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ABSTRAK 

VERA RIANTY NAINGGOLAN 210110030, 2025 “PENGARUH HARGA, 

PROMOSI DAN KEPUASAAN PELANGGAN GRAB BIKE (STUDI 

KASUS MAHASISWA UNIVERSITAS KATOLIK SANTO THOMAS 

MEDAN)” 

 

Pembimbing: Dr. Miska Irani Br Tarigan, MM 

 

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh harga, 

kepercayaan dan promosi terhadap kepuasaan pelanggan. Pengumpulan data 

dilakukan melalui kuesioner dan dokumentasi. Populasi seluruh mahasiswa 

Universitas Katolik Santo Thomas Medan sebanyak 5.922 orang, dengan 

menggunakan sampel teknik slovin, maka penelitian ini sebanyak 98 orang. 

Teknik sampling yang digunakan dengan menggunakan Purposive Sampling dan 

quota sampling. Teknik analisis data diuji dengan uji validitas, uji reabilitas, uji 

asumsi klasik, analisis regresi linear berganda, uji hipotesis (uji t dan F) dan uji 

koefisien determinasi yang dilakukan dengan menggunakan software SPSS 27.  

Hasil penelitian ini merumuskan bahwa persamaan regresi berganda adalah KP = 

0,751+0,119H+0,361K+0,303P+e. artinya dalam uji t menunjukkan bahwa harga, 

kepercayaan dan promosi berpengaruh secara positif dan signifikan terhadap 

kepuasaan pelanggan. Uji F menunjukkan harga, kepercayaan dan promosi secara 

simultan berpengaruh signifikan terhadap kepuasaan pelanggan. Koefisien 

determinasi (R
2
) adalah sebesar 0,746 atau 74,6% artinya kepuasan pelanggan 

dapat dijelaskan oleh harga, kepercayaan da promosi sebesar 74,6%, sedangkan 

sisanya 25,4% dipengaruhi oleh variabel  lainnya seperti fasilitas, citra merek dan 

faktor emosional yang tidak diteliti dalam penelitian ini. 

Kata Kunci: Harga, Kepercayaan, Promosi, Kepuasaan Pelanggan 
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ABSTRACT 

VERA RIANTY NAINGGOLAN 210110030, 2025 “THE EFFECT OF 

PRICE, PROMOTION AND CUSTOMER SATISFACTION OF GRAB 

BIKE (CASE STUDY OF STUDENTS OF SATHOLIC UNIVERSITY OF 

SANTO THOMAS MEDAN)” 

 

Supervisor: Dr. Miska Irani Br Tarigan, MM 

 

This study aims to test and analyze the effect of price, trust and promotion on 

customer satisfaction. Data collection was carried out through questionnaires and 

documentation. The population of all students of Santo Thomas Catholic 

University Medan was 5,922 people, using the slovin technique sample, so this 

study was 98 people. The sampling technique used was Purposive Sampling and 

quota sampling. Data analysis techniques were tested with validity tests, reliability 

tests, classical assumption tests, multiple linear regression analysis, hypothesis 

tests (t and F tests) and determination coefficient tests carried out using SPSS 27 

software. 

The results of this study formulated that the multiple regression equation is KP = 

0.751 + 0.119H + 0.361K + 0.303P + e. This means that the t test shows that 

price, trust and promotion have a positive and significant effect on customer 

satisfaction. The F test shows that price, trust and promotion simultaneously have 

a significant effect on customer satisfaction. The determination coefficient (R2) is 

0.746 or 74.6%, meaning that customer satisfaction can be explained by price, 

trust and promotion by 74.6%, while the remaining 25.4% is influenced by other 

variables such as facilities, brand image and emotional factors that are not 

examined in this study. 

Keywords: Price, Trust, Promotion, Customer Satisfaction 
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