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ABSTRACT  

Modern lifestyles, especially among young people, encourage the trend of hanging out in cafes as part of social 

interactions. This makes service quality very important to support customer comfort and satisfaction. PT. Sedjuk 

Bakmi and Kopi is one of the leading coffee shops that also serves a signature menu of oven noodles, and is known 

for its traditional building design in the middle of an urban atmosphere. The purpose of this study is to measure 

the gap between customer expectations and perceptions of Sedjuk Bakmi and Kopi services and provide 

recommendations for improvements to increase satisfaction and reduce customer complaints. The objects of this 

study are customers who have become customers of PT. Sedjuk Bakmi and Kopi. This study was conducted on 80 

respondents using a quantitative descriptive approach. The methodology used in this study is Servqual and 

Importance Performance Analysis (IPA) with SPSS analysis tools. Therefore, the results of this study state that 

Sedjuk Bakmi and Kopi need to improve key services such as complaint handling and staff skills, focusing on 

important aspects for customers and reducing attention to less important things. Recommendations include facility 

improvements, staff training, customer care programs, 24-hour service, and an effective complaints system. 
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INTRODUCTION  

In today's modern era, people's lifestyles have undergone significant changes and 

developments. Lifestyle plays a crucial role in the social aspects of the majority of people, 

especially young people. Lifestyle is no longer just about appearance; it also encompasses the 

activity of "hanging out" in cafes or other places deemed attractive to fulfill social needs, 

interacting with and strengthening relationships with certain groups. This phenomenon has 

actually existed since ancient times, but has undergone several changes over time. In the past, 

hanging out or gathering together took place in small coffee shops with simple activities, but 

today, hanging out is more often done in cafes or restaurants. This has encouraged many cafes 

and restaurants to adopt various interesting and contemporary concepts to attract all groups, 

encouraging more frequent visits and social activities there. 

Initially, Indonesians understood coffee shops as simpler establishments compared to the 

more luxurious cafes. However, with the advancement of information technology and the 

influence of Western culture, coffee shop entrepreneurs began to adopt cafe-like concepts, and 

the simple concept of coffee was largely abandoned, especially in large cities. The emergence 

of many new cafes, from concept cafes to franchise cafes, has created numerous alternatives 

for coffee-loving consumers to choose the cafe that best suits their tastes. Coffee lovers today 

enjoy almost every age group, from teenagers to adults and even the countless elderly. 

SBK is one of the best coffee shops, also serving its main menu, oven-baked noodles. 

Famous for its traditional building in the heart of the city, SBK is a favorite hangout spot for 

people of all ages, enjoying a homey atmosphere, traditional Central Javanese ambiance, and 

offering food and drinks that differ from most modern cafes. The traditional and serene 

atmosphere is the restaurant's core identity, and it is consistently maintained throughout its 

outlets (www.idnTraveling.com). 

True to its name, this restaurant combines elements of a noodle stall and a coffee shop, 

which is its main attraction. While noodles are typically associated with simple food stalls and 

coffee shops are often associated with Western-style dishes, this restaurant offers a different 

approach. SBK currently has 14 branches across Jakarta, Tangerang, Bandung, and Solo. They 

also plan to open outlets in Bali, Malang, and Salatiga in the near future. Since its founding in 

2019, SBK has brought a new dimension to the Indonesian culinary scene, serving a diverse 

menu of noodles, ranging from oriental and local Indonesian flavors to authentic recipes, along 

with a unique and distinctive selection of coffees. (www.sedjuk.com) 

A problem at SBK is the presence of complaints, commonly referred to as grievances, 

from consumers (restaurant patrons). According to the Pareto diagram, the most common 

complaints at SBK relate to service, food, beverages, and the restaurant's facilities. These 

recurring complaints indicate that SBK's service quality is still subpar. Therefore, service 

quality development is needed to identify the desired and required service levels for 

improvements that will enhance customer satisfaction. 

From 2021 to 2022, SBK received an increase of 150 complaints related to customer 

service. These complaints relate to the unsatisfactory quality of service provided by employees, 

including employee attitudes and the speed of service. Many customers complained about the 

unprofessional attitude of employees in resolving issues, and some also considered the speed 

of service to be inadequate. 

Furthermore, another increase in complaints amounted to 80 types of complaints related 

to food and beverages, this is because some customers have not had maximum satisfaction with 

the variety of food and beverage flavors served by the SBK restaurant. An increase of 75 types 

of complaints was also received by the SBK restaurant regarding payment issues, this is because 
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the SBK restaurant has not collaborated with several digital financial service providers for easy 

payment transactions so that customers feel difficulty in the payment transaction process. 

In a study by Sari and Cahya (2022), which examined the precise development of product 

quality, Servqual and IPA were used as methods for quality development. These methods are 

capable of translating consumer needs and generating comprehensive ways to meet them, along 

with their priorities. The results showed that five of the fourteen tourism attributes with the 

highest priority were the implementation of health protocols, promotions, playgrounds, ease of 

tourist access, and safety signs. These tourism attributes with the highest priority can be met by 

managers by focusing on improving and developing five of the thirteen technical descriptions 

of the company with the highest importance. 

Based on the above description, the authors are interested in researching service quality 

development at SBK, entitled "Measuring Service Quality Using the Service Quality Approach 

(SERVQUAL) and the Importance Performance Analysis (IPA) Method." 

 

LITERATURE REVIEW 

Operations Management 

According to Schroeder (2015), key decisions in operations management fall into four 

areas: process, quality, capacity, and inventory. Heizer and Render (2017) state that there are 

ten key decisions in operations management: product design, quality management, process 

design, location, layout design, work design, supply chain management, inventory 

management, scheduling, and maintenance. Operations management is a comprehensive and 

optimal management of labor, goods, machinery, equipment, raw materials, or any product that 

can be converted into a product or service that can be bought and sold. Operations managers 

are responsible for producing products or services, making decisions related to operations 

functions and transformation systems, and considering decisions made by operations functions. 

During the implementation of a company's manufacturing strategy, managerial skills that can 

be used to track decisions in an effort to regulate and coordinate the use of resources from a 

manufacturing strategy, known as operational management, are needed (Wijaya et al., 2020). 

Service 

Services are any action or activity offered by one party to another party that is essentially 

intangible and does not transfer ownership (Kotler, 2012). Services can also be interpreted as 

something offered by a company that is intangible (not physically tangible), so that services are 

often difficult for consumers to feel. Meanwhile, according to Tjiptono and Chandra (2011) 

services are a series of activities that are intangible and are usually carried out with interactions 

between customers and service employees provided as solutions to customer problems. From 

the definition above, it can be concluded that in services there is an interaction offered by the 

company/service provider to customers where the customer can only utilize, use or rent the 

service without owning it. 

Service Quality 

According to Kasmir (2017), service is the actions or deeds of an individual or 

organization to provide satisfaction to customers, fellow employees, and also leaders. Rusydi 

(2017) argues that service quality is a company's ability to provide the best quality service 

compared to its competitors. Meanwhile, Tjiptono (2014) states that service quality is the level 

of expected excellence and control over that level of excellence to meet customer desires, while 

customer satisfaction is the level of feeling someone feels after comparing the performance or 
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results they feel with their expectations. Service quality must start from customer needs and 

end with customer perceptions. Quality is closely related to customer satisfaction. Quality 

provides a special impetus for customers to establish long-term, mutually beneficial 

relationships with the company. This kind of emotional bond allows companies to thoroughly 

understand customers' specific expectations and needs (Tjiptono, 2016). Service quality is the 

overall impression felt by customers, whether relatively inferior or superior, of an organization 

and its services (Budiargo et al., 2021). 

Importance Performance Analysis (IPA) 

Measuring customer satisfaction levels using the Importance Performance Matrix 

method, a quantitative qualitative descriptive method in analyzing research data to answer the 

formulation of the problem regarding the extent of customer satisfaction with a company's 

performance. Analysis of the level of importance and satisfaction can produce a Cartesian 

diagram that can show the location of factors or elements that are considered to influence 

satisfaction, where in the Cartesian diagram the factors will be described in four quadrants. 

According to Ghazali (2011), the horizontal axis (X) in the Cartesian diagram contains the 

average value of the satisfaction score (performance), while the vertical axis (Y) contains the 

average value of the importance score (importance). The use of the Importance Performance 

Analysis method is in measuring the level of satisfaction of services that fall into the quadrants 

on the Importance Performance Matrix map. In this method, it is necessary to measure the level 

of conformity to determine how much customer satisfaction with the company's performance, 

and how much the service provider understands what customers want from the services they 

provide. 

 

METHOD  

The research used quantitative methods. This research is also included in applied 

research. Applied research is conducted when a solution is needed to address a problem faced, 

where there is a discrepancy between expectations and reality in the conditions faced. Variable 

search is used to obtain data from SBK customers to determine what SBK customers want from 

existing services, which is then used to identify existing problems or deficiencies. Problem 

identification data was obtained from an initial survey of respondents. Respondents in this study 

were selected from SBK customers. After the problem variables were obtained, a questionnaire 

was compiled. The questionnaire was created based on respondent demographics and consumer 

interests, perceptions, expectations, and desires regarding SBK customer service. The variable 

measurement scale used in this study is data arranged based on levels within certain attributes. 

This study used Importance Performance Analysis with a Likert scale. 

The population used in this study was 250 customers who had shopped at SBK in the past 

two months. A random sample was drawn over a two-month period, resulting in 154 

respondents. The collected data underwent validity and reliability tests to ensure they were valid 

and reliable. Furthermore, to determine customer perceptions and expectations, an Importance 

Performance Analysis (IPA) diagram was used. The Service Quality scale encompasses five 

dimensions of service quality: Tangibles, Reliability, Responsiveness, Assurance, and 

Empathy. The following is an explanation of these five dimensions: 

1. Tangibles, in this study, refer to the tangible form of service provided to SBK customers. 

2. Reliability, in this study, refers to the ability of SBK employees to provide prompt and 

professional service. 
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3. Responsiveness, in this study, refers to the responsiveness of SBK employees in 

handling customer complaints and issues. 

4. Assurance, in this study, refers to the ability of SBK employees to provide trust and 

guarantee the quality of service to customers. 

5. Empathy in this study is the ability of employees to foster concern for customers in 

providing the best service. 

 

RESULTS AND DISCUSSION 

Results  

Respondent Characteristics 

Based on the data, of the 154 respondents, 61 were male or approximately 39.61% and 

93 were female or approximately 60.39% who were Sedjuk Bakmi and Kopi customers. These 

results indicate that the majority of Sedjuk Bakmi and Kopi customers are female. It can also 

be seen that the age group with the largest number of respondents was over 36 years old, namely 

48 people or 31.17%, while the age group with the fewest number of respondents was 31-36 

years old, namely 28 people or 18.18%. Furthermore, the majority of the 154 respondents were 

those with a bachelor's degree, with a total of 52 respondents or 33.77%. Meanwhile, the group 

of respondents with elementary/middle/high school education was the smallest, namely 22 

respondents or 14.29%. It can also be seen that the majority of the 154 respondents work as 

private employees, as many as 49 people or 31.82%, while the smallest group are students with 

a total of 21 respondents or 13.64%. 

Validity and Reliability Test 

Validity testing is used to measure the validity of a questionnaire administered to 

respondents during a study. Validity testing can be performed using SPSS version 23.0 

software. This testing was conducted on 154 samples from different customers, and in this 

study, the validity test was applied to Sedjuk Bakmi and Kopi customers. 

Based on the results of the interest validity test conducted using SPSS 23.0 for Windows 

software, it can be seen that of the 23 attributes tested, there are 2 (two) attributes that are 

declared invalid because the calculated r value is smaller than the r table, namely attributes E3 

and E4. Meanwhile, the other 21 attributes have been declared valid because they have a 

calculated r value greater than the r table. Meanwhile, based on the results of the expectation 

validity test using SPSS 23.0 for Windows software, it can be concluded that the calculated r 

value is greater than the r table so that it can be concluded that all the question attributes in the 

questionnaire are valid and able to reveal something that is the main target of the measurement 

carried out with these attributes. 

The Cronbach's alpha assessment obtained using SPSS 23.0 for Windows software shows 

that all questionnaire items had a Cronbach's alpha coefficient of 0.760, which is greater than 

0.7. Therefore, it can be concluded that all questionnaire items related to interests and 

expectations are reliable. Next, a reliability test will be conducted on the questionnaire 

responses regarding residents' expectations. 

Servqual Value Calculation 

Service quality (servqual) is used to collect qualitative data from questionnaires that have 

passed validity and reliability tests. In the gap analysis, all attributes were declared valid. To 

measure gap 1, the gap between management perceptions and consumer expectations on the 
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quality dimension, Parasuraman, Zeithaml, and Berry formulated customer satisfaction with the 

following formula: 

 

 

 

 

Table 1 Servqual Gap Score 

Attribute 

Average 

Performance 

Score 

Average 

Expectation 

Score 

Gap 1 

(Servqual 

Score) 

Average 

Variable 

Gap 

Tangible Variables 

1 

The physical layout of the Sedjuk 

Bakmi and Kopi building is 

attractive 

3.02 3.75 -0.73 

-0.78 

2 
The building wall structure is 

good 
3.10 3.91 -0.81 

3 

Sedjuk Bakmi and Kopi has 

complete facilities and modern 

equipment. 

3.12 3.86 -0.73 

4 
Cool Corridor of Bakmi and 

Coffee 
3.02 3.83 -0.81 

5 

The appearance of Sedjuk Bakmi 

and Kopi employees is neat and 

attractive 

3.15 3.95 -0.81 

Reliability Variables 

6 
Provide services according to the 

promised time 
3.06 3.79 -0.73 

-0.83 
7 

Reliable in helping 

consumers/customers handle 

complaints 

3.01 3.97 -0.96 

8 Provide services as promised 3.21 3.87 -0.66 

9 
Perform regular facility 

maintenance 
3.01 3.99 -0.98 

Responsiveness Variables 

10 

The ability of Sedjuk Bakmi and 

Kopi employees to provide fast 

and accurate service 

3.02 3.91 -0.89 

-0.87 
11 

The willingness of Sedjuk Bakmi 

and Kopi employees to help 

customers/consumers 

2.99 3.95 -0.95 

12 
Ease of contacting Sedjuk Bakmi 

and Kopi employees 
3.05 3.82 -0.78 

13 
Complaints are resolved 

completely 
2.92 3.77 -0.85 

Assurance Variables 

14 

Sedjuk Bakmi and Kopi 

employees behave politely and 

friendly 

3.11 4.05 -0.94 -0.88 

Servqual Score = Performance Score – Expectation Score 
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Attribute 

Average 

Performance 

Score 

Average 

Expectation 

Score 

Gap 1 

(Servqual 

Score) 

Average 

Variable 

Gap 

15 

Knowledge and skills of Sedjuk 

Bakmi and Kopi employees in 

dealing with complaints from 

consumers/customers 

3.23 4.13 -0.90 

16 

Feeling safe and comfortable 

when interacting with Sedjuk 

Bakmi and Kopi employees 

3.09 3.90 -0.81 

17 
Provides guarantees for 

complaints until they are resolved 
3.02 4.01 -0.99 

18 
Service operating hours start from 

07.00 WIB 
3.08 3.84 -0.76 

Empathy Variables 

19 

Employees communicate with 

consumers/customers in a polite 

and pleasant manner 

3.23 3.99 -0.77 

-0.79 
20 

Always provide information and 

holiday greetings to 

consumers/customers 

2.99 3.90 -0.92 

21 
Employees understand requests 

from consumers/customers 
3.19 3.89 -0.70 

Source: Results of respondent questionnaires, 2025 

 

Based on the table, the largest gap is found in the Assurance dimension, with a value of 

0.88. The next largest gap is in the Responsiveness dimension, at 0.87, followed by the Reliability 

dimension, at 0.83, the Empathy dimension, at 0.79, and the smallest is the Tangible dimension, 

with a gap of 0.78. 

Discussion  

Importance Performance Analysis Method 

The assessment carried out using the Importance Performance Analysis (IPA) method aims 

to identify factors that influence the results of the servqual dimensions. 
 

Figure 1 Cartesian diagram 
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Based on the analysis using the Importance Performance Analysis (IPA) method shown in 

Figure 1, it can be concluded that there are four quadrants that describe the priorities for improvement 

and evaluation of service performance. Quadrant I covers aspects that are considered important by 

customers but are still inadequately implemented, such as complaint handling, facility maintenance, 

and the speed and responsiveness of employees in providing service. These are the main priorities for 

improvement. Meanwhile, Quadrant II shows important attributes that have been implemented well 

by the company, such as building quality, employee appearance and attitude, and their ability to 

handle customers—which means they need to be maintained. Quadrant III contains aspects that are 

less important to customers and also not optimally implemented, such as interior design, ease of 

communication, and the delivery of additional information. These aspects are not prioritized for 

improvement. Finally, Quadrant IV shows attributes that are less important to customers but receive 

excessive attention, such as modern facilities, operating hours, and a sense of security during 

interactions. The company should reevaluate these to make resources more efficient. 

Sedjuk Bakmi and Kopi has taken several strategic steps to improve service quality and 

customer satisfaction. One example is the addition of more modern facilities, ensuring greater comfort 

and ease in meeting customer needs. Furthermore, staff are provided with regular skills and 

communication training to enhance service quality. Through a customer care program, employees are 

encouraged to be more attentive to the work environment and customer needs. Creating a sense of 

comfort and attention is also considered crucial, as it contributes to a positive impression of the 

restaurant. The company also offers 24-hour customer service, ensuring customer service is available 

at all times. To ensure that every complaint is handled effectively, a comprehensive complaint 

resolution monitoring system has been implemented. A suggestion box is provided as a form of 

customer participation, while internally, staff morale is fostered to maintain a friendly and 

professional attitude. All of these initiatives aim to strengthen customer relationships and create a 

higher-quality service experience. 

 

CONCLUSION  

Several aspects of Sedjuk Bakmi and Kopi's service still need improvement because they 

have not met customer expectations, with a satisfaction level below 80%. Things that need to 

be improved include the condition of the building, room comfort, employee appearance and 

attitude, ability to handle complaints, facility maintenance, and ease of communication with 

staff. The company should prioritize improvements in aspects that are considered important but 

have not been implemented well, such as complaint handling, speed and accuracy of service, 

and willingness to help customers. On the other hand, excessive attention to less important 

things such as completeness of facilities and operating hours should be reduced. To improve 

service quality, Sedjuk Bakmi and Kopi can improve facilities, provide training to employees, 

implement customer care programs, create comfort, provide 24-hour service, monitor complaint 

handling, provide a suggestion box, and provide morale building for employees.  

Based on the findings of the research on customer satisfaction at Sedjuk Bakmi and Kopi, 

the authors propose the following recommendations: 

1. Assessments of service quality improvements at the restaurant should be conducted at 

least annually to ensure continuous improvement and evaluation to maintain and 

enhance customer satisfaction. 
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2. Based on the results of the Sedjuk Bakmi and Kopi customer satisfaction assessment, 

management should focus on maintaining the quality of service provided, particularly 

in terms of employee performance. 

3. Based on the assessment results, SBK should pay attention to tangibility in terms of 

maintaining the physical and building maintenance of the restaurant, as well as 

maintaining cleanliness to attract customers. 

4. Based on the assessment results, SBK should pay attention to responsiveness, as it 

relates to the speed and accuracy of employees in providing optimal service to 

customers. 

5. Based on the assessment results, SBK should pay attention to reliability, as it ensures 

excellent service and is reliable in meeting customer needs. 

6. Based on the assessment results, SBK should pay attention to assurance, as it relates to 

the quality and service provided by SBK to customers. 

7. Based on the assessment results, SBK must pay attention to the empathy aspect because 

this is related to understanding customer feelings and needs through good 

communication. 
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