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 This study atims to determine the effect of price, product quatlity atnd word of 

mouth on consumer sattisfatction in the rentatl of patrty tent equipment in Pesonat 

Tendat Terop Latmongatn, Kedungmegatrih Villatge. The satmple in this study wats 

155 respondents. The dattat atnatlysis method used wats vatlidity test, reliatbility test, 

multiple lineatr regression test, coefficient of determinattion test, t test atnd F test. 

The results of the F test study showed thatt the significatnce vatlue for the influence 

of price, product quatlity atnd word of mouth simultatneously hatd atn effect on 

consumer sattisfatction wats 0.000 <0.05 atnd f count 25.543> f tatble 2.66. so it catn 

be concluded thatt there is atn influence of price, product quatlity atnd word of 

mouth simultatneously on consumer sattisfatction. the results of multiple lineatr 

regression atnatlysis Y = 13.193 + 0.360 X1 + 0.289 X2 + 0.740 X3 + e. Batsed on 

the results of the F test (simultatneous), the significatnce vatlue is 0.000 <0.05 atnd 

f count 25.543> f tatble 2.66, so it catn be concluded thatt there is atn influence of 

price, product quatlity atnd word of mouth simultatneously on consumer 

sattisfatction. Batsed on the results of the t test (patrtiatl), it is known thatt t count> t 

tatble. The price vatriatble hats at t count vatlue (3.446)> t tatble (1.976). The product 
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quatlity vatriatble hats at t count vatlue (2.863)> t tatble (1.976), so it catn be concluded 

thatt the vatriatbles of the influence of price, product quatlity atnd word of mouth 

hatve at positive atnd significatnt effect on consumer sattisfatction of the Pesonat 

Tendat Terop Latmongatn patrty equipment rentatl. 

 

INTRODUCTION 

Micro, small and medium enterprises (MSMEs) in Indonesia are one of the priorities in national 

economic development, in addition to MSMEs being the backbone of the people's economic system 

which is not only aimed at reducing the problem of inequality between income groups and between 

business actors, or poverty alleviation. The development of MSMEs will expand the economic base and 

can provide a significant contribution in accelerating structural, namely improving the regional 

economy and national economic resilience (Nindi Mei Ambarsari, 2021). 

The party equipment rental business is not easy to run, strategies are needed to be able to develop 

the business, starting from the prices offered, product quality, and word of mouth to consumers, of the 

3 main points, the marketing sector has a role in finding consumers. 

Compatnies engatged in business, Price ATccording to (Matrdiatnat et atl, 2021) price is the atmount 

of money spent on at product or service, or the atmount of vatlue exchatnged by consumers to obtatin 

benefits or use of at product or service. It is importatnt becatuse pricing policy greattly determines the 

increatse atnd decreatse in consumer purchatsing power. 

Product quatlity “Product qua tlity is one of the ma trketer’s ma tjor positioning tools.” One of the 

ma tin tools of ma trketers to influence product or service performa tnce is the quatlity of this product is 

closely relatted to the forma ttion of customer va tlue atnd sattisfatction. In a t limited context, the quatlity of at 

product thatt hats no defects is catlled at product. It is importatnt becatuse quatlity products provide atn 

a tttratction to consumers to estatblish at very strong atttatchment to the Compa tny(Kotler datn ATrmstrong 

(2021:239). 

 Word of Mouth ATccording to (Kotler atnd Keller in Ha tque-Fa twzi, 2022:97), Word of mouth is 

oratl, written, atnd electronic communica ttion between people relatted to the atdva tnta tges or experiences of 

buying or using products or services. Being importatnt in at compa tny, the atct of shatring experiences atnd 

spreatding informa ttion atmong consumers whenever they a tre sa ttisfied so thatt the compa tny ca tn increatse 

consumer sattisfatction. 

 

RESEATRCH METHODS 

Sa tmpling this reseatrch took 155 respondents atnd for da ttat collection using questionnatires atnd 

interviews, atnd the atnatlysis methods used for this reseatrch atre using va tlidity tests, reliatbility tests, 

multiple lineatr regression atna tlysis tests, determinattion coefficients, t tests, F tests. 

 

RESULTS ATND DISCUSSION 

Vatliditats Test 

 Vatlidity test atna tlysis of the four va triatbles used in this study, na tmely price, product quatlity, 

word of mouth atnd consumer sa ttisfatction with 155 respondent satmples. The following ca tlculattions 

show thatt atll indicattors or atll question items used to mea tsure eatch vatriatble in this study hatve a tn r count 

grea tter thatn r tatble (0.157) which mea tns thatt atll indicattors of eatch va triatble atre va tlid. 

Reliatbilitats Test  

The results of the reliatbility test of price, product quatlity, word of mouth atnd consumer sattisfatction 

using the SPSS 26 progratm with 155 respondents catn be shown in the tatble below: 
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Tatble 1 

Hatsil Uji Reliatbilitats 

Vatriatbel Cronbatch 

ATlphat 

ATlphat Keteratngatn 

Price (X1) 0,724 0,60 Reliatbel 

Product Quatlity(X2) 0,873 0,60 Reliatbel 

Word Of Mouth (X3) 0,619 0,60 Reliatbel 

Consumer Sattisfatction (Y) 0,692 0,60 Reliatbel 

Source: datta t ma tna tged using SPSS version 26 (2025) 

 

Ba tsed on tatble 1, it catn be seen thatt the Cronbatch's ATlphat va tlue> price, product qua tlity, word 

of mouth atnd consumer sattisfatction atre declatred reliatble. 

 

Multiple Lineatr Regression ATnatlysis 

Tatble 2 

Multiple Lineatr Regression ATnatlysis Results 

Source: datta t ma tna tged using SPSS version 26 (2025) 

Based on table 2, the results of the multiple linear regression analysis can be obtained, the 

coefficient for the price variable is 0.360, the product quality variable is 0.289, the word of mouth 

variable is 0.740 with a constant of 13.193 so that a multiple linear regression model equation is formed 

as follows: 

Y  =  13.193 + 0,360X1 + 289X2 + 0,740X3 + e 

Informa ttion : 

Y = Dependent Vatriatble (Consumer Sa ttisfatction) 

X1 = Price 

X2 = Product Quatlity 

X3 = Word Of Mouth 

E = Residuatl Vatlue 

 

 

 

 

 

 

 

 

Coefficientsa
t 

Model 

Unstatndatrdized Coefficients 

Statnda trdized 

Coefficients 

t Sig. B Std. Error Betat 

1 (Constatnt) 13.193 2.363  5.584 .000 

Price .360 .104 .259 3.446 .001 

Product Quatlity .289 .101 .211 2.863 .005 

Word Of Mouth .740 .145 .348 5.123 .000 

a t. Dependent Vatriatble:  Consumer Sattisfatction 
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Coefficient Of Determinattion Test (R2) 

Tatble 3 

Coefficient Of Determinattion Test Results (R2) 

 

 

 

 

 

 

Source: datta t ma tna tged using SPSS version 26 (2025) 

 

From ta tble 3 atbove, it catn be seen thatt the atdjusted determina ttion coefficient vatlue (R Squatre) is 

0.663. This va tlue mea tns tha tt the Purchatsing Decision is influenced by price, product quatlity atnd word 

of mouth by 0.663 or 66.3% while the rema tining 33.7% catn be explatined by other fatctors outside these 

va triatbles. 

 

T Test 

Tatble 4 

T Test Results 

Coefficientsa
t 

Model Unstatndatrdized 

Coefficients 

Statnda trdized 

Coefficients 

 T Sig. 

B Std. Error Betat 

1 

(Constatnt) 13,193 2,363  5,584 ,000 

Price (X1) ,360 ,104 ,259 3,446 ,001 

Product Quatlity (X2) ,289 ,101 ,211 2,863 ,005 

Word Of  Mouth (X3) ,740 ,145 ,348 5,123 ,000 

      

a t. Dependent Vatriatble: Consumer Sa ttisfatction 

Source: datta t ma tna tged using SPSS version 26 (2025) 

 

From the results of the t-test, the catlculatted t for the price va triatble (3.446), product quatlity 

(2.863), atnd word of mouth (5.123) were obtatined from the three va triatbles, the ca tlculatted t > t tatble, 

which mea tns thatt the price, product quatlity a tnd word of mouth va triatbles hatve a t significatnt influence 

on consumer sattisfatction. 

 

F Test 

Tatble 5 

F Test Results  

Model Sum of 

Squatres 

Df Meatn 

Squatre 

F Sig. 

1 

Regression 618,338 3 206,113 25,543 ,000b 

Residuatl 1218,436 151 8,069   

Totatl 1836,774 154    

 at. Dependent Vatriatble: Consumer Sattisfatction 

 b. Predictors: (Constatnt), Word Of Mouth, Product Quatlity, Price 
Source: datta t ma tna tged using SPSS version 26 (2025)  

Model Summatry 

Model R R Squatre ATdjusted R 

Squatre 

Std. Error of 

the Estimatte 

1 ,815a
t ,663 ,647 ,685 
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From tatble 5 atbove, it is known thatt the significatnce vatlue for the influence of price, 

product quatlity atnd word of mouth simultatneously on consumer sattisfatction is 0.000 <0.05 atnd 

Fcount 25.543> Ftatble 2.66. So it catn be concluded thatt there is atn influence of price, product 

quatlity atnd word of mouth simultatneously on consumer sattisfatction so thatt H2 is atccepted. 
 

CONCLUSION 

Ba tsed on the results of the da ttat atna tlysis of the Influence of Price, Product Quatlity a tnd Word of 

Mouth on Consumer Sattisfa tction att Pesonat Tendat, the following conclusions catn be dratwn:  

1. The vatriatbles of price, product quatlity a tnd word of mouth influence patrtiatlly ha tve a t positive atnd 

significatnt effect on consumer sa ttisfatction att Pesonat Tendat Terop Latmonga tn. Proven batsed on the 

results of the t-test atna tlysis (patrtiatl) this is known tcount> ttatble. The price va triatble hats at tcount 

va tlue (3.446)> ttatble (1.976). The product quatlity va triatble hats at tcount va tlue (2.863)> ttatble (1.976). 

The word of mouth vatriatble hats at tcount va tlue (5.123)> ttatble (1.976). then it catn be concluded thatt 

the vatriatble influence of price, product quatlity atnd word of mouth hats at positive atnd significatnt 

effect on consumer sattisfatction of the Pesonat Tendat Terop Latmonga tn pa trty equipment rentatl. 

2. From the results of the study using the F test to determine the simultatneous effect, it is known thatt 

the significatnce va tlue for the influence of price, product quatlity a tnd word of mouth simultatneously 

ha ts atn effect on consumer sattisfatction is 0.000 <0.05 a tnd f count 25.543> f tatble 2.66. so it catn be 

concluded thatt there is atn influence of price, product qua tlity a tnd word of mouth simulta tneously on 

consumer sattisfatction. 

3. From the results of the multiple lineatr regression atna tlysis, the more domina tnt va triatbles atre ats 

follows: 

Y = 13,193 + 0.360 X1 + 0.289 X2 + 0.740 X3 + e 

It ca tn be concluded thatt the word of mouth va triatble (X3) is at more domina tnt va triatble thatt hats a tn 

effect on consumer sattisfatction (y) on the Pesonat Tendat pa trty equipment rentatl with at va tlue of 

0.740. 
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