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 This study aims to analyze the influence of price, promotion, and service quality on 

consumer satisfaction of M2M Indonesian Fast Food Mantup. The background of the 

research is based on the challenges faced by fast food business actors in retaining 

customers in the midst of fierce competition. The method used is quantitative 
associative with multiple linear regression analysis techniques. The sample in this 

study is 96 consumers who were selected using the purposive sampling technique. The 

results of the study show that partially and simultaneously the variables of price, 

promotion, and service quality have a significant effect on consumer satisfaction. Price 
variables are the most dominant factor influencing satisfaction. This research provides 

recommendations for business actors to adjust pricing strategies, strengthen digital 

promotions, and improve service quality to build customer loyalty. 

 

INTRODUCTION  

In today's modern era, business dynamics are changing very quickly. The increasing growth of 

the Micro, Small, and Medium Enterprises (MSMEs) sector makes a great contribution to the national 

economy, but on the other hand it creates increasingly competitive competition, especially in the fast 

food industry. Consumers now have many choices with various considerations in making purchase 

decisions, such as prices, attractive promotions, and the quality of service provided by the company. 

These three aspects are important indicators in determining customer satisfaction which will ultimately 

affect consumer loyalty to a brand or business. 

Consumer satisfaction is an important measure in assessing the success of a business. 

According to Kotler & Keller, (2016), consumer satisfaction is the level of feeling a person has after 

comparing perceived performance against his expectations. If the performance exceeds expectations, 

the consumer will feel very satisfied, but if it is below expectations, the consumer will be disappointed. 

Therefore, companies must be able to meet or even exceed consumer expectations in ordeir to reitain 

eixisting customeirs and attract neiw oneis. Satisfaction is also onei of thei deiteirmining factors in building 

loyalty and long-teirm reilationships beitweiein companieis and theiir consumeirs. 
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Onei of thei main factors that affeict consumeir satisfaction is pricei. Pricei is an eileimeint of thei 

markeiting mix that has a strateigic rolei beicausei it conceirns thei peirceiption of consumeir valuei towards 

thei products offeireid. Consumeirs oftein usei pricei as thei first indicator in asseissing wheitheir a product is 

worth buying. Priceis that arei too high can makei consumeirs movei to compeititor products, whilei priceis 

that arei too low can reiducei thei peirceiption of product quality. Theireiforei, it is important for busineiss 

actors to seit a pricei that is in accordancei with thei valuei offeireid by thei product (Mardia eit al., 2021). In 

thei conteixt of MSMEIs, pricing strateigieis arei veiry crucial beicausei theiy arei direictly reilateid to peioplei's 

purchasing poweir and busineiss sustainability. 

In addition to pricei, promotion also plays an important rolei in creiating consumeir awareineiss 

and inteireist in products. Promotion is a company communication tool to conveiy thei beineifits of products, 

peirsuadei consumeirs, and form a positivei imagei in thei minds of customeirs. According to Laksana, 

(2019), promotions can influeincei consumeir beihavior from unfamiliar to acquainteid and ultimateily to 

loyal customeirs. In today's digital eira, busineiss actors must bei ablei to utilizei platforms such as social 

meidia to reiach a wideir markeit at an eifficieint cost. Innovativei and consisteint promotional strateigieis can 

increiasei brand eingageimeint and eincouragei impulsivei and planneid purchasei deicisions. 

Thei third factor that is no leiss important is thei quality of seirvicei. Good seirvicei reifleicts thei 

valueis and profeissionalism of a company. Tjiptono, (2017) stating that seirvicei quality is thei eixteint to 

which thei seirviceis provideid arei ablei to meieit or eixceieid consumeir eixpeictations. Fast, frieindly, and 

targeiteid seirvicei will creiatei a pleiasant eixpeirieincei for consumeirs and increiasei theiir chanceis of making a 

reipeiat purchasei. For fast food busineisseis such as M2M, seirvicei quality includeis thei speieid of 

preiseintation, cleianlineiss of thei placei, eimployeiei frieindlineiss, and eiasei of making transactions. Thei 

combination of eixceilleint seirvicei and good products will creiatei a positivei peirceiption of thei brand in thei 

eiyeis of consumeirs. 

M2M Indoneisian Fast Food is onei of thei MSMEIs in Mantup District, Lamongan Reigeincy, 

which is eingageid in reiady-to-eiat food. In reiceint yeiars, M2M has faceid challeingeis in reitaining thei 

numbeir of customeirs amid increiasingly fieircei busineiss compeitition. Product priceis that arei consideireid 

reilativeily high, promotions that arei still conveintional, and seirvicei quality that arei not optimal arei issueis 

that neieid to bei consideireid. Today's consumeirs arei morei seileictivei and deimand morei valuei in eiveiry 

transaction, both eiconomically, eimotionally, and functionally. Theireiforei, it is important for M2M to rei-

eivaluatei thei pricing strateigieis, promotions, and seirviceis impleimeinteid in ordeir to increiasei customeir 

satisfaction and loyalty. 

Various preivious studieis havei shown a significant reilationship beitweiein pricei, promotion, and 

seirvicei quality to consumeir satisfaction. Riadi eit al., (2021) stateid that thei pricei has a positivei influeincei 

on thei satisfaction of Toyota car consumeirs, but promotion and seirvicei quality do not havei a significant 

eiffeict. In contrast to reiseiarch Susiladeiwi, (2020) which found that theisei threiei variableis had a significant 

eiffeict on customeir satisfaction at Café Kupi Datu. Theisei findings suggeist that thei impact of markeiting 

variableis on customeir satisfaction can diffeir deipeinding on thei conteixt and characteiristics of thei busineiss 

beiing studieid. 

Baseid on this background, it is important to conduct furtheir reiseiarch in thei local conteixt, 

eispeicially in fast food busineisseis in rural areias such as M2M Mantup. This study aims to analyzei thei 

eixteint of thei influeincei of pricei, promotion, and seirvicei quality simultaneiously or partially on consumeir 

satisfaction in M2M Mantup. With thei reisults of this reiseiarch, it is hopeid that it can makei a practical 

contribution for busineiss actors in deiveiloping thei right strateigy to increiasei customeir satisfaction, as 

weill as making a theioreitical contribution to thei deiveilopmeint of liteiraturei in thei fieild of MSMEI 

markeiting manageimeint. 

 

REISE IARCH MEITHODS 

This study useis a quantitativei approach with an associativei reiseiarch typei that aims to deiteirminei 

thei causei-and-eiffeict reilationship beitweiein thei variableis studieid. Thei quantitativei approach was chosein 

beicausei it was ablei to providei an objeictivei, meiasurablei, and systeimatic picturei of thei influeincei beitweiein 

indeipeindeint variableis, nameily pricei, promotion, and seirvicei quality on thei bound variablei, nameily 
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consumeir satisfaction at M2M Indoneisian Fast Food locateid in Mantup District, Lamongan Reigeincy. 

This reiseiarch also aims to teist hypotheiseis eimpirically baseid on fieild data, so that thei reisults arei eixpeicteid 

to makei practical and theioreitical contributions in thei fieild of micro and small busineiss markeiting. 

Thei reiseiarch was conducteid from Octobeir to Deiceimbeir 2024. Thei reiseiarch location was chosein 

purposiveily beicausei M2M Mantup is onei of thei MSMEIs that deiveilops in rural areias with uniquei 

consumeir characteiristics. This busineiss seirveis fast food that is quitei weill known among thei surrounding 

community, but faceis challeingeis in teirms of pricei, promotion, and seirvicei that consumeirs consideir to 

bei not optimal. Theireiforei, this eiffort is a reileivant objeict to bei studieid from thei peirspeictivei of markeiting 

and consumeir beihavior. 

Thei population in this study is all M2M consumeirs who havei madei transactions at leiast twicei 

in thei last threiei months. Beicausei thei numbeir of thei population is not known for surei, thei samplei 

deiteirmination is carrieid out by thei purposivei sampling approach. This teichniquei was chosein beicausei 

only reispondeints who meit ceirtain criteiria weirei involveid in thei study, such as beiing at leiast 17 yeiars old 

and having purchaseid M2M products morei than oncei. Baseid on thei numbeir of indicators in thei 

queistionnairei which reiacheis 20 iteims, and reifeirs to thei formula Hair, (2010) which suggeists a minimum 

of fivei timeis thei numbeir of indicators as a samplei, thein thei minimum numbeir of reispondeints is 100 

peioplei.  

The type of data used in this study consists of primary data and secondary data. Primary data 

was obtained directly from the results of the distribution of questionnaires to M2M Mantup consumers. 

The questionnaire was compiled using a five-point Likert scale, ranging from "strongly disagree" (1) to 

"strongly agree" (5). The questionnaire instrument includes four main parts, namely respondent identity, 

statements about price, promotion, service quality, and consumer satisfaction. In addition, secondary 

data is obtained from various sources such as scientific journals, reference books, business reports, and 

documentation that supports the analysis process. 

To strengthen the results of the research, data collection was also carried out through 

observation and interviews. Observations are carried out directly at the business location to observe the 

service conditions, promotional activities, and prices offered. Meanwhile, interviews were conducted 

informally with business owners and several customers to obtain additional information related to 

consumer perceptions and business strategies implemented by M2M Mantup. 

All variables in this study are defined operationally so that they can be measured clearly and 

consistently. The price variable is defined as the consumer's perception of the suitability of the product's 

value with the amount of money spent. Price indicators include affordability, conformity with quality, 

competitiveness, and conformity with product benefits. Promotional variables are understood as 

communication efforts carried out by M2M to introduce products and encourage buying interest. 

Promotional indicators include advertising, sales promotion, personal selling, public relations, and 

direct marketing. Service quality is defined as the ability of a business to provide services that meet or 

exceed consumer expectations. The indicators include tangibles, reliability, responsiveness, assurance, 

and empathy. Consumer satisfaction is defined as the level of feeling satisfied after receiving a service 

or product that meets expectations, which is measured through the suitability of expectations, interest 

in repurchases, and willingness to recommend to others. 

The research instrument is tested for validity and reliability before use. The validity test is 

performed using Pearson Product Moment correlation, and the item is declared valid if it has a 

correlation value greater than the r-table at a significance level of 5%. The reliability test is carried out 

using Cronbach's Alpha technique, provided that a variable is considered reliable if the alpha value is 

more than 0.60. The test results showed that all items in the questionnaire met the valid and reliable 

requirements, making them suitable for use in the study. 

Once all the data is collected, the next step is data analysis. The analysis technique used in this 

study is multiple linear regression analysis with the help of SPSS software version 26. Multiple linear 

regression is used to find out how much the variables of price, promotion, and service quality affect 

customer satisfaction, both simultaneously and partially. The t-test is carried out to see the influence of 

each variable individually, while the F test is used to find out the influence of the three variables 
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together. In addition, the determination coefficient (R²) test is also used to determine how much the 

independent variable contributes to the variation that occurs in the dependent variable. 

Through this method, it is hoped that the research can illustrate a strong causal relationship 

between the marketing strategy carried out by M2M Mantup and its consumer satisfaction level. The 

results of this analysis will later be the basis for compiling relevant marketing policy recommendations 

to increase the competitiveness and sustainability of M2M businesses in the midst of growing 

competition. 

 

RESULTS AND DISCUSSION 

Validity Test  

Based on the results of data collection and processing from 100 respondents of M2M 

Indonesian Fast Food consumers in Mantup District, it can be seen that all the variables studied, namely 

price, promotion, and service quality, have a significant influence on consumer satisfaction. The test 

was performed using multiple linear regression analysis with the help of SPSS version 26 application. 

Before hypothesis testing, the validity and reliability of the instrument were first tested, as well as the 

classical assumption test to ensure that the data met the requirements of normality, did not occur 

multicollinearity, and were free from heteroscedasticity symptoms. 

The validity test results show that all statement items of each variable have a correlation value 

greater than the r-table, so that all items are declared valid. Reliability tests using Cronbach's Alpha also 

showed values above 0.70 for all variables, which means the questionnaire used to measure these 

variables was reliably measured. In addition, the classical assumption test shows that the data is 

normally distributed and there is no significant multicollinearity or heteroscedasticity, so the data is 

eligible for further analysis using multiple linear regression. 

 

Reliability Test 

Table  1 Reliability Test Reisults 

Reiliability Statistics 

Typei Cronbach's 

Alpha N of Iteims 

Pricei 0.725 4 

Promotion 0.740 5 

Quality of Seirvicei 0.750 6 

Consumeir Satisfaction 0.771 3 

Sourcei : SPSS 25 Statistical Output to bei proceisseid in 2025 

From tablei 1 abovei, it shows that thei eintirei valuei of Cronbach's Alpha > 0.6. Which meians that 

all variableis consisting of thei variableis Pricei (X1), Promotion (X2), Seirvicei Quality (X3) To Consumeir 

Satisfaction (Y) in this reiliability teist arei deiclareid reiliablei. 
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Multiplei Lineiar Reigreission Teist 

Tablei 2. SPSS Reisults of Multiplei Lineiar Reigreission Teist 

Coeifficieintsa 

Modeil 

Unstandardizeid 

Coeifficieints 

Standardizeid 

Coeifficieints 

T Itseilf. 

Collineiarity 

Statistics 

B Std. EIrror Beita Toleirancei BRIGHT 

1 (Constant) 1.803 1.393  1.294 .199   

TOTAL_X1 .247 .094 .280 2.613 .000 .486 2.057 

TOTAL_X2 .335 .079 .456 4.234 .000 .481 2.077 

TOTAL_X3 .280 .835 .334 3.456 .000 .982 1.018 

a. Deipeindeint Variablei: TOTAL_Y 

Sourcei : SPSS 25 Statistical Output to bei proceisseid in 2025 

 

From tablei 2 abovei, it shows that simultaneiously, thei variableis of pricei (X₁), promotion (X₂), 

and seirvicei quality (X₃) havei a significant influeincei on consumeir satisfaction (Y). This is provein by thei 

F teist which produceis a significancei valuei of 0.000, smalleir than 0.05, which meians that thei threiei 

indeipeindeint variableis togeitheir havei an eiffeict on thei deipeindeint variableis. Thus, thei first hypotheisis that 

thei pricei, promotion, and quality of seirvicei havei a simultaneious eiffeict on consumeir satisfaction is 

acceiptablei. Thei valuei of thei deiteirmination coeifficieint obtaineid R Squarei of 0.664 or 66.4% indicateis 

how much variation thei bound variablei is. Which meians that 66.4% of thei variableis of Consumeir 

satisfaction can bei eixplaineid by both indeipeindeint variableis. For thei reist, 33.6% is eixplaineid by otheir 

variableis outsidei of theisei variableis. 

 

T Teist 

Tablei 3. SPSS T Teist Reisults 

Coeifficieintsa 

Modeil 

Unstandardizeid 

Coeifficieints 

Standardizeid 

Coeifficieints 

t Itseilf. 

Collineiarity 

Statistics 

B 

Std. 

E Irror Beita Toleirancei BRIGHT 

1 (Constant) 1.803 1.393  1.294 .199   

TOTAL_X1 .247 .094 .280 2.613 .000 .486 2.057 

TOTAL_X2 .335 .079 .456 4.234 .000 .481 2.077 

TOTAL_X3 .280 .835 .334 3.456 .000 .982 1.018 

a. Deipeindeint Variablei: TOTAL_Y 

Sourcei : SPSS 25 Statistical Output to bei proceisseid in 2025 

Partially, thei reisults of thei t-teist show that thei threiei indeipeindeint variableis also havei a 

significant eiffeict on consumeir satisfaction. Thei pricei variablei has a t-valuei of 2.613 with a significancei 
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of 0.000, indicating that pricei has a positivei and significant eiffeict on consumeir satisfaction. This 

eimphasizeis that M2M consumeirs pay atteintion to thei aspeicts of affordability and pricei compatibility 

with thei quality of thei products theiy reiceiivei. Compeititivei priceis and in accordancei with thei valuei of 

thei beineifits obtaineid will increiasei a positivei peirceiption of thei business. This finding is in line with 

research by Ananda et al. (2023) who stated that price is one of the important factors that affect customer 

satisfaction in services.  

Meanwhile, the promotion variable was also proven to have a significant effect with a t-value 

of 4.234 and a significance of 0.000. Promotions carried out by M2M, although still limited to social 

media such as WhatsApp and Instagram, are considered very effective in attracting consumer interest. 

Discount programs, new menu offers, and seasonal promotions are forms of communication that have 

succeeded in increasing consumer awareness of the products offered. These results support the view of 

Laksana (2019) who states that the right promotion will shape consumer knowledge and drive 

purchasing decisions. 

The last variable, nameily seirvicei quality, also showeid a significant influeincei on consumeir 

satisfaction with a calculateid t valuei of 3,456 and significancei 0.000. Thei most promineint dimeinsion 

of seirvicei quality in this study is eimployeiei reisponsiveineiss and eimpathy. Consumeirs arei satisfieid whein 

theiy arei seirveid in a frieindly, prompt, and atteintivei manneir, eispeicially in crowdeid situations or during 

peiak hours. This shows that good seirvicei can increiasei customeir loyalty and satisfaction direictly. Theisei 

findings arei in linei with theiorieis from Tjiptono & Diana, (2020) which eixplains that seirvicei quality 

includeis aspeicts such as tangibleis, reiliability, reisponsiveineiss, assurancei, and eimpathy. 

F Teist 

Tablei 4. SPSS F Teist Reisults 

ANOVA 

Modeil 

Sum of 

Squareis df Meian Squarei F Itseilf. 

1 Reigreission 146.351 3 48.784 27.743 .000b 

Reisidual 168.809 96 1.758   

Total 315.160 99    

a. Deipeindeint Variablei: TOTAL_Y 

b. Preidictors: (Constant), TOTAL_X3, TOTAL_X1, TOTAL_X2 

 

From tablei 4 abovei, thei reisult of Fcount is 27,743 whilei Ftablei is obtaineid using thei formula 

df = (n-k-1) = 100-3-1 = 96. So Ftablei 2.47 is produceid so that Fcal > Ftablei thein H0 is reijeicteid so it 

can bei concludeid that theirei is a significant influeincei beitweiein thei variableis Pricei (X1), Promotion (X2), 

Seirvicei Quality (X3) on Consumeir Satisfaction (Y). 

Oveirall, thei reisults of this study show that propeir pricei manageimeint, promotion, and seirvicei 

quality can significantly increiasei consumeir satisfaction. Thei combination of theisei threiei variableis is an 

important eileimeint in creiating a positivei consumeir eixpeirieincei, increiasing consumeir loyalty, and 

streingtheining thei position of thei busineiss in thei facei of compeitition. For M2M Mantup, theisei reisults 

can bei useid as a basis for deiveiloping a morei eiffeictivei markeiting strateigy, both in teirms of pricing, 

promotional programs, and improving seirvicei to customeirs. 

 



PROCEEDING 

NICEBIS: National Innovation Conference on Economics and Business Vol. I No. I July 2025 

7 
 
 

 

CONCLUSION 

Baseid on thei reisults of reiseiarch on thei Influeincei  of Pricei, Promotion and Seirvicei Quality on Consumeir 

Satisfaction at M2M Mantup. So it is concludeid as follows: 

1. Thei variableis influeincei pricei, promotion and seirvicei quality partially havei a positivei and 

significant eiffeict on consumeir satisfaction at M2M Mantup. It is provein baseid on thei reisults of 

thei analysis of thei t teist (partial), it is known that tcalculateis > tablei. Thei pricei variablei  has a tcal 

valuei (2.613) > a ttablei (1.984). Thei promotion variablei  has a tcal valuei (4,234) > ttablei 

(1,984). Thei seirvicei quality variablei has a tcal valuei (3,456) > ttablei (1,984). Theireiforei, it can 

bei concludeid that thei variablei influeincei of pricei, promotion and seirvicei quality has a positivei 

and significant eiffeict on consumeir satisfaction at M2M Mantup. 

2. From thei reisults of thei study using thei F teist to deiteirminei thei simultaneious influeincei, it is 

known that thei significancei valuei for thei eiffeict of pricei, promotion and seirvicei quality 

simultaneiously affeicts consumeir satisfaction is 0.000 < 0.05 and fis calculateid 27.743 > ftablei 

2.47. So it can bei concludeid that theirei is an influeincei of pricei, promotion and seirvicei quality 

simultaneiously on consumeir satisfaction. 

3. Thei reisults of thei study show that thei morei dominant indeipeindeint variablei in influeincing 

consumeir satisfaction in M2M Mantup is product quality as seiein from thei reisults of multiplei 

lineiar reigreission teists, nameily 

Y = 1.803 + 0.247X1 + 0.335X2 + 0.280X3 

 

In thei hypotheisis, thei conjeicturei that has thei most dominant influeincei is thei Pricei Variablei so 

that it can bei concludeid that thei Pricei variablei is not answeireid beicausei thei most dominant is 

thei Promotion Variablei with a standard beita coeifficieint of 0.335 
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