other factors not examined in this study, such as price, promotion, location, and more. With the limitations of this research methodology related to the research design, sample, and this simple model can be added by researchers in future research.
5. CONCLUSIONS AND SUGGESTIONS
It can be concluded that product quality and service quality partially have a positive and significant effect on customer satisfaction at Waroeng Sambal Special "SS" West Jakarta.
The author's suggestion to Waroeng Sambal Special "SS" West Jakarta, is to improve the quality of products and services that are already good so that customer satisfaction is maintained, such as adding more attractive menus, saving packages, increasing employee friendliness to customers, maintaining cleanliness and comfort, and having better facilities such as clean toilets and more parking spaces. Meanwhile, suggestions for further researchers who want to examine product quality, service quality, and customer satisfaction are expected to be able to find sources and references to add research indicators so that research results can be better and more complete.
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