~ A Service of
’. b Leibniz-Informationszentrum

.j B I l I Wirtschaft
) o o o Leibniz Information Centre
Make YOUT PUbllCCltlonS VZSlble. h for Economics ' '

Nofrizal et al.

Article
The key to success increasing customer satisfaction of
SMEs product souvenir food

Cogent Business & Management

Provided in Cooperation with:
Taylor & Francis Group

Suggested Citation: Nofrizal et al. (2022) : The key to success increasing customer satisfaction of
SMEs product souvenir food, Cogent Business & Management, ISSN 2331-1975, Taylor & Francis,
Abingdon, Vol. 9, Iss. 1, pp. 1-11,

https://doi.org/10.1080/23311975.2022.2084897

This Version is available at:
https://hdl.handle.net/10419/288861

Standard-Nutzungsbedingungen: Terms of use:

Die Dokumente auf EconStor durfen zu eigenen wissenschaftlichen Documents in EconStor may be saved and copied for your personal
Zwecken und zum Privatgebrauch gespeichert und kopiert werden. and scholarly purposes.

Sie durfen die Dokumente nicht fiir 6ffentliche oder kommerzielle You are not to copy documents for public or commercial purposes, to
Zwecke vervielféltigen, 6ffentlich ausstellen, 6ffentlich zugénglich exhibit the documents publicly, to make them publicly available on the
machen, vertreiben oder anderweitig nutzen. internet, or to distribute or otherwise use the documents in public.
Sofern die Verfasser die Dokumente unter Open-Content-Lizenzen If the documents have been made available under an Open Content
(insbesondere CC-Lizenzen) zur Verfiigung gestellt haben sollten, Licence (especially Creative Commons Licences), you may exercise
gelten abweichend von diesen Nutzungsbedingungen die in der dort further usage rights as specified in the indicated licence.

genannten Lizenz gewahrten Nutzungsrechte.

-. https://creativecommons.org/licenses/by/4.0/
Mitglied der
WWW.ECOMSTOR.EU K@M 3
. J . Leibniz-Gemeinschaft


https://www.econstor.eu/
https://www.zbw.eu/
http://www.zbw.eu/
https://doi.org/10.1080/23311975.2022.2084897%0A
https://hdl.handle.net/10419/288861
https://creativecommons.org/licenses/by/4.0/
https://www.econstor.eu/
https://www.leibniz-gemeinschaft.de/

Taylor & Francis
C'ﬁ‘gent Tdyk%{&fmnﬂ\(.roup

business .
obe Ll Cogent Business & Management

Rz ISSN: (Print) (Online) Journal homepage: www.tandfonline.com/journals/oabm20

The key to success increasing customer
satisfaction of SMEs product souvenir food

Nofrizal, Nurhayani Lubis, Sucherly, Undang Juju, Arizal N & Wita Dwika
Listihana

To cite this article: Nofrizal, Nurhayani Lubis, Sucherly, Undang Juju, Arizal N & Wita Dwika
Listihana (2022) The key to success increasing customer satisfaction of SMEs product souvenir
food, Cogent Business & Management, 9:1, 2084897, DOI: 10.1080/23311975.2022.2084897

To link to this article: https://doi.org/10.1080/23311975.2022.2084897

a © 2022 The Author(s). This open access
article is distributed under a Creative
Commons Attribution (CC-BY) 4.0 license.

ﬁ Published online: 12 Jun 2022.

N
[:J/ Submit your article to this journal &

E

Article views: 3135

O

View related articles &'

View Crossmark data &'

®

o
=2
3

oy

Citing articles: 1 View citing articles &

Full Terms & Conditions of access and use can be found at
https://www.tandfonline.com/action/journallnformation?journalCode=oabm?20


https://www.tandfonline.com/action/journalInformation?journalCode=oabm20
https://www.tandfonline.com/journals/oabm20?src=pdf
https://www.tandfonline.com/action/showCitFormats?doi=10.1080/23311975.2022.2084897
https://doi.org/10.1080/23311975.2022.2084897
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/action/authorSubmission?journalCode=oabm20&show=instructions&src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2022.2084897?src=pdf
https://www.tandfonline.com/doi/mlt/10.1080/23311975.2022.2084897?src=pdf
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2022.2084897&domain=pdf&date_stamp=12 Jun 2022
http://crossmark.crossref.org/dialog/?doi=10.1080/23311975.2022.2084897&domain=pdf&date_stamp=12 Jun 2022
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2022.2084897?src=pdf
https://www.tandfonline.com/doi/citedby/10.1080/23311975.2022.2084897?src=pdf

Nofrizal et al., Cogent Business & Management (2022), 9: 2084897
https://doi.org/10.1080/23311975.2022.2084897

CrossMark

Received: 16 September 2021
Accepted: 10 May 2022

*Corresponding author: Nofrizal
Faculty of Economic, Universitas
Lancang Kuning, Indonesia.
E-mail: Nofrizalfe@unilak.ac.id

Reviewing editor:
Iman Rahimi, University of
Technology Sydney, Australia

Additional information is available at
the end of the article

cogent--0a

<k cogent

business &
mManagement

MARKETING | RESEARCH ARTICLE

The key to success increasing customer
satisfaction of SMEs product souvenir food

Nofrizal*, Nurhayani Lubis?, Sucherly®, Undang Juju®, Arizal N> and Wita Dwika Listihana®

Abstract: The purpose of this study was to find and test the key success factors for
increasing consumer satisfaction in the small and medium industry of souvenir food
products in Pekanbaru City, Indonesia by examining the variables of product
uniqueness, product completeness, Buying Decision and consumer satisfaction so
as to increase business profits. The problem of this study is to find the direct and
indirect effects of the variables of product uniqueness, product completeness,
Buying Decision and consumer satisfaction of souvenir food products. The popula-
tion is all consumers who buy food products by the city of Pekanbaru but It is not
known the total population. So, the sampling technique uses categories that are not
known to the population using the isac k theory with the results of calculations
using the formula as many as 173 consumers. sampling technique using propor-
tional sampling. The data used in this study are primary and secondary data using
a questionnaire. The measurement scale used is a 5-point Likert scale. The analysis
of the data obtained was tested for its reliability validity and hypothesis testing was
carried out with Structural Equation Modeling (SEM). The results of the study all
factors have a significant influence but on several factors that are not significant,
namely the uniqueness of the product on Buying Decision and product complete-
ness on consumer satisfaction through Buying Decision

Subjects: Services Marketing; Marketing Research; Sales; Consumer Behaviour;
Relationship Marketing

Keywords: Product uniqueness; product completeness; Buying Decision; consumer
satisfaction

1. Introduction

Tourism activities have become a necessity for everyone. Then talking about tourism, culinary and
souvenirs will not be separated from tourism activities. Culinary and souvenirs in each region
certainly has its own uniqueness and differences. This uniqueness is what attracts everyone to do

PUBLIC INTEREST STATEMENT

This research is very helpful for the general public to find out what is factors can increase consumer
satisfaction. The general public can find out why they are willing to spend money to buy souvenir food
products which so far have only been limited to buying products and consuming them, without knowing
the process of a product being created until it is offered to consumers. In this article, the general public
can find out the reason why a consumer is satisfied with a souvenir food product, including the factors
of completeness of the product into consideration. The public is satisfied with shopping for souvenir food
products, this is because consumers only have little time to shop because they have to continue.
Therefore, the manager of a gift shop must completeness/variant/type of product. Furthermore, the
unigueness of the product is important for consumers to show the origin of the souvenir food product
and if the consumer is satisfied, a purchase decision again.

© 2022 The Author(s). This open access article is distributed under a Creative Commons
Attribution (CC-BY) 4.0 license.
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culinary tours and souvenir shopping tours when visiting an area. Pekanbaru City is one of the cities
that is developing in the tourism sector. The tourists who come to Riau are more likely to want to
experience culinary tours and souvenir shopping tours. The number of food industries in Riau
province with small industrial scale is 3,972 business units, medium industry is 82 business units
and large industry is 165. So with this data the condition of the food industry in Riau province is low
compared to other provinces. The condition of the Pekanbaru small and medium industry wor-
sened in 2019, the first Covid outbreak appeared in China, spreading throughout the world,
including Indonesia and Pekanbaru City. Nationally, the economic impact of the COVID-19 pan-
demic has reduced the sales turnover of business actors; large businesses, MSMEs and street
vendors up to 80 percent (Effendy, 2020) As a result, companies and business actors are no longer
able to bear all operational costs and consumers’ inability to buy due to restrictions and layoffs. As
a result of the implementation of PSBB resulting in changes in consumer behavior when product
buyers, namely; Selective on price, tends to staple products, shop online and shop in bulk to get
discounts. Therefore, it is important for researchers to conduct a study on consumer Buying
Decision when buying souvenir food products from the City of Pekanbaru during the Covid 19
pandemic for the development of Riau souvenir food products in the future.

2. Theoretical development and research hypotheses

Product uniqueness. Uniqueness will provide a distinct advantage, because these products cannot
be compared directly with competitors’ products. This uniqueness will be difficult for competitors
to imitate because competitors cannot gain access to that source of knowledge. According to
(Salim, 2010) The uniqueness of the product is that the supplier produces very specific products so
that the company has a higher bargaining position compared to companies whose products are
commodity products. The uniqueness of the product is the added value that makes the product
stand out from other competitors. According to (Cooper & K, 1990) product uniqueness basically
comes from research to meet customer needs which involves innovation and high technology.
Uniqueness is considered important because uniqueness makes the finished product different from
most products. Completeness of the product is something that can be offered to the market for
attention. According to (Vocke Poli, Paulus Kindangen, 2015) Uniqueness can be in the form of
product form, product taste, packaging or presentation. The completeness of the product includes
the depth, breadth and quality of the products offered and the availability of the products offered
at each store (Utami, 2012)

Meanwhile, according to (P. Kotler, 2000) the provision of good product complements is not
only attractive but must be able to attract customer attention but must be diverse, product
diversity has a relationship with our consumer behavior in making purchases. According to
(Raharjani, 2005) completeness of the product includes the variety of goods sold in the market
and the availability of goods as for several indicators of completeness of the product, namely
product diversity, product variety, product availability and types of brands available. According to
(Gilbert, 2003) important factors of the completeness of the products being sold are Variety, Width
or Breath, Depth, Consistency, Balance. According to (Aminullah et al,, 2018) on the relationship
between product uniqueness and product completeness. Then the hypothesis proposed as.

Hypothesis 1. The uniqueness of the product has an influence on the completeness of the product

Based on the previous theory about product uniqueness, it has been explained in the first part
which was conveyed by (Salim, 2010; Varbanova, 2012), (Cooper & K, 1990) about the definition
and importance of product uniqueness. According to (Kotler, Philip dan Amstrong, 2014) Buying
Decision are consumers’ resistance to determine their choices when purchasing products to
consuming products/services. Purchases can be made in person or through other people.
According to (P. and K. L. K. Kotler, 2016) The following indicators of the buying process of
a product can be seen from the following characteristics, namely need recognition, information
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search, evaluation of alternatives, purchase decisions and post-purchase behavior. According to
(Tjiptono, 2014) Buying Decision are actions taken by consumers to buy products/services where
each decision is determined by the activity. According to (Sugiyarti et al., 2018) product uniqueness
has an influence on Buying Decision, according to (Tugulea et al., 2018) product uniqueness has
a relationship with Buying Decision. And (Lee et al.,, 2018). According to (Permana & Ramdan,
2019) that the uniqueness of the product has an influence on Buying Decision. Then the hypothesis
is proposed as follows:

Hypothesis 2. The uniqueness of the product has an influence on Buying Decision

According to (P. Kotler, 2000) the provision of good product complements is not only attrac-
tive but must be able to attract customer attention but must be diverse, product diversity has
a relationship with our consumer behavior in making purchases. According to (Raharjani, 2005)
completeness of the product includes the variety of goods sold in the market and the availability of
goods as for several indicators of completeness of the product, namely product diversity, product
variety, product availability and types of brands available. According to (Gilbert, 2003) important
factors of the completeness of the products being sold are Variety, Width or Breath, Depth,
Consistency, Balance. According to (Kotler, Philip dan Amstrong, 2014) Buying Decision are con-
sumers’ resistance to determine their choices when purchasing products to consuming products/
services. Purchases can be made in person or through other people. According to (P. and
K. L. K. Kotler, 2016) The following indicators of the buying process of a product can be seen
from the following characteristics, namely need recognition, information search, evaluation of
alternatives, purchase decisions and post-purchase behavior. According to (Tjiptono, 2014)
Buying Decision are actions taken by consumers to buy products/services where each decision is
determined by the activity. The results of the study show that there is a relationship between the
completeness of the product and the Buying Decision made by (KIM & YANG, 2020) and (Harahap
et al, 2018b) completeness of the product has an influence on the USU small tax industry.
Research results from (Amanah et al., 2018) also shows a significant value of product complete-
ness on Buying Decision at tokopedia.com. While the research results from (Parmana et al.,, 2019)
that the completeness of the product has an influence on Buying Decision for furniture in Bogor.
Then the hypothesis is proposed as follows:

Hypothesis 3. Completeness of the product has an influence on Buying Decision

According to (Kotler, Philip dan Amstrong, 2014) Purchasing decision is the stage where
consumers determine their choices when purchasing products to consuming products/services.
Purchases can be made in person or through other people. According to (P. and K. L. K. Kotler,
2016) The following indicators of the buying process of a product can be seen from the following
characteristics, namely need recognition, information search, evaluation of alternatives, pur-
chase decisions and post-purchase behavior. According to (Tjiptono, 2014) Buying Decision are
actions taken by consumers to buy products/services where each decision is determined by the
activity. According to (Keller & L, 2012) Customer satisfaction is a feeling of pleasure or disap-
pointment that arises when comparing perceived performance with customer expectations.
Meanwhile, according to (Umar, 2012) customer satisfaction is the level of consumer feelings
after comparing reality with expectations, while according to (Nugroho, 2003) customer satisfac-
tion is an important element in order to improve the marketing performance of a company.
According to (Sangadiji, Etta Mamang, 2013) customer satisfaction is able to create a good basis
for repeat purchases and the creation of consumer loyalty. According to (Rondonuwu, 2013)
mentions several indicators of consumer satisfaction, namely the fulfillment of consumer expec-
tations, attitudes and desires to use the product again, recommending to others, service quality,
loyalty, good reputation and location. The results of research conducted by According to (Viloria
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& Pastor, 2021) and (Nurul et al., 2020) Buying Decision have an influence on consumer satisfac-
tion Super Market 212 Gowa. Research result (Kusno et al., 2021) Purchase decisions have an
influence on consumer satisfaction of organic rice in Indonesia. Then the hypothesis is proposed
as follows:

Hypothesis 4. Purchase decisions have an influence on consumer satisfaction

According to (P. Kotler, 2000) the provision of good product complements is not only
attractive but must be able to attract customer attention but must be diverse, product diversity
has a relationship with our consumer behavior in making purchases. According to (Raharjani,
2005) completeness of the product includes the variety of goods sold in the market and the
availability of goods as for several indicators of completeness of the product, namely product
diversity, product variety, product availability and types of brands available. According to (Gilbert,
2003) important factors of the completeness of the products being sold are Variety, Width or
Breath, Depth, Consistency, Balance. According to (Keller & L, 2012) Customer satisfaction is
a feeling of pleasure or disappointment that arises when comparing perceived performance
with customer expectations. Meanwhile, according to (Umar, 2012) customer satisfaction is the
level of consumer feelings after comparing reality with expectations, while according to
(Nugroho, 2003) Customer satisfaction is an important element in order to improve the marketing
performance of a company. According to (Sangadji, Etta Mamang, 2013) customer satisfaction is
able to create a good basis for repeat purchases and the creation of consumer loyalty. According
to (Rondonuwu, 2013) mentions several indicators of customer satisfaction, namely the fulfill-
ment of consumer expectations, attitudes and desires to use the product again, recommending
to others, service quality, loyalty, good reputation and location. The results of previous studies
that were carried out showed that there was an effect of product completeness on consumer
satisfaction by (Khairi, 2017),(Korowa et al., 2018),(Harahap et al.,, 2018a) Then the proposed
hypothesis

Hypothesis 5. Completeness of the product has an influence on consumer satisfaction

Hypothesis 6. The uniqueness of the product has a significant indirect effect on consumer satisfac-
tion through product completeness.

Hypothesis 7. The uniqueness of the product has a significant indirect effect on consumer satisfac-
tion through Buying Decision.

Hypothesis 8. Completeness of the product does not have a significant indirect effect on consumer
satisfaction through Buying Decision

3. Research methods

The population is all consumers who buy food products by the city of Pekanbaru but It is not known
the total population. So, the sampling technique uses categories that are not known to the
population using the isac micheal theory with the results of calculations using the formula as
many as 173 consumers. sampling technique using proportional sampling. The data used in this
study is primary data using a questionnaire. The measurement scale used is a 5-point Likert scale.
The operational variables of this research are product uniqueness, product completeness, Buying
Decision and consumer satisfaction. Analysis of the data obtained was tested for the validity of its
reliability and hypothesis testing was carried out using Structural Equation Modeling (SEM) by
going through several stages 1)Theoretical Model Development, 2) Development Flowchart (Path
Diagram), 3) Convert Flowcharts into Structural Equations and Measurement Models, 4) Selecting
the Type of Input Matrix and Estimated Proposed Model, 5) Possible Identification Problems, 6)
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Evaluation of Goodness of Fit Criteria, 7) Interpreting Test Results and Model Modification all of the
SEM using AMOS 21 software.

4. Results and discussion

Based on the results of the descriptive analysis, the majority of respondents answered strongly
agree about the product uniqueness variable with a mean value of 4.0417. Furthermore, for the
variable completeness of consumer products, they answered that they agreed with a mean value
of 3.8875. Meanwhile, the purchasing decision variable is dominated by the consumer’s answer
agreeing with a mean value of 4.0963. And the variable of consumer satisfaction is 4.0900 which is
still categorized as agree.

4.1. Validity and reliability test

Validity test is used to determine whether the measuring instrument compiled can be used to
measure what will be measured accurately. An item is said to be valid if the corrected item-total
correlation value is greater than r table with df = 173-2 = 0.1493 and a significance level of 0.05.
Based on the results of testing the data, it can be seen that the corrected item-total correlation
value is greater than 0.1493, so all the question items used are valid and feasible for testing. The
reliability test is intended to determine the consistency of the measuring instrument in its use.
A measuring instrument is said to be reliable if in several times the measurement of the same
group or subject obtains relatively the same results, as long as the aspects within the group or
subject being measured have not changed. To achieve this, a reliability test was carried out using
Cronbach’s alpha method with a value above 0.60. Based on the results of testing the measuring
instruments used in this study, the Cronbach’s alpha value generated by processing using SPSS
assistance is above 0.60, so the instruments used in this study are declared reliable or consistent
when used several times.

4.2. Model fit test

The model will be tested for model suitability which aims to determine whether the construct of
the model is fit or not from each variable or the entire model, if the results of the conformity test
are the model is not fit, modifications will be made until the model becomes fit. Testing the
suitability of the service quality variable model in the study, several parameters that emerged from
the model suitability test include Probability Level, Goodness of fit index (GFI), Adjusted Goodness
of Index (AGFI), RMSEA, Comparative fit index (CFI), TuckerLewis Index (TLI), Normo fit index (NFI)
shows that the RMR parameter is declared fit. It is used to determine the value of the loading
factor of the indicator.

4.3. Model structure

The suitability of this research model is shown in Table 1 which has been processed using the
model suitability test application, namely AMOS 21. The results of the model suitability test in

Table 1. Goodness of fit

Goodness of fit index Cut of Value Indicator value Conclusion
Chi-Square (X2) Close to O 52.124 Goodness of Fit
Probability >0.050 0.070 Goodness of Fit
CMIN/DF . <2.000 1.737 Goodness of Fit
GFI >0.900 0.942 Goodness of Fit
AGFI 20.900 0.894 Marginal Fit

TLI 20.950 0.974 Goodness of Fit
CFI >0.950 0.983 Goodness of Fit
RMSEA ' <0.80 0.06 Adequate Fit

Source: (Processed data, 2021)
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Figure 1. Model Structure SEM

Table 1 include Probability Level, Goodness of fit index (GFI), Adjusted Goodness of Index (AGFI),
RMSEA, Comparative fit index (CFI), Tucker-Lewis Index (TLI), Normal fit index (NFI).

4.4. Discussion
In this section, the results of the study will be discussed with the results of several previous studies
related to product uniqueness, product completeness, Buying Decision and consumer satisfaction.

Hypothesis 1. The uniqueness of the product has an influence on the completeness of the product.

Based on the results of Table 2 shows that the uniqueness of the product has a significant
influence on the completeness of the product with a value of 0.000 < 0.50 so that the H1

Table 2. Result hypothesis test
Estimate S.E CR P Conclusion

Product .835 .069 12.149 x Significant
Accessories <—
Product
Uniqueness

Buying .020 .285 .070 945 No Significant
Decision<—
Product

Unigueness

Buying .826 333 2.484 .013 Significant
Decision<—
Product

Accessories

Consumer .581 .166 3.502 o Significant
Satisfaction<—
Buying Decision
Consumer 504 .156 3.223 .001 Significant
Satisfaction<—
Product
Accessories

Source: (Data Process, 2021)
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Figure 2. Result Model struc-
ture drawing.

Source: (Data Process, 2021)
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hypothesis is accepted, so the results of this study support the research conducted by (Olsen et al.,
2021) that the uniqueness of the product has an effect on buying traditional food, according to
(Das et al.,, 2018) product uniqueness is able to mediate consumer buying interest in limited
editions, product uniqueness has the effect of modifying the product (Yin et al., 2020) according
to research conducted by (Aminullah et al., 2018).

Hypothesis 2. Product uniqueness has no influence on Buying Decision

Based on Table 2 shows that the uniqueness of the product has no influence on the decision
to purchase food products by the city of Pekanbaru with a significant value of 0.945 > 0.50 so that
hypothesis H2 is rejected, this result is contrary to the results of the study. (Sugiyarti et al., 2018)
who researched the small batik industry in Indonesia that the uniqueness of the product was able
to increase sales as well as research (Tugulea et al,, 2018) and (Lee et al., 2018). According to
(Permana & Ramdan, 2019) that the uniqueness of the product has an influence on the Buying
Decision of SMEs Sukabumi.

Hypothesis 3. Completeness of the product has an influence on Buying Decision

Table 3. Result Indirect influence test

Z sobel Conclusion

3.12>1,96

Indirect influence Value

Product Uniqueness-> 0,421
Product Accessories->
Consumer Satisfaction

Significant

Product Uniqueness- 0,480 2.02 > 1,96
>Buying Decision-

>Consumer Satisfaction

Significant

Product Accessories-> 0,012 0.07 < 1,96 No Significant
Buying Decision->

Consumer Satisfaction

Source: (Data Process, 2021)
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Based on the results of hypothesis testing, it shows that the completeness of the product has
a significant effect on Buying Decision for food products by the city of Pekanbaru with a value of
0.13 < 0.50 then H3 is accepted, the results of this study support research from (Rahayu, 2018)
completeness of the product has an influence on Buying Decision for Imam Market Kisaran
products, the results of this study also support research (KIM & YANG, 2020) and (Harahap et al.,
2018b) completeness of the product has an influence on the USU small tax industry. Research
results from (Amanah et al,, 2018) also shows a significant value of product completeness on
Buying Decision at tokopedia.com. while the research results from (Parmana et al., 2019) that the
completeness of the product has an influence on Buying Decision for furniture in Bogor.

Hypothesis 4. Purchase decisions have an influence on consumer satisfaction

The results of hypothesis testing show that Buying Decision have an influence on consumer
satisfaction with a significant value of 0.000 < 0.50, then the H4 hypothesis is accepted, in
accordance with the research (Rivai, 2021) which states that Buying Decision have an effect on
consumer satisfaction for Kopi Harapan Jiwa (Waluya et al., 2019) stated that Buying Decision
have an influence on consumer satisfaction buying automotive products. According to (Viloria &
Pastor, 2021) and (Nurul et al., 2020) Buying Decision have an influence on consumer satisfaction
supermarket 212 Gowa. Research result (Kusno et al., 2021) Purchase decisions have an influence
on consumer satisfaction of organic rice in Indonesia.

Hypothesis 5. Completeness of the product has an influence on consumer satisfaction

The results of the analysis of the hypothesis show that the completeness of the product has
a significant influence on consumer satisfaction with a value of 0.001 < 0.50 then the hypothesis
H5 is accepted, these results support the research conducted by (Khairi, 2017),(Korowa et al,
2018),(Harahap et al., 2018a)

Hypothesis 6. The uniqueness of the product has a significant indirect influence on consumer
satisfaction through product completeness.

Based on the Indirect Influence Test table, it shows that the uniqueness of the product has
a significant effect on consumer satisfaction through the completeness of food products by the
city of Pekanbaru with a value of 0.421 where the Z Sobel value is 3.12 > 1.96, so hypothesis 6 is
significant and accepted. According to (Putro Dan et al.,, 2014) that product quality has an indirect
influence on consumer loyalty.

Hypothesis 7. The uniqueness of the product has a significant indirect influence on consumer
satisfaction through Buying Decision.

Based on the Indirect Influence Test table, it shows that the uniqueness of the product has
a significant indirect influence on consumer satisfaction through the decision to purchase food
products by the city of Pekanbaru with a value of 0.480 where the Z value of Sobel is 2.02 > 1.96, so
hypothesis 7 is significant and accepted. According to (Lukman, 2014) brand indirect effect on
customer satisfaction through Buying Decision bottled tea products sosro.

Hypothesis 8. Completeness of the product does not have a significant indirect effect on consumer
satisfaction through Buying Decision
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Based Indirect Influence Test table shows that the completeness of the product does not have
a significant indirect effect on customer satisfaction through the Buying Decision of food products
souvenirs Pekanbaru city with a value

0.012 where the Z Sobel value is 0.07 < 1.96, then hypothesis 7 is not significant and is rejected.
According to (Herlina, 2018) completeness of the product does not have a significant influence on
customer satisfaction through the purchase decision.

5. Conclusions and suggestions

The results of the study show that the direct effect of the product uniqueness variable has a significant
effect on product completeness, product uniqueness does not have a significant effect on Buying
Decision, product completeness has a significant influence on Buying Decision, and purchase decisions
have a significant influence on consumer satisfaction. The indirect effect of product completeness has
a significant effect on consumer satisfaction through product completeness, product uniqueness has
a significant influence on consumer satisfaction through Buying Decision and product completeness
does not have a significant influence on consumer satisfaction through purchase decisions, so based
on the results of this study, the key to success is increasing satisfaction. Consumers is to create
product uniqueness and product completeness. Therefore, small and medium industry players must
make unique products and provide complete products so that consumers can easily get the products

they want in one place selling souvenir food products in the city of Pekanbaru, Indonesia.
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