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Abstract

The importance of food needs causes the food and beverage business never to fade.
Implementing a strategy to maintain market shares must be carried out appropriately, especially
during the pandemic that caused many companies to go bankrupt. Product quality, price,
promotion, and service have direct and significant effects on consumer satisfaction, with case
studies on the number of restaurants that went bankrupt due to the pandemic. However, there
has been no further research on restaurants that survived this pandemic, such as the Nasi Bebek
Buma Restaurant. This study investigated the relationship between product quality, price,
promotion, and service on customer satisfaction. This study used a quantitative method with a
questionnaire approaching consumers and direct interviews with the owner of the Nasi Bebek
Buma Restaurant. This study used a population of consumers of Nasi Bebek Buma Restaurant and
a sample of consumers who have bought at Nasi Bebek Buma Restaurant taken by incidental
random sampling. Data analysis was obtained using descriptive analysis and classical assumption
test using normality test, multicollinearity test, and heteroscedasticity test. In addition, multiple
regression analysis was also used to predict the value of the influence of two or more independent
variables on the dependent variable to indicate whether there is a functional relationship or
causal relationship between two or more independent variables. Hypothesis testing using the F
distribution table with a significance level of 5% and a partial regression coefficient significance
test (t-test). The results showed that product quality, price, and promotion individually had a
positive and significant effect, while service had a positive but not significant effect on consumer
satisfaction at Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch. The promotion
variable is the most dominant variable of consumer satisfaction at Nasi Bebek Buma Restaurant,
Perintis Kemerdekaan Branch.

Keywords: business, consumer, promotion, restaurant

1. Introduction

Food is an essential need for every individual. Humans cannot live when they cannot meet
the need for food (Molle et al., 2019) because humans need to eat to continue life. The importance
of these needs causes the food and beverage business to never fade, which is visible in one of the
cities, Yogyakarta, known for its diverse culinary business. Yogyakarta has a variety of diverse
culinary delights, such as traditional food from several regions, continental food, oriental food,
and various kinds of snacks. One of the culinary businesses with the characteristic of black spices
originating from Madura, Nasi Bebek Buma, is located in JI. Ki Penjawi No.28, Rejowinangun,
Kotagede, Yogyakarta 55171. This restaurant that not only provides processed duck but also
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provides processed chicken is included in the category of restaurants that can survive during tight
competition in the culinary industry. Especially during the pandemic, many companies went out
of business and were declared bankrupt, but Nasi Bebek Buma Restaurant did not go bankrupt;
it just experienced a decline in turnover at the beginning of the pandemic.

The implementation of strategies to maintain market share in order to remain stable must
be carried out appropriately. Meeting customer needs is not only an important factor in the
survival of a company but can also increase its competitive advantage when customers who are
satisfied with products and services tend to repurchase products and reuse services when the
same needs are met again in the future (Tombeng et al.,, 2019). Several factors influence customer
satisfaction, including product quality, price, service, and promotion.

Product quality is one-factor influencing consumers' feelings (Afifah et al., 2021). Afnina &
Hastuti (2018) states that product quality is the product's ability to carry out its functions,
including reliability, durability, ease of use and repair, accuracy, and other general product
characteristics. In developing a food business, it is not enough to rely on product quality.
However, other factors are needed so that consumers can feel satisfied so that consumers can
repurchase. Consumer satisfaction is also influenced by prices, where the price is a medium of
exchange used to obtain products or services using a certain amount of money (Maulana, 2019).

Service is the next factor affecting customer satisfaction (Zulpiani & Ridho, 2016).
According to Aprianto (2016), service is activities with an interaction either indirectly through
the machine so that consumer satisfaction appears or directly between one person and another.
Next, promotion is a factor that can affect consumer satisfaction (Herlina & Irawati, 2017).
According to Anggriana et al. (2017), promotions are all activities that companies carry out to
communicate and promote products that the company carries out according to the target market.

Research conducted by Marpaung & Mekaniwati (2020) shows that product quality, price,
promotion, and service have a direct and significant effect on consumer satisfaction, with case
studies on the number of restaurants that went bankrupt due to the pandemic. However, there
has been no further research on restaurants that survived this pandemic, such as the Nasi Bebek
Buma Restaurant. This study aimed to see the relationship between product quality, price,
promotion, and service on consumer satisfaction at Nasi Bebek Buma Restaurant.

2. Methods

This study used quantitative methods to distribute questionnaires to consumers and direct
interviews with the owner of the Nasi Bebek Buma Restaurant. The research conducted from
October to November 2021 used the population of consumers of Nasi Bebek Buma Restaurant.
The sample in this study were consumers who had bought at the Nasi Bebek Buma Restaurant.
The sampling technique in this study used incidental sampling so that the sample obtained by the
researcher was the consumer of Nasi Bebek Buma Restaurant who accidentally or coincidentally
met the researcher during the research process. The samples used were calculated based on the
Lemeshow formula because the population was unknown, obtained the minimum number of
samples needed in this study was as many as 96 respondents, rounded up to 100.

Data Collection and Processing

In this study, the primary data were taken from questionnaires distributed to obtain
information from respondents. This research used a Likert scale as a data presentation. The Likert
scale had five alternative answers on each questionnaire with a value of 1 (strongly disagree) to
5 (strongly agree).

The questionnaire instrument used was then tested for validity and reliability. A validity test
was a data or questionnaire test so that researchers could get an answer that proved the
questionnaire's validity. A questionnaire was valid if the questions in the questionnaire could
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produce something measured by the questionnaire. A reliability test was a data or questionnaire
test to measure the consistency of respondents to the questionnaire. A questionnaire was reliable
or trustworthy if a person's response to the statement was consistent or stable over time (In &
Asyik, 2019). This research used the following Cronbach alpha formula:

= (5) (1 -5F)

Note:
ri1 = instrument reliability coefficient
n = the number of items questions

Y 6? =number of item variants
o2t =variants

Data Analysis

Data analysis was done using descriptive analysis and classical assumption test using
normality test, multicollinearity test, and heteroscedasticity test. The normality test in this study
used the Kolmogorov-Smirnov test, calculated using SPSS version 17. The multicollinearity test
was used to create a regression model that shows the correlation between independent variables.
A heteroscedasticity test was carried out using the glejser test.

In addition, multiple regression analysis was also used to predict the value of the influence of
two or more independent variables on the dependent variable to indicate whether there was a
functional relationship or causal relationship between two or more independent variables, partial
regression coefficient significance test (t-test).

3. Results and Discussion

Characteristic of Respondent

Respondents obtained various characteristics of gender and age (Table 1). Female
respondents were more dominant in visiting Nasi Bebek Buma Restaurant, Perintis Kemerdekaan
Branch because women have a greater culinary hobby than men. It is in line with Dewi (2017), a
woman who initially has a hobby of cooking can be sure that the woman has a love for the culinary
world. In addition, according to Wahyurini (2017), women tend to prefer shopping and are easily
influenced by other people's words. In addition, women are also fond of food or snacks, so it can
be concluded that women are more dominant in the love of the culinary world.

Most consumers were at the age of 20-25 years, which was in accordance with Pranata et
al. (2019) that at the age of 20-25 years, a person gains experience in choosing an item or service,
one of which is food selection, which shows the 20-25 years age group prefers to buy heavy food
than light food because buying heavy food can make the stomach feel fuller than light food.

Student respondents were more dominant in visiting the Nasi Bebek Buma Restaurant,
Perintis Kemerdekaan Branch. It was due to the behavior of students who like to try new things
in culinary that they think are unique (Hamid et al., 2020). Meanwhile, according to Pranata et al.
(2019), the mindset of today's society, especially teenage students, revolves around culinary arts,
not just food and cuisine. Current culinary activities include tasting food at ethnic restaurants,
attending food festivals, tasting food, and cooking at home.

Table 1. Character of Respondents

Characteristics N Percentages
Gender
Male 47 47%
Female 53 53%
Age (years old)
<20 14 14%
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20-25 54 54%
26-30 16 16%
> 30 16 16%
Occupation
University students 52 52%
Employee 23 23%
Entrepreneur 16 16%
Civil servant 4 4%
Housewife 5 5%
Purchase Frequency (per month)
1 time 51 51%
2 times 16 16%
3 times 17 17%
> 3 times 16 16%
Ordered Menu
Duck 68 68%
Chicken 32 32%

The frequency of consumers visiting Nasi Bebek Buma Restaurant 1 time in 1 month was
the most compared to the frequency of visits 2 to more than 3 times per month. It was following
previous research, which was the first impression on consumers of the product and the benefits
of the product (Mirasaputri et al., 2014). In addition, the appearance of a product can add value
to the product itself because many consumers choose to buy products that look decent. In
addition, according to Arianto (2013), survey consumer buying behavior is a desire to try new
products or try new foods.

The duck menu is the most ordered menu by consumers compared to the chicken menu
(Table 1). This follows Dewi et al. (2021), which show that the taste of duck is more savory and
delicious so that it can be an attraction for everyone. Meanwhile, according to Purwantono &
Suwandi (2019), duck taste is more savory than chicken.

Descriptive Statistical Analysis

Descriptive statistical analysis was used to statistically describe the state of the research
variables. This study used the mean, maximum, minimum, and standard deviation to describe the
statistical picture of each variable. Product Quality had the lowest score of 11, the highest score
of 25, the average of 18.14, and the standard deviation of 2.825. it means the respondents have a
fairly good perception of product quality (Table 2).

Table 2. Descriptive of Respondents

Variable Lowest Highest Average Std. Deviation
Product quality 11 25 18.14 2.825
Price 8 20 13.79 2.610
Service 12 25 18.59 3.114
Promotion 7 15 11.41 1913
Consumer Satisfaction 9 20 15.02 2.531

The price had a low of 8, a high of 20, a mean of 13.79, and a standard deviation of 2,610.
From Table 2, it can be seen that the mean value > deviation value, so it can be concluded that
respondents had a fairly good perception of prices. The standard deviation was expressed as a
description of a very high degree of separation, and the data distribution showed normal results
without causing any variance.

The service had the lowest score of 12, the highest score of 25, a mean of 18.59, and a
standard deviation of 3.114. From the table, it can be seen that the mean value > deviation value,
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so it can be concluded that respondents had a fairly good perception of service. The standard
deviation was expressed as a description of a very high degree of separation, and the data
distribution showed normal results without causing any variance.

The promotion had the lowest score of 7, the highest score of 15, a mean of 11.41, and a
standard deviation of 1.914. From the table, it can be seen that the mean value > deviation value,
so it can be concluded that the respondents had a fairly good perception of promotion. This is
because the standard deviation was expressed as a description of a very high degree of
separation, and the data distribution shows normal results without causing any variance.

Consumer Satisfaction had the lowest score of 9, the highest score of 20, an average of
15.02, and a standard deviation of 2.531. From the table, it can be seen that the mean value >
deviation value, so it can be concluded that the respondents had a fairly good perception of
consumer satisfaction. The standard deviation was expressed as a description of a very high
degree of separation; the data distribution showed normal results without causing any variance.

Instrument Test
a. Validity Test

A validation test measures the accuracy of an element or data instrument to measure what it
wants to measure. A questionnaire was valid if the instrument could measure what was being
measured. The decision criteria for the validity test for each item element was when the count
value of each question was > table, and the significance value was < 0.05. the total correlation
value of the corrected items or the calculated r value for each variable was > 0.312 (Table 3). This
shows that the data was valid and worthy to be tested.

Table 3. Validity Test

Variable Item Person Sig (2-tailed) Description
Correlation
Product Quality X1.1 0.902 0.000 Valid
X1.2 0.908 0.000 Valid
X1.3 0.919 0.000 Valid
X1.4 0.931 0.000 Valid
X1.5 0.886 0.000 Valid
Price X2.1 0.925 0.000 Valid
X2.2 0.932 0.000 Valid
X2.3 0.949 0.000 Valid
X2.4 0.980 0.000 Valid
X2.5 0.971 0.000 Valid
Service X3.1 0.941 0.000 Valid
X3.2 0.928 0.000 Valid
X3.3 0.922 0.000 Valid
X3.4 0.941 0.000 Valid
X3.5 0.971 0.000 Valid
Promotion X4.1 0.985 0.000 Valid
X4.2 0.941 0.000 Valid
X4.3 0.934 0.000 Valid
Consumer Satisfaction Y1.1 0.930 0.000 Valid
Y1.2 0.907 0.000 Valid
Y1.3 0.908 0.000 Valid
Y1.4 0.902 0.000 Valid

b. Reliability Test

A reliability test is the degree of stability of a measuring instrument in measuring a symptom
or event. The reliability test was conducted to determine whether the results of the respondents’
questionnaire responses were stable when measuring a symptom or event. The decision criterion
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for the reliability test is the value of Cronbach alpha («) for each variable. A variable was reliable
ifit produced a Cronbach alpha value > 0.60. Cronbach's alpha value (0.995) was > 0.6. This shows
that the questionnaire in this study was reliable and worth testing.

Table 4. Reliability Test
Cronbach's Alpha N of [tems
995 21

Classic Assumption Test
a. Normality Test

The normality test aims to test whether the dependent and independent variables are
normally distributed in the regression model. A good regression model is normally distributed or
close to normal. Methods that can be used for normality include graphical analysis and statistical
analysis.
1) Graph Analysis

The normality test is done by graphical analysis; it can be seen by looking at the data
distribution on the diagonal axis of the graph. The basis for decision-making is whether the data
is distributed around the diagonal line and follows the diagonal line or whether the histogram
graph shows a normal distribution pattern and meets the normality assumption. The data
obtained were normally distributed, neither biased to the right nor the left (Figure 1).

Histogram

Dependent Variable: Kepuasan Konsumen

Mean = 2.62E-16
Stel. Dev. = 0.980

20
M=100

Frequency

-4 -2 1] 2 4

Regression Standardized Residual
Figure 1. Histogram Graph
The p-plot graph shows that the data is distributed around the diagonal line, follows the

direction of the diagonal line (which forms a straight line), and has a normal distribution pattern,
so it can be concluded that the assumption of normality was met (Figure 2).
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Kepuasan Konsumen
1.0

Expected Cum Prob

0.0 0z 0.4 06 08 1.0

Observed Cum Prob

Figure 2. Normal Graph of P-Plot

2) Statistical Analysis

Statistical analysis in the normality test used the Kolmogorov Smirnov Nonparametric
statistical test. Based on the normality test with Kolmogorov-Smirnov, it can be seen that the
Asymp Sig value was greater than the significance value (0.095 > 0.05). The standardized residual
value was declared normally distributed (Table 5).

Table 5. Kolmogorov Smirnov - Nonparametric Normality Test

Unstandardized

Residual
N 100

Normal Parameters» Mean .0000000

Std. Deviation 1.80984714

Most Extreme Differences Absolute .082
Positive .082
Negative -.064
Test Statistic .082
Asymp. Sig. (2-tailed) .095¢

b. Multicollinearity Test

The multicollinearity test aims to test whether there is a correlation between the
independent variables (independent) in the regression model. A good regression model does
not correlate with independent variables. Symptoms of multicollinearity can be identified using
the tolerance value and variance inflation factor (VIF). The tolerance value for product quality
(0.653), price (0.679), service (0.599), and promotion (0.543) was more than 0.1, and the VIF
value for product quality (1.532), price (1.472), service (1.669) variables, and promotions
(1,843) were less than 10 (Table 6). It can be concluded that the regression model did not
experience multicollinearity symptoms.

Table 6. Multicollinearity Test

No Variable Tolerance VIF
1. Product 0.653 1.532
quality
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2. Price 0.679 1.472
3. Service 0.599 1.669
4, Promotion 0.543 1.843

c. Heteroscedasticity Test

The heteroscedasticity test aims to test whether there is a residual inequality in the regression
model or whether there are observations with other observations. A good regression model is
homoscedasticity, or there is no heteroscedasticity. It was done through the graph and statistical
analysis to identify the presence or absence of heteroscedasticity in this study.

1) Graph Analysis

The heteroscedasticity test was carried out by graphical analysis using a scatterplot graph. As
for decision making, if data scattering in the form of points does not form a certain pattern and
spreads above and below the Y axis, then there is no heteroscedasticity problem. The data
distribution in the form of points does not form a certain pattern and spreads above and below
the Y axis. It can be concluded that the regression model did not have heteroscedasticity problems

(Figure 3).
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Dependent Variable: Kepuasan Konsumen
4
5]
©
3
W o @ ° o
[1F] ) ™
= o ®o, °
N ) Qp °e
£ ® ° o By 4 ®ap o o ®oe
% o ] -] “.. e
2 o " ® ®q ° w g e
73] .ﬁo @9 e ° [
c %
= ] @ @
n ° @
g -2 @
g ’ °
14
-]
4
3 -2 - 0 1 2 3

Regression Standardized Predicted Value

Figure 3. Scatterplot Graph

2) Statistical Analysis

The heteroscedasticity test was carried out by graphical analysis using the Glejser test. The
regression value on all independent variables was more than 0.05, so it can be concluded that the
data did not experience symptoms of heteroscedasticity (Table 7).

Table 7. Glejser Test

No Variable Significance
1. Product quality 1.000

2. Price 1.000

3. Service 1.000

4. Promotion 1.000
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Multiple Linear Regression Analysis

This analysis determined the direction of the relationship between the dependent variables,

whether increased or decreased.

Table 8. Multiple Linear Regression

No Variable Unstandardized Coefficients
B Std. Error

1. (Constant) 2.316 1.418

2. Product quality 160 .081

3. Price 203 .086

4, Service .041 077

5. Promotion .547 132

Based on Table 8, the multiple regression equation can be seen as follows:
Y=2.316+0.160 + 0.203 + 0.041+ 0.547

The regression equation can be explained as follows:

a.

b.

The constant was 2.136, which means that when the quality of the product, price, service, and
promotion was 0, the value of customer satisfaction increased by 2.136.

The regression coefficient for product quality was 0.160, which means that when the value of
other variables was constant and product quality increased by 1%, customer satisfaction
increased by 0.160. A positive product quality coefficient value meant a positive relationship
between product quality and consumer satisfaction. The higher the product quality, the higher
the customer satisfaction.

The regression coefficient for the price was 0.203, which means that when the value of other
variables was constant and the price increased by 1%, consumer satisfaction increased by
0.203. A positive price coefficient value meant a positive relationship between price and
consumer satisfaction. The higher the price, the higher the customer satisfaction.

The regression coefficient for service was 0.041, which means that when the value of other
variables was constant and service increased by 1%, customer satisfaction increased by 0.041.
A positive service coefficient value meant a positive relationship between service and
customer satisfaction. The higher the service, the higher the customer satisfaction.

The regression coefficient for promotion was 0.547, which means that when the value of other
variables was constant and promotion increased by 1%, consumer satisfaction increased by
0.547. A positive promotion coefficient value meant a positive relationship between price and
consumer satisfaction. The higher the promotion, the higher the customer satisfaction.

Hypothesis Test

S

d

imultaneous Significant Test (F-Test)
This test is conducted to see whether the independent variables collectively identify the
ependent variable. F-test analysis was performed by comparing the calculated F and F table. The

alpha value used in this study was 0.05. The Fcount value was 22.681 > Ftable was 2.47 and the
Sig value was 0.000 <0.05 (Table 9). This shows that product quality, price, service, and

p

romotion variables significantly influence consumer satisfaction at Nasi Bebek Buma

Restaurant, Perintis Kemerdekaan Branch.

Table 9. Simultaneous Significant Test

Uji F dF F Sig.
1 Regression 4 22.681 .000p
Residual 95
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Partial Significant Test (T-Test)

Statistical t-test to determine the independent variable partially has a significant effect on the
dependent variable. This test compared tcount with ttable with a significance level of 5%. The
product quality variable had a value of tcount (1.970) > ttable (1.66) and a significance (0.042) <
0.05 (Table 10). This partially showed that product quality significantly affects consumer
satisfaction at Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch.

Table 10. Partial Significant Test

No Variable t Sig.
1 Product quality 1.970 .042
2 Price 2.354 .021
3 Service .528 .599
4 Promotion 4.149 .000

Based on the results of statistical tests on the t-test of product quality, it is known that the
tcount was 1.970 while the ttable was 1.66. This means the value of tcount > ttable and
significance (0.042) <0.05, indicating that product quality affects consumers, consumers would
be satisfied when the quality at the Nasi Bebek Buma Restaurant at the Perintis Kemerdekaan
Branch increases.

Consumers perceive the appearance of attractive food, the type of food that suits their
tastes, and the taste of the food as expected can make consumers feel satisfied with the Nasi Bebek
Buma Restaurant, Perintis Kemerdekaan Branch. In addition, the texture of the food under the
wishes and the food served has a good taste compared to similar places can influence consumers
to feel satisfied with the Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch. Siswanto
et al. (2020) said that product quality that reflects conformity to product quality standards could
increase consumer satisfaction and create retention by meeting consumer expectations, presence
for repeat purchases, and willingness to recommend. Mentang et al. (2021) said the quality of the
product is under the price offered and has an attractive product design, and creates interest for
consumers to buy so that consumers feel satisfied coming to visit. Keloay et al. (2019) Mention
the quality of products; various types of products are offered to consumers so that they are
interested in buying or consuming to satisfy their wants and needs.

Based on the results of interviews conducted with the Director of the Nasi Bebek Buma
Restaurant at the Perintis Kemerdekaan Branch, he stated that the types of food offered at Nasi
Buma Restaurant were duck and chicken, with the same variant using black seasoning dressing
(Primary Data, 2021). This research was in line with Sapitri Eka, Sampurno (2020), which show
that product quality significantly affects consumer satisfaction.

The price variable has a value of tcount (2.354) > ttable (1.66) and a significance (0.021) <
0.05. This means that the price partially significantly affects consumer satisfaction at the Nasi
Bebek Buma Restaurant, Perintis Kemerdekaan Branch.

Based on the results of statistical tests on the price t-test, it is known that the tcount was
2,354 while the ttable was 1.66. This means the value of tcount > ttable and significance (0.021)
< 0.05, indicates that the price affected consumers, so the proposed hypothesis was accepted. It
can be concluded that consumers would be satisfied when the price offered at the Nasi Bebek
Buma Restaurant at the Perintis Kemerdekaan Branch followed the reality obtained.

The price of food that has been set is affordable for consumers, the price of food that is set
follows the quality of the product, and the price of food is lower than similar restaurants. In
addition, food prices that align with expectations can affect consumer satisfaction at the Nasi
Bebek Buma Restaurant at the Perintis Kemerdekaan Branch. According to Aulia & Hidayat
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(2017), a given pricing strategy and policy can result in higher revenue and clear evidence that
pricing provided by the company will further increase customer satisfaction. Mahmud (2021)
said that customer satisfaction would increase if prices were more competitive.

Wijaya (2017) stated that if prices become more affordable, consumer satisfaction will
increase according to consumer expectations. This research is in line with Sapitri Eka, Sampurno
(2020) and Siswanto et al. (2020), which show that price significantly affects consumer
satisfaction.

The service variable had a value of tcount (0.528) < ttable (1.66) and a significance (0.599)
> (0.05. This means that the service partially did not significantly affect customer satisfaction at
the Nasi Bebek Buma Restaurant at the Perintis Kemerdekaan Branch.

Based on the results of statistical tests on the service t-test, it is known that the tcount value
was 0.528 while the ttable was 1.66. This means that it can be said that the value of tcount < ttable
and significance (0.599) > 0.05 indicated that the service did not affect customer satisfaction, so
the proposed hypothesis was rejected. It can be concluded that consumers would feel satisfied
when the service at the Nasi Bebek Buma Restaurant at the Perintis Kemerdekaan Branch
increases or not. According to Paisal (2013), service has no effect because the company's ability
is not accurate and reliable in providing the services promised. Performance does not meet
customer expectations, which means timeliness, the same service for all customers, error-free,
comprehensive approach, and high accuracy.

This is because consumers perceive good service, the restaurant area is kept clean, and the
waiter serves quickly does not affect customer satisfaction. In addition, waiters who serve
consumers very friendly and pay close attention to consumer needs do not affect consumer
satisfaction with the Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch. As said by Ofela
(2016) now shows the ability of employees to serve consumers quickly, tangible evidence of the
quality of service provided by the company will further increase customer satisfaction. According
to Ariyanto et al. (2021), the better the quality of service, the better the possibility of the level of
service provided to consumers. Darmanto & Ariyanti (2020) said that the higher the quality of
service provided, the greater the customer satisfaction.

In addition, based on the results of interviews conducted with the Director of the Nasi
Bebek Buma Restaurant, the Perintis Kemerdekaan Branch, it was stated that the opening time
for the Nasi Bebek Buma restaurant was 10:00 - 22:00 for dine-in while ordering via online
motorcycle taxis was at 07.00 - 21:45. The services provided by restaurants are dine-in, delivery
from the restaurant, ordering via online motorcycle taxis. The type of service that consumers
often use is through online motorcycle taxis or ordering through restaurants which are then
delivered directly by employees. Training on excellent service will be given to new employees in
managing new restaurant employees. Nasi Bebek Buma restaurant has 6 employees who use 2
shifts in the morning and evening. There are 2 in the cashier section, 2 in the production section,
and 2 in the service section. The service used by Nasi Bebek Buma restaurant is table service.
According to Juliana et al. (2019), table service is where consumers come and choose a seat, and
the waiter gives a menu book. After that, the waiter prepares the order, and then the waiter
delivers the food and drinks to the consumer. The advantages restaurants have with table service
will be easier and faster serving food and drinks. This research is in line with Andalusi (2018) and
Tresiya et al. (2019), which show that service has no significant effect on customer satisfaction.

The promotion variable had a value of tcount (4.149) > ttable (1.66) and a significance
(0.000) < 0.05. This means that partial promotion significantly affects consumer satisfaction at
Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch.
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Based on the results of statistical tests on the promotion t-test, it is known that the tcount
was 4.149 while the ttable was 1.66. This means that it can be said that the value of tcount > ttable
and significance (0.000) > 0.05 indicated that promotion had a significant effect on consumer
satisfaction, so the proposed hypothesis is accepted. It can be concluded that consumers would
feel satisfied when promotions at the Nasi Bebek Buma Restaurant, Perintis Kemerdekaan
Branch, increase.

Consumers consider attractive advertisements and messages conveyed that are easy to
understand can affect consumer satisfaction. In addition, the information provided was
understandable, clear, and in accordance with reality; it can also make consumers feel satisfied.
Eating Nasi Bebek Buma, Perintis Kemerdekaan Branch. Roselina & Niati (2019) said that
promotion is a company communication tool with consumers for current and future interests and
the public. For a company to be successful with the product or service it offers to consumers, it
must communicate a series of information about the company, its products, pricing structure, and
distribution system to a series of audiences that include consumers. According to Atmojo &
Herdinata (2020), more promotions will satisfy consumers because they get information related
to products that consumers want. Companies will try to offer the products needed so that
consumers can get the information they need. Cicilia Margareta & Widyawati (2019) said that
promotion is an important aspect of marketing management and can be called a continuous
process. Promotion can make people who were previously not interested in buying a product
interested in trying the product so that consumers make a purchase. This research is in line with
Purwati et al. (2020) and Anggraini & Budiarti (2020), which show that promotion significantly
affects consumer satisfaction.

Determination of Coefficient Test

The coefficient of determination (R2) is a coefficient used to see the extent to which
independent variables (product quality, price, service, and promotion) can explain the dependent
variable (consumer satisfaction). The installed R-squared value was 0.467 (Table 11). This shows
that product quality, price, service, and promotion variables significantly influenced consumer
satisfaction at Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch.

Table 11. Coefficient of Determination
Model R R Square Adjust R Square
1 .699a 488 467

4. Conclusion

In general, product quality, price, service and promotion positively and significantly affect
consumer satisfaction at Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch.

Product quality, price and promotion individually positively and significantly impact
consumer satisfaction at Nasi Bebek Buma Restaurant, Perintis Kemerdekaan Branch. Service has
a positive but insignificant effect on customer satisfaction at the Nasi Bebek Buma Restaurant at
the Perintis Kemerdekaan Branch. The most dominant variable of consumer satisfaction at Nasi
Bebek Buma Restaurant, Perintis Kemerdekaan Branch, is the promotion variable (X4).
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