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ABSTRACT 
This research aims to find out the influence of service quality, price perception, customer 

trust, and promotions on customer satisfaction. Based on the objectives to be achieved, this 
research is categorized as quantitative descriptive research. This research was carried out at the 
research location at the Surya Madina Umrah Foundation. In this research, the objects of this 
research are Umrah customers at the Surya Madina Foundation. The planned time for research 
is January – December 2023. The population in this study is all 286 Surya Madina Surakarta 
Umrah pilgrims. The research took 50% of the population as a sample, namely 143 Surya Madina 
congregation members. The sampling technique in this research used random sampling. After 
obtaining sufficient data, the data was processed using multiple linear regression analysis tools 
which were processed using SPSS 26 software. The conclusions obtained were that service 
quality, price perception, customer trust and promotions had an influence on customer 
satisfaction. 

Keywords : service quality, price perception, customer trust, and promotions influence 
customer satisfaction. 

 
ABSTRAK 

Penelitian ini bertujuan untuk mengetahui mengenai pengaruh kualitas pelayanan, 
persepsi harga, kepercayaan pelanggan, dan promosi terhadap kepuasan pelanggan. 
Berdasarkan tujuan yang ingin dicapai, penelitian ini dikategorikan dalam jenis penelitian 
deskriptif kuantitatif. Penelitian ini dilakukan dengan mengambil lokasi penelitian di Yayasan 
Umroh Surya Madina. Dalam penelitian ini yang menjadi obyek penelitian ini adalah 
pelanggan umroh di Yayasan Surya Madina. Waktu yang direncanakan untuk penelitian adalah 
pada bulan Januari – Desember 2023. Populasi dalam penelitian ini adalah seluruh jamaah 
umroh Surya Madina Surakarta sejumlah 286 orang. Penelitian mengambil 50% dari populasi 
untuk dijadikan sampel, yaitu sebanyak 143 orang jamaah Surya Madina. Teknik pengambilan 
sampel dalam penelitian ini menggunakan random sampling. Setelah mendapat data yang 
memadai kemudian dilakukan olah data menggunakan alat analisis regresi linier berganda 
yang diolah menggunakan software SPSS 26. Kesimpuan yang didapatkan adalah kualitas 
pelayanan, persepsi harga, kepercayaan pelanggan, dan promosi berpengaruh terhadap 
kepuasan pelanggan. 

Kata kunci : kualitas pelayanan, persepsi harga, kepercayaan pelanggan, dan promosi 
berpengaruh terhadap kepuasan pelanggan. 
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INTRODUCTION 
Consumer satisfaction or dissatisfaction is the result of differences between 

consumer expectations and the performance perceived by the consumer (Sopi and 
Nafiah, 2022). Customer satisfaction refers to the feelings that arise after using 
products and services compared to the hopes or expectations previously thought 
about the product or service (Muhani and Nurani, 2022). 

Achieving consumer satisfaction for a company is a must. Consumer 
satisfaction has a big impact on the company. If consumers are satisfied with what 
they receive, then consumers will make repeat purchases, becoming a reference for 
the company to invite their families and other people to use the product and become 
loyal consumers. This certainly has a big impact on the continuity and development 
of the company in the future. Likewise, if consumers are not satisfied with the 
products they use, the company will be abandoned and this could threaten the 
company's survival (Nasution and Nasution, 2021). 

Customer satisfaction is influenced by several factors, including: service 
quality, price perception, customer trust, and promotions (Muhani and Nurani, 2022). 
Service quality is seen based on the ability to create comfort by meeting consumer 
needs, desires and expectations (Izmanto and Munzir, 2020). Research regarding the 
influence of service quality on customer satisfaction has been conducted by Sofi and 
Nafiah (2022), Siregar and Lubis (2022), Abdullah et.al. (2022) which states that 
service quality has a positive and significant effect on customer satisfaction. This 
research is not in line with research conducted by Muhani and Nurani (2022) and 
Istiana and Mulia (2021) which stated that service quality has no effect on customer 
satisfaction. 

Apart from service quality factors, price factors also influence consumer 
satisfaction. Price perception is an assessment that comes from customers regarding 
the comparison of the price of a product which is relatively high or low compared to 
competitors. Appropriate pricing will build good perceptions in realizing customer 
satisfaction. Research on price perceptions on customer satisfaction was conducted 
by Egodawela et.al. (2021), Nasutian and Nasution (2021), and Sopi and Naiah (2022) 
which state that price perceptions have a positive and significant influence on 
customer satisfaction. These results are different from those stated by El Fikri et.al. 
(2020) price perception has no effect on customer satisfaction. 

Another factor that is no less important is the promotional factor. Promotion 
is an important tool in marketing activities to achieve targets, namely customer 
satisfaction. However, in previous research regarding the effect of promotions on 
customer satisfaction, promotions had a positive and significant influence on 
customer satisfaction, as stated by Nasution and Nasution (2021), Akbar and Haryoko 
(2020), Yullianto (2020). This research is not in line with that conducted by Siregar 
and Lubis (2022) and Muhani and Nurani (2022) who stated that promotions have no 
effect on customer satisfaction. 
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Another factor that influences customer satisfaction is customer trust. 
Customer trust is a conclusion made by customers. Research regarding the influence 
of customer trust on customer satisfaction was conducted by Gultom et.al. (2020), 
Sudirman et.al. (2020), Muhani and Nurani (2022) who state that customer trust has 
a positive and significant influence on customer satisfaction. This research is not in 
line with the research of El Fikri et.al. (2020) which states that customer trust has no 
effect on customer satisfaction. 

The phenomenon that occurs in the field shows that customer satisfaction for 
the Surya Madina Surakarta Umrah pilgrims has not been achieved optimally. 
Customers have not received optimal service, prices are slightly more expensive 
compared to other Umrah bureaus, customer trust has not been maximized, and lack 
of promotions are obstacles to customer satisfaction for the Surya Madina Surakarta 
Umrah congregation. 

Based on the background stated above, the researcher considers it necessary 
to conduct research on the influence of service quality, price perception, customer 
trust and promotion on customer satisfaction. 
 
LITERATURE REVIEW 
1. The influence of service quality on satisfaction 

Service quality influences the sustainability of the company, this is related to 
how the company provides services to consumers so that they feel comfortable. 
Service quality is the expected level of excellence and control over this level of 
excellence to fulfill consumer desires. The existence of quality service will 
encourage consumer purchasing decisions and can also encourage consumers to 
establish strong ties with the company. Customers feel satisfied if their 
expectations are met or will be very satisfied if customer expectations are 
exceeded. So based on this, companies are obliged to meet customer satisfaction 
as expected or even exceed consumer expectations so that the products they 
produce can continue to be used by consumers. This is for the sake of the 
company's survival in the future. 

Research regarding the influence of service quality on customer satisfaction 
has been conducted by Sofi and Nafiah (2022), Siregar and Lubis (2022), Abdullah 
et.al. (2022) which states that service quality has a positive and significant effect 
on customer satisfaction. This research is not in line with research conducted by 
Muhani and Nurani (2022) and Istiana and Mulia (2021) which stated that service 
quality has no effect on customer satisfaction. 

2. The influence of price perception on satisfaction 
Price is the amount of money charged for a product or service, or the sum of 

all values given by consumers to gain benefits from owning or using a product or 
service. Price is also said to be a determining factor in whether consumers will 
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make a purchase or not. If the price offered is in accordance with the quality of the 
product provided, consumers will definitely purchase the product. 

Research on price perceptions on customer satisfaction was conducted by 
Egodawela et.al. (2021), Nasutian and Nasution (2021), and Sopi and Naiah (2022) 
which state that price perceptions have a positive and significant influence on 
customer satisfaction. These results are different from those stated by El Fikri et.al. 
(2020) price perception has no effect on customer satisfaction. 

3. The influence of customer trust on satisfaction 
Customer trust is a conclusion made by customers. If a product and service 

company can build a positive emotional relationship through the benefits of the 
product or service offered, this will have an impact on customer satisfaction. 

Research regarding the influence of customer trust on customer satisfaction 
was conducted by Gultom et.al. (2020), Sudirman et.al. (2020), Muhani and Nurani 
(2022) who state that customer trust has a positive and significant influence on 
customer satisfaction. This research is not in line with the research of El Fikri et.al. 
(2020) which states that customer trust has no effect on customer satisfaction. 

4. The effect of promotion on satisfaction 
Promotion is one part of a series of marketing activities for a product or 

service. Promotion is a field of marketing activity and is communication carried 
out by a company to buyers or consumers which includes news, persuasion and 
influence. Promotion is one of the variables in the marketing mix that is very 
important for companies to implement in marketing a product.  

Research regarding the influence of promotions on customer satisfaction has 
been carried out by Nasution and Nasution (2021), Akbar and Haryoko (2020), 
Yullianto (2020) who stated that the influence of promotions on customer 
satisfaction. Promotions have a positive and significant influence on customer 
satisfaction. This research is not in line with that conducted by Siregar and Lubis 
(2022) and Muhani and Nurani (2022) who stated that promotions have no effect 
on customer satisfaction. 

 
RESEARCH METHODS 

Based on the objectives to be achieved, this research is categorized as 
quantitative descriptive research.This research was carried out at the research 
location at the Surya Madina Umrah Foundation. The reason researchers conducted 
research at the Surya Madina Umrah Foundation is that although this foundation is 
relatively new, it has succeeded in sending hundreds of pilgrims to Umrah, this 
foundation is able to survive amidst the onslaught of other Umrah foundations which 
are having problems. This shows that the level of public trust in the Surya Madina 
Foundation is quite high. In this research, the objects of this research are Umrah 
customers at the Surya Madina Foundation. 
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The planned time for research is January - December 2023. Consideration is 
to carry out research in January - December 2023 because in one year the Foundation 
is able to send Hajj pilgrims and several Umrah trips. 

The population is all research subjects (Arikunto, 2019: 87). The population 
in this study was all 286 Surya Madina Surakarta Umrah pilgrims. The research took 
50% of the population as a sample, namely 143 Surya Madina congregation members. 
The sampling technique in this research used random sampling. 

After obtaining sufficient data, the data was processed using multiple linear 
regression analysis tools which were processed using SPSS 26 software. The multiple 
linear regression equation is as follows : 

Y = a + b1X1 + b2X2 + b3X3+ b4X4 + e 
Information : 
Y =Customer satisfaction 
X1 =Service quality 
X2 =Price perception 
X3 =CUstomer trust 
X4 =Promotion 
e = error 

 
RESULTS AND DISCUSSION 

Table 1 Multiple Linear Regression Results 
Variable Regression 

coefficient 
t statistics Sig. t 

Constant -11,386   

Service quality 0.477 7,863 0,000 

Perception 0.501 7,531 0,000 

CUstomer trust 0.314 5,667 0,000 

Promotion 0.330 7,174 0,000 

R square 0.784   

F statistics 130,162   

Sig. F 0,000   

Source: Primary data processed, 2023 
Y = -11.386 + 0.477 X1 + 0.501 X2+ 0.314 X3 + 0.330 

From the equation above it can be described as follows. 
a0 = -11.386 is a constant that describes the average value of congregational 

satisfaction if the variables of service quality, perception, customer trust and 
promotion are zero. 
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b1 = 0.477. If the service quality variable increases by 1 score, then 
satisfaction will increase by 0.477 scores. The sign of parameter b1 in the study above 
is positive. This means that the relationship between service quality is positive 
(unidirectional), if the higher the service quality, the better the satisfaction will be. 

b2 = 0.501. If the perception variable increases by 1 score, then satisfaction 
will increase by 0.501 score. The sign of parameter b2 in the research above is 
positive. This means that the relationship between perceptions is positive 
(unidirectional), if the higher the perception, the satisfaction will also be better. 

b3 = 0.314. If the customer trust variable increases by 1 score, then 
satisfaction will increase by 0.314 score. The sign of parameter b3 in the research 
above is positive. This means that the customer trust relationship is positive 
(unidirectional), if the customer trust is better, the congregation's satisfaction will 
also be better. 

b4 = 0.330. If the promotion variable increases by 1 score, then satisfaction 
will increase by 0.330 score. The sign of parameter b4 in the research above is 
positive. This means that the promotional relationship is positive (unidirectional), if 
the better the congregation's promotion, the satisfaction will also be better. 

 
Discussion 
1. Service quality influences the satisfaction of Umrah pilgrims at the Surya Madina 

Bureau 
The results of the regression test show that service quality has a calculated t 

value of 7.863 which is greater than the t table (1.980) with a significance of 0.000 
which is smaller than 0.05. This means that the service quality variable has a 
positive and significant influence on congregation satisfaction. 

Research regarding the influence of service quality on customer satisfaction 
has been conducted by Sofi and Nafiah (2023), Siregar and Lubis (2023), Abdullah 
et.al. (2023) which states that service quality has a positive and significant effect 
on customer satisfaction. This research is not in line with research conducted by 
Muhani and Nurani (2023) and Istiana and Mulia (2021) which stated that service 
quality has no effect on customer satisfaction. 

Quality of service is needed to retain consumers. Therefore, companies must 
not stop improving service quality even though the company already has the 
highest position. It is necessary to continuously improve the quality of service both 
face to face and through intermediaries (media or electronic). Likewise, at the 
Surya Madina Umrah Bureau, it is recommended to further improve the quality of 
service, apart from face-to-face, you can utilize internet technology facilities. 

2. Perception influences the satisfaction of Surya Madina congregation 
The results of the regression test show that perception has a calculated t value 

of 7.531 which is greater than the t table (1.980) with a significance of 0.000 which 

https://journal-laaroiba.com/ojs/index.php/elmal/1603
https://journal-laaroiba.com/ojs/index.php/elmal/1603
https://journal-laaroiba.com/ojs/index.php/elmal/1603
https://journal-laaroiba.com/ojs/index.php/elmal/1603


 
Vol 5 No 4 (2024)  3182 - 3192  P-ISSN 2620-295 E-ISSN 2747-0490 

DOI: 1047467/elmal.v5i4.1603 
 

3188 | Volume 5 Nomor 4  2024 
 

is smaller than 0.05. This means that perception has a positive and significant 
influence on congregation satisfaction. 

Research on price perceptions on customer satisfaction was conducted by 
Egodawela et.al. (2021), Nasutian and Nasution (2021), and Sopi and Naiah (2023) 
which state that price perceptions have a positive and significant influence on 
customer satisfaction. These results are different from those stated by El Fikri et.al. 
(2020) price perception has no effect on customer satisfaction. 

Price perception has an influence and is a factor that is taken into account in 
efforts to determine customer satisfaction at the Surya Madina Umrah Bureau 
because price perception is an important consideration from a customer 
perspective. This is related to consumer behavior theory that there are types of 
consumers who are based on price suitability. Price is something that can be 
controlled and determines whether or not a product is accepted by consumers. 

3. Customer trust influences the satisfaction of Surya Madina congregation 
The results of the regression test show that customer trust has a calculated t 

value of 5.667 which is greater than the t table (1.980) with a significance of 0.000 
which is smaller than 0.05. This means that customer trust has a positive and 
significant influence on congregation satisfaction. 

Research regarding the influence of customer trust on customer satisfaction 
was conducted by Gultom et.al. (2020), Sudirman et.al. (2020), Muhani and Nurani 
(2023) who state that customer trust has a positive and significant influence on 
customer satisfaction. This research is not in line with the research of El Fikri et.al. 
(2020) which states that customer trust has no effect on customer satisfaction. 

Customer trust in a product or service is the customer's availability for 
various risks and benefits in using the product or service. If the product or service 
provides results that meet customer needs, it will result in satisfaction. This is 
related to the theory of consumer behavior that there are consumer decisions that 
are influenced by internal factors, namely integration. Integration is a unity of 
customer attitudes and actions that encourage feelings of pleasure and 
dissatisfaction, satisfaction and dissatisfaction with the customer's predisposition 
towards the product or service they trust. 

4. Promotions influence the satisfaction of the Surya Madina congregation 
The results of the regression test show that promotion has a calculated t value 

of 7.174 which is greater than the t table (1.980) with a significance of 0.000 which 
is smaller than 0.05. This means that promotion has a positive and significant 
influence on congregation satisfaction. 

However, in previous research regarding the effect of promotions on 
customer satisfaction, promotions have a positive and significant influence on 
customer satisfaction, as stated by Nasution and Nasution (2021), Akbar and 
Haryoko (2020), Yullianto (2020). This research is not in line with that conducted 
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by Siregar and Lubis (2023) and Muhani and Nurani (2023) who stated that 
promotions have no effect on customer satisfaction. 

Promotional activities can influence customer actions and can build good 
relationships with customers not only in the short term but in the long term, in 
other words promotions must be created to make customers feel satisfied with the 
products and services offered. Promotional activities are essentially more about 
informing or persuading customers, while customer satisfaction comes from the 
customer's response to what they receive. 

 
CONCLUSIONS AND RECOMMENDATIONS 
The conclusions that can be concluded from this research are : 
1. Service quality has a calculated t value of 9.569 which is greater than the t table 

(1.980) with a significance of 0.000 which is smaller than 0.05. This means that 
service quality has a positive and significant effect on congregation satisfaction. 

2. Perception has a calculated t value of 2.161 which is greater than the t table 
(1.980) with a significance of 0.000 which is smaller than 0.05. This means that 
perception has a positive and significant effect on congregation satisfaction. 

3. Customer trust has a calculated t value of 2.194 which is greater than the t table 
(1.980) with a significance of 0.000 which is smaller than 0.05. This means that 
customer trust has a positive and significant effect on congregation satisfaction. 

4. Promotion has a calculated t value of 6.900 which is greater than the t table 
(1.980) with a significance of 0.000 which is smaller than 0.05. This means that 
promotion has a positive and significant effect on congregation satisfaction. 
The suggestions that can be given regarding the research results and conclusions 

that have been described are as follows : 
1. Assessment of congregational satisfaction should be carried out objectively and 

there should be a need for further research regarding the effect of promotions 
on satisfaction. 

2. Future research can use research variables that are more varied and influence 
congregation satisfaction more, for example facilities. 
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