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Abstract: This study aims to analyze the effect of product quality, price, and promotion on
consumer satisfaction. Using a quantitative approach and multiple linear regression analysis,
data were collected from 100 respondents who had used the product. The results show that
product quality, price, and promotion each have a significant positive effect on consumer
satisfaction. Among the three variables, product quality has the strongest influence, followed
by price and promotion. The coefficient of determination (R?) indicates that 68.3% of the
variation in consumer satisfaction can be explained by these three factors. These findings
suggest that improving product quality, offering reasonable prices, and implementing
effective promotional strategies are key to enhancing consumer satisfaction and loyalty.
Businesses are encouraged to focus on these aspects to remain competitive and responsive to
consumer expectations.
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INTRODUCTION

In the era of globalization and increasingly tight market competition, companies are
required to be able to create added value for consumers in order to maintain the sustainability
of their business. One important element that greatly determines the success of a company in
marketing its products is consumer satisfaction. Consumer satisfaction is the main indicator
in measuring company performance, because satisfied consumers tend to be loyal, make
repeat purchases, and recommend products to others. According to Kotler and Keller (2016),
consumer satisfaction is the level of a person's feelings after comparing the performance of
the product received with the expectations they have. If the product is able to meet or exceed
consumer expectations, then satisfaction will be achieved. Therefore, companies need to pay
attention to the main factors that influence consumer satisfaction, such as product quality,
price, and promotional strategies used. Product quality is the main aspect that consumers
consider in choosing and using a product. Quality products will provide added value and
meet consumer needs and desires. According to Garvin (1987), product quality can be
interpreted as the overall characteristics and features of a product that support its ability to
satistfy customer needs. High quality not only includes the durability and function of the
product, but also includes aesthetics, design, and comfort of use.
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In addition to quality, price is also a determining factor in decision making. Price is the
amount of money that must be sacrificed by consumers to obtain a product or service.
According to Tjiptono (2015), price is the only element of the marketing mix that generates
revenue, while other elements create costs. Therefore, competitive prices that are
commensurate with product quality will increase positive perceptions from consumers and
ultimately affect their level of satisfaction. Another factor that is no less important is
promotion. Promotion is a communication tool used by companies to convey product
information, attract consumer attention, and encourage purchases. According to Kotler and
Armstrong (2012), promotion includes various activities carried out by companies to inform,
persuade, and remind consumers about the products offered. Targeted and creative
promotions will strengthen brand image and expand market reach, which can ultimately
increase consumer satisfaction with the company. Consumer satisfaction is not something
that can be achieved instantly, but rather the result of consistent efforts to meet consumer
expectations. Therefore, a deep understanding of the influence of product quality, price, and
promotion on consumer satisfaction is very important to study. This study aims to analyze the
extent to which the three variables simultaneously or partially influence consumer
satisfaction in a particular product context. This study is relevant considering that consumers
are currently increasingly critical and selective in choosing products. They do not only assess
from one aspect, but consider various factors such as quality, price, and how to convey
product information. Therefore, companies are required to have a holistic marketing strategy
that is oriented towards customer satisfaction in order to survive and thrive amidst
increasingly competitive competition.

METHOD

This study uses a quantitative approach with an associative method, which is an
approach that aims to determine the influence or relationship between two or more variables.
Associative research is hypothesis testing, where in this context, researchers want to know
how much influence the independent variables consisting of product quality (X1), price (X2),
and promotion (X3) have on the dependent variable, namely consumer satisfaction (Y1).
According to Sugiyono (2019), the quantitative method is used to research a certain
population or sample by collecting data using research instruments, then analyzing it
statistically to test the previously established hypothesis. This approach was chosen because
it is considered the most appropriate in measuring the relationship between variables that are
numerical and objective. The population in this study were all consumers who had purchased
or used products from [product name or brand can be adjusted]. Because the exact population
size is unknown or unlimited, sampling was carried out using the purposive sampling
technique. This technique was chosen with the consideration that only consumers who meet
certain criteria will be respondents. The criteria in question are consumers who have used the
product at least once, are over 17 years old, and are willing to fill out the questionnaire
voluntarily. The number of samples in this study was determined based on the Slovin formula
with a margin of error of 10% (0.1). The Slovin formula is used because the nature of the
population is not known with certainty. If it is not possible to calculate the exact number of
the population, then the minimum number of respondents who are eligible to be used in
quantitative research is 30-100 people, in accordance with basic statistical principles.

Data collection was carried out through two sources, namely primary data and
secondary data. Primary data was obtained directly from respondents through the distribution
of questionnaires, while secondary data was obtained from various sources such as books,
scientific journals, articles, and other references that support the theory and results of the
analysis. The research instrument in the form of a questionnaire using a Likert scale with five
answer choices, namely:
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a. 1 = Strongly Disagree

b. 2 = Disagree

c. 3 = Neutral

d. 4 = Agree

e. 5 = Strongly Agree

Each variable is measured through several indicators arranged based on relevant
theories. The product quality variable (X1) is measured through indicators such as durability,
reliability, conformity to specifications, product appearance, and ease of use. The price
variable (X2) includes indicators of affordability, conformity of price to quality, and price
comparison with competing products. Meanwhile, promotion (X3) is measured through
indicators such as advertising, discounts, social media, and other direct promotional
activities. Meanwhile, consumer satisfaction (Y1) is measured by indicators such as
fulfillment of expectations, experience of use, loyalty, and willingness to recommend the
product to others. Before the main analysis is carried out, a validity and reliability test is first
carried out on the questionnaire instrument. The validity test aims to determine the extent to
which the questions in the questionnaire are able to measure what should be measured.
Validity is tested using the Pearson Product Moment correlation method. The instrument is
declared valid if its significance value is less than 0.05. Meanwhile, the reliability test is
carried out to measure the consistency between question items in one variable, which is
calculated using Cronbach's Alpha. An instrument is considered reliable if the alpha value is
greater than or equal to 0.60 (Nunnally, 1994). With this method, it is expected that the
research results will be able to provide a clear picture of the influence of product quality,
price, and promotion on consumer satisfaction. This research is not only useful for the
development of theories in the field of marketing, but also provides practical advice for
companies in improving strategies to achieve optimal customer satisfaction.

RESULTS AND DISCUSSION
Result

The Based on the results of distributing questionnaires to 100 respondents who met the
criteria, the data were then analyzed using statistical software. The following are the results
of data processing:

1. Validity and Reliability Test

All items in each variable (product quality, price, promotion, and consumer
satisfaction) have a calculated r value> r table (0.197 at N = 100, a = 0.05), and a significance
value <0.05, so all items are declared valid. Meanwhile, the results of the reliability test show
that the Cronbach's Alpha value for each variable is more than 0.7, which means that all
instruments have a high level of reliability.

2. Classical Assumption Test

a. Normality Test: Based on the Kolmogorov-Smirnov test, a significance value of 0.200>
0.05 is obtained. So the data is normally distributed.

b. Multicollinearity Test: The VIF value of the three independent variables is <10 and
Tolerance> 0.1, so there is no multicollinearity.

c. Heteroscedasticity Test: The scatterplot graph shows a random distribution of points and
does not form a certain pattern. The Glejser test shows a significance of> 0.05, so there are
no symptoms of heteroscedasticity.

3. Multiple Linear Regression Analysis

Based on the results of the multiple linear regression analysis, the following equation is
obtained:
Y =5.215+0.482X1 + 0.376X2 + 0.290X3
Meaning:
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a. If there is no influence from product quality, price, and promotion, then the consumer
satisfaction value is at 5.215 (constant value).

b. Every 1 unit increase in product quality (X1) will increase consumer satisfaction (Y1) by
0.482, assuming other variables are constant.

c. Every 1 unit increase in price (X2) increases satisfaction by 0.376.

d. Every 1 unit increase in promotion (X3) increases satisfaction by 0.290.

4. t-Test (Partial)

Table 1. The Effect of Marketing Variables on Consumer Decisions

Variable Counted Sig (p) Information
Product Quality 6,752 0,000 Have a significant impact
Price 4,981 0,000 Have a significant impact
Promotion 3,245 0,002 Have a significant impact

All independent variables have a significance value below 0.05, so each variable has a
significant effect on consumer satisfaction partially.
5. F Test (Simultaneous)

The results of the F test show a calculated F value of 37.294 with a significance value
of 0.000. Because the significance value is <0.05, the variables of product quality, price, and
promotion simultaneously have a significant effect on consumer satisfaction.

6. Determination Coefficient (R?)

The R? value obtained is 0.683, which means that 68.3% of the variation in consumer
satisfaction can be explained by the variables of product quality, price, and promotion
together. The remaining 31.7% is explained by other variables not examined in this study.

Discussion

The results of the study show that the three independent variables have a positive and
significant influence on consumer satisfaction. This shows that in the context of marketing a
particular product, quality, price, and promotion are key factors that greatly determine
whether consumers are satisfied or not with the products they buy. First, product quality (X1)
is the variable that has the greatest influence on consumer satisfaction. This finding is in
accordance with the opinion of Kotler & Keller (2016) who stated that quality is the ability of
a product to meet or exceed consumer expectations. If the product is of good quality—in
terms of durability, design, and function—consumers tend to be satisfied and even make
repeat purchases. Second, price (X2) also has a significant influence on satisfaction. This
supports the opinion of Tjiptono (2015) that consumer perception of price is not only about
cheapness, but how appropriate the price is compared to the benefits or quality they get.
When consumers feel that the price they pay is commensurate with the benefits, they tend to
be satisfied. Third, promotion (X3) has also been shown to have an influence on consumer
satisfaction. Attractive, consistent, and targeted promotions can strengthen brand image and
increase consumer interest. As stated by Daryanto (2013), good promotion not only
introduces products but also creates two-way communication that can strengthen the
emotional relationship between consumers and companies. Simultaneously, the three
variables explain more than half of the variation in consumer satisfaction (R? = 68.3%),
which means that companies can manage consumer satisfaction by paying attention to these
three aspects simultaneously. Companies that focus on improving product quality, setting
competitive prices, and conducting effective promotions can build long-term consumer
satisfaction and loyalty.
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CONCLUSION AND SUGGESTIONS

Based on the results of the research that has been conducted, it can be concluded that
the variables of product quality, price, and promotion partially or simultaneously have a
significant effect on consumer satisfaction. Product quality is the variable that has the most
dominant influence, followed by price and promotion. This shows that consumers really
consider the quality of the products used in determining their satisfaction.

Prices that are in accordance with the benefits of the product also provide a positive
contribution to the level of satisfaction, while effective promotions can attract consumers'
attention and strengthen the image of the product in their minds. The three variables together
are able to explain the variation in consumer satisfaction by 68.3%, which means that
companies can increase customer satisfaction by managing all three optimally. Thus,
companies are advised to continue to improve the quality of their products, set competitive
and reasonable prices, and carry out creative and targeted promotions in order to increase
consumer satisfaction and loyalty.

Suggestions

Based on the results of this research, several recommendations can be proposed for

companies or business owners to enhance consumer satisfaction:

1. Improve Product Quality
Companies should continuously innovate and maintain the quality of their products in
terms of durability, design, functionality, and appearance. A high-quality product not only
meets customer expectations but also builds long-term trust and loyalty.

2. Establish Competitive and Reasonable Pricing
It is important to set prices that reflect the value and benefits provided by the product.
Transparent and fair pricing can enhance consumers’ perceptions and increase their
satisfaction with the purchasing decision.

3. Optimize Promotional Strategies
Businesses are advised to implement creative and targeted promotional campaigns,
including the use of digital platforms and social media, to attract consumer attention and
improve product awareness.

4. Maintain Consistency in Service and Communication
In addition to focusing on product attributes, consistent and clear communication with
consumers should be maintained to strengthen relationships and encourage positive
consumer experiences.

By paying close attention to these aspects, companies can improve overall consumer
satisfaction and gain a competitive advantage in the market.
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