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ABSTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh faktor-faktor 

pendorong kepuasan pelanggan Mintorogo Mart Karanganyar Demak yang terdiri 

dari harga, kualitas pelayanan, customer experience dan perceived value. 

Penelitian ini menggunakan rumus slovin, 5%.setelah dihitung didapat ada 125 

responden yang diperoleh dari beberapa bagian responden yang didapat dari 

perhitungan rumus. Hasil analisis dalam penelitian sebagai berikut: 1) Harga 

berpengaruh positif dan signifikan terhadap kepuasan pelanggan, artinya semakin 

baik harga yang dimiliki akan berdampak semakin baik kepuasan pelanggan. 2) 

Kualitas layanan berpengaruh positif dan signifikan terhadap kepuasan pelanggan, 

artinya semakin baik kualitas layanan yang dimiliki akan berdampak semakin baik 

kepuasan pelanggan. 3) Customer experience berpengaruh positif dan signifikan 

kepuasan pelanggan, artinya semakin baik customer experience yang dimiliki 

akan berdampak semakin baik kepuasan pelanggan. 4) Perceived value 

berpengaruh positif dan signifikan terhadap kepuasan pelanggan, artinya semakin 

baik perceived value yang dimiliki akan berdampak semakin baik kepuasan 

pelanggan. 5) Harga, kualitas pelayanan, customer experience, dan perceived 

value berpengaruh positif dan signifikan secara simultan terhadap kepuasan 

pelanggan, artinya semakin baik harga, kualitas pelayanan, customer experience, 

dan perceived value yang dimiliki akan berdampak semakin baik kepuasan 

pelanggan. 

 

Kata Kunci : Harga, Kualitas Pelayanan, Customer Experience, Perceived 

Value, dan Kepuasan Pelanggan. 
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ABSTRACTION 

 

This study aims to analyze the influence of the factors driving customer 

satisfaction Mintorogo Mart Karanganyar Demak which consists of price, service 

quality, customer experience and perceived value. This study uses the slovin 

formula, 5%. After being calculated, there are 125 respondents obtained from 

several parts of the respondents obtained from the calculation of the formula. The 

results of the analysis in the study are as follows: 1) Price has a positive and 

significant effect on customer satisfaction, meaning that the better the price, the 

better the customer satisfaction. 2) Service quality has a positive and significant 

effect on customer satisfaction, meaning that the better the quality of the service, 

the better the customer satisfaction. 3) Customer experience has a positive and 

significant impact on customer satisfaction, meaning that the better the customer 

experience, the better the customer satisfaction. 4) Perceived value has a positive 

and significant effect on customer satisfaction, meaning that the better the 

perceived value, the better the customer satisfaction. 5) Price, service quality, 

customer experience, and perceived value have a positive and significant effect 

simultaneously on customer satisfaction, meaning that the better the price, service 

quality, customer experience, and perceived value, the better the customer 

satisfaction will be. 
 

Keywords: Price, Service Quality, Customer Experience, Perceived Value, and 

Customer Satisfaction. 
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