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ABSTRACT 



ABSTRACT 

This study aims to measure and examine the influence of the internal 
service quality on employee satisfaction, the influence of motivation on employee 
satisfaction, the influence of the internal service quality on employee productivity, 
the influence of motivation on employee productivity and the influence of 
employee satisfaction on employee productivity in Asian Food Restaurant in West 
Surabaya. By using purposive sampling method and distributing questionnaires to 
collect data. Structural Equation Modeling (SEM) program Analysis of Moment 
Structure (AMOS) verse 4.0 is used in this research along with Goodness of Fit 
model of structural equation. The results show that internal service quality 
variable has significant influence toward the job satisfaction. Also, the motivation 
variable has significant influence toward job satisfaction. Internal service quality 
has also significant influence toward the employees' productivity. But, motivation 
variable has not significant influence toward the employees' productivity. The 
same result is shown that the job satisfaction variable has not significant influence 
toward the employees' productivity. Understanding the no significant variables on 
employee productivity, the management and/or the owner could use this research 
to increase the job performance, compensation and job involvement. 

Keywords: internal service quality, motivation, employee satisfaction, employee 
productivity . 
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