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ABSTRAK 

RENTA ANGGRIANI SIMARMATA. 210110158, (2025) PENGARUH 

HARGA, PROMOSI DAN KUALITAS PELAYANAN TERHADAP 

KEPUASAN NASABAH PADA PT PEGADAIAN CABANG SETIA BUDI 

MEDAN 

             Pembimbing : Dr. Donalson Silalahi, MS 

Tujuan penelitian ini adalah untuk mengetahui dan menganalisis pengaruh 

harga, promosi, dan kualitas pelayanan terhadap kepuasan nasabah pada PT 

Pegadaian Cabang Setia Budi Medan dengan menggunakan metode deskriptif dan 

pendekatan kuantitatif. Dalam penelitian ini, kuesioner disebarkan kepada 100 

orang nasabah Tabungan Emas PT Pegadaian. Teknik analisis data diuji dengan 

uji validitas, uji reliabilitas, analisis regresi linier berganda, uji hipotesis (uji F dan 

uji t), dan uji koefisien determinasi. Analisis data pada penelitian ini 

menggunakan bantuan SPSS versi 25. 

Berdasarkan hasil regresi linier berganda diperoleh fungsi persamaan: Y = 

3,053 + 0,223(H) + 0,070(P) + 0,266(KP) + ε. Nilai konstanta sebesar 3,053 

menunjukkan bahwa jika variabel harga (H), promosi (P), dan kualitas pelayanan 

(KP) dianggap tetap, maka tingkat kepuasan nasabah sebesar 3,053. Nilai 

koefisien regresi menunjukkan bahwa variabel harga (X1) sebesar 0,223, promosi 

(X2) sebesar 0,070, dan kualitas pelayanan (X3) sebesar 0,266, yang semuanya 

berpengaruh positif terhadap kepuasan nasabah. 

Hasil uji t menunjukkan bahwa variabel harga (t_hitung = 5,427; sig. = 

0,000), promosi (t_hitung = 2,193; sig. = 0,031), dan kualitas pelayanan (t_hitung 

= 9,058; sig. = 0,000) berpengaruh positif dan signifikan terhadap kepuasan 

nasabah. Secara simultan, hasil uji F menunjukkan nilai F_hitung sebesar 248,970 

> F_tabel sebesar 2,70 dengan tingkat signifikansi 0,000 < 0,05, sehingga H0 

ditolak dan H1 diterima. Artinya, ketiga variabel bebas secara bersama-sama 

berpengaruh signifikan terhadap kepuasan nasabah. Nilai koefisien determinasi (R 

Square) sebesar 0,886 atau 88,6% menunjukkan bahwa variasi kepuasan nasabah 

dapat dijelaskan oleh variabel harga, promosi, dan kualitas pelayanan, sedangkan 

sisanya sebesar 11,4% dijelaskan oleh variabel lain di luar penelitian ini seperti 

citra perusahaan, loyalitas, dan pengalaman individu. 

Kata Kunci: Harga, Promosi, Kualitas Pelayanan, Kepuasan Nasabah 
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ABSTRACT 

 

RENTA ANGGRIANI SIMARMATA. 210110158, (2025) 

THE INFLUENCE OF PRICE, PROMOTION, AND SERVICE QUALITY 

ON CUSTOMER SATISFACTION AT PT PEGADAIAN SETIA BUDI 

BRANCH MEDAN 

           Advisor: Dr. Donalson Silalahi, MS 

This study aims to determine the influence of price, promotion, and 

service quality on customer satisfaction at PT Pegadaian Setia Budi Branch 

Medan by using a descriptive method and a quantitative approach. In this 

research, questionnaires were distributed to 100 customers of PT Pegadaian's 

Gold Savings product. Data analysis techniques included validity tests, reliability 

tests, multiple linear regression analysis, hypothesis testing (t-test and F-test), and 

coefficient of determination (R²). Data were analyzed using SPSS version 25. 

Based on the results of multiple linear regression analysis, the regression 

equation obtained is: Y = 3.053 + 0.223(P) + 0.070(PR) + 0.266(SQ) + ε. The 

constant value of 3.053 indicates that if the independent variables—price (P), 

promotion (PR), and service quality (SQ)—remain constant, the customer 

satisfaction level will be 3.053. The regression coefficients show that price (X₁ ) 

has a value of 0.223, promotion (X₂ ) is 0.070, and service quality (X₃ ) is 0.266, 

all of which positively influence customer satisfaction. 

The t-test results show that price (t = 5.427; sig. = 0.000), promotion (t = 

2.193; sig. = 0.031), and service quality (t = 9.058; sig. = 0.000) each have a 

positive and significant effect on customer satisfaction. Simultaneously, the F-test 

result shows that F_count is 248.970 > F_table 2.70, with a significance value of 

0.000 < 0.05, indicating that the three independent variables together have a 

significant effect on customer satisfaction. The coefficient of determination (R 

Square) is 0.886 or 88.6%, which means that variations in customer satisfaction 

can be explained by price, promotion, and service quality, while the remaining 

11.4% is explained by other factors outside the model, such as brand image, 

customer loyalty, and individual experience. 

Keywords: Price, Promotion, Service Quality, Customer Satisfactio 
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