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This study aims to analyze the effect of price on consumer
loyalty with satisfaction as a mediating variable for J.Co Donuts
consumers in Denpasar. The increasingly competitive culinary
business competition requires companies to be able to determine
a pricing strategy that not only reflects value, but also builds
sustainable customer satisfaction. The research method uses a
guantitative approach with path analysis techniques, involving 30
respondents selected by purposive sampling. Data were collected
through questionnaires covering price, satisfaction, and loyalty
variables, then analyzed using regression tests. The results
showed that price has a significant effect on customer
satisfaction, but the effect of price on loyalty, both directly and
indirectly through satisfaction, is not significant.

Furthermore, the analysis shows that customer satisfaction
does not act as an effective mediator in the relationship between
price and loyalty. The indirect effect of price on loyalty through
satisfaction is only 0.0147, a very small and insignificant value.
This confirms that consumer loyalty is not solely formed by
perceived price or satisfaction, but by other factors such as
service quality, product innovation, and brand image. Thus, this
study implies that companies need to combine price strategies
with other marketing aspects to build stronger loyalty. This
research also provides an academic contribution regarding the
importance of understanding the limited mediating role of
satisfaction in shaping consumer loyalty.

INTRODUCTION

In the current era, the competitive climate in the business world is getting tighter and more
complex. This intense competition requires business actors to be able to maximize resource
utilization and manage operations effectively so that the business being run remains competitive
in the free market. Companies must be able to understand the needs and desires of their
consumers, because this understanding can be the basis for formulating targeted marketing
strategies. Research shows that companies that can integrate Corporate Social Responsibility (CSR)
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into their strategy are often able to create higher value and build long-term customer loyalty (Malik
& Muthohar, 2023). This is in line with findings showing that companies that focus on ethics and
social responsibility can strengthen their position in market competition (Mansouri et al., 2022). In
addition, companies that are effective in service management and marketing communication have
a higher chance of attracting and retaining customers (Malik & Muthohar, 2023).

The main key to winning the competition lies in the ability to provide value and satisfaction to
customers through quality products or services offered at competitive prices in the market.
According to research, customer satisfaction is very important in building loyalty, which in turn can
increase loyalty and positive recommendations for brands (Junaedi et al., 2022; Umboh et al.,
2024). Research further confirms that customer satisfaction has a significant positive influence on
brand loyalty in various business contexts (Bakri et al., 2023; Dananjoyo & Udin, 2023). Therefore,
focusing on service quality and consistency is a fundamental factor in maintaining competitiveness
(Susilawati, 2024; Uzir et al., 2021). Thus, companies that are committed to product and service
quality will find it easier to build long-term relationships with customers.

However, modern companies are now facing the dynamics of a stressful business environment,
especially in terms of fast-moving and volatile prices. Price cuts are often seen as an easy strategy
to attract consumers; however, this is not always the best solution in the long run. Research shows
that customers tend to value quality and long-term relationships with brands more than price alone
(Dananjoyo & Udin, 2023; Malik & Muthohar, 2023). Excessive price cuts can actually reduce profits
and trigger harmful price wars between competitors (Susilawati, 2024). Therefore, companies need
to adopt a strategy that is more oriented towards product value and customer experience rather
than focusing solely on price(Salsabiila & Miranti, 2024; Zaato et al., 2023).

The challenge faced is how to determine a price that is not only able to provide profits for the
company but also reflects the value perceived by consumers. Consumer satisfaction or
dissatisfaction is a form of response to the perceived mismatch between initial expectations and
actual experience of product quality (Sasongko, 2021). Therefore, companies need to deeply
understand consumer expectations in order to design products and services according to their
needs (Hidayah & Nugroho, 2023; Utama et al., 2024). Customer loyalty can be a positive feedback
for companies because the continuation of harmonious relationships with customers strengthens
the brand's position in the market (Hanjaya & Setiawan, 2022). Thus, a pricing strategy that is in
line with product quality will further strengthen the chances of forming long-term customer loyalty.

Greater attention to value-oriented marketing strategies and customer satisfaction is essential
in the face of intense competition. Companies are advised to implement a smart approach to using
technology as a tool to improve customer experience and strengthen existing relationships (Nauly
& Saryadi, 2021; Nuristiqgomah et al., 2020). Digital transformation allows companies to interact
more intensely with consumers, so that data-based marketing strategies can be designed in a more
targeted manner. In addition, technology can be used to improve the effectiveness of customer
service through personalization of offers that match individual preferences. In this way, consumers'
emotional attachment to brands can be further strengthened and loyalty can be formed more
firmly.

As one of the centers of economic growth, Denpasar City has dynamic market characteristics
with an increasing population. The growth in population has led to an increase in people's needs
for food, clothing, and shelter, which are increasingly diverse. Along with the development of digital
technology, people's consumption patterns have also undergone a significant transformation,
especially with the increasing preference for online shopping. Research shows that consumers can
now fulfill their needs more efficiently without having to waste time shopping in person (Indra &
Pramuditha, 2023; Rivai & Fadli, 2022). This creates both opportunities and challenges for
businesses, including the culinary sector such as J.Co Donuts, to meet consumer expectations with
more adaptive marketing strategies.
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The formulation of this research problem is how the effect of customer satisfaction in
mediating the relationship between price and customer loyalty is significant. The purpose of this
study is to provide an empirical explanation of the role of customer satisfaction in mediating price
to customer loyalty. This research is expected to make a theoretical contribution as an additional
reference in the field of marketing management, as well as provide practical benefits for
companies. In particular, the results of the study are expected to be taken into consideration for
the management of J.Co Donuts in Denpasar in formulating the right pricing strategy. Thus, the
strategy is expected to be able to increase satisfaction while building customer loyalty in a
sustainable manner.

According to Kotler, & Armstrong (2020), price is the amount of value that consumers sacrifice
to obtain the benefits of a product or service. For consumers, price is often an indicator of the
quality of goods that greatly influences purchasing decisions, as supported by research showing
that price perceptions have a positive effect on consumer satisfaction (Ahmed et al., 2022;
Octaviani et al., 2021). A number of studies have also found that perceived fair price and product
quality have a positive effect on consumer loyalty through perceived satisfaction (Ahmed et al.,
2023; Yaqub et al., 2023). Previous research confirms that customer satisfaction acts as a significant
mediator between price and customer loyalty across various industry contexts (Ahmed et al., 2023;
Milman & Tasci, 2022). This shows the important role of satisfaction as a link in creating sustainable
relationships between consumers and companies.

In this context, it is important for companies to understand how the right pricing strategy can
build positive customer experiences and create long-term relationships (Akbari et al., 2020).
Customer satisfaction-oriented pricing has been shown to increase consumer loyalty while
encouraging repeat purchase decisions (Yaqub et al., 2023). In addition, pricing strategies that pay
attention to the balance between value and product quality can strengthen brand positioning in a
competitive market (Duh & Pwaka, 2023; Lee & Winterich, 2022). By integrating these principles,
J.Co Donuts can design a more effective approach in building customer satisfaction and loyalty in
Denpasar. Therefore, this research becomes relevant to provide an empirical foundation for
sustainable business strategies.

RESEARCH METHODOLOGY

This research was conducted in Denpasar City with the scope focused on the behavior of
consumers who shop at J.Co Donuts. The choice of research location is based on Denpasar as the
center of economic and trade activities in Bali which has a high level of business competition. The
existence of J.Co Donuts as one of the most popular food and beverage brands makes it relevant to
be studied in the context of customer satisfaction and loyalty. This research also refers to the
conceptual framework developed from the research of Surya and (Ari et al., 2023). Therefore, this
research is expected to make a significant empirical contribution to the development of marketing
management studies.

The types of data used in this study are quantitative and qualitative data. Quantitative data is
obtained through questionnaire results that can be processed with statistical methods, while
qualitative data is used to provide a deeper understanding of consumer perceptions. Data sources
consist of primary and secondary data, where primary data is obtained directly from respondents
through questionnaires, while secondary data is obtained from literature, research journals, and
other scientific publications. The selection of these two types of data is intended to make the
research results more comprehensive and able to explain the phenomenon under study in depth.
Thus, this research is not only number-oriented, but also reveals the meaning behind consumer
behavior.

The variables used in this study consist of price (X) as the independent variable, customer
satisfaction (M) as the mediating variable, and customer loyalty (Y) as the dependent variable. The
selection of these variables is based on the theoretical assumption that price affects customer
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loyalty either directly or indirectly through customer satisfaction. Satisfaction is seen as an
important mechanism that can strengthen or weaken the relationship between price and loyalty.
Therefore, the mediating role of customer satisfaction is very relevant to be studied in this context.
By placing these variables, this study is expected to be able to test more accurate causal
relationships in accordance with the conceptual framework.

The sampling technique in this study used purposive sampling method. This method was
chosen because it was able to ensure that the samples taken were in accordance with the research
criteria. The characteristics of respondents determined are consumers who live in Denpasar City
and are at least 17 years old. This age consideration is used because at that age consumers are
considered to have the ability to make purchasing decisions independently. Thus, the data obtained
from respondents is expected to be valid and reflect actual consumer behavior in the context of
this study.

Data collection is done by distributing questionnaires to respondents who match the
predetermined criteria. The questionnaire contains a series of questions designed to measure price
variables, customer satisfaction, and customer loyalty. The questionnaire was distributed in two
ways, namely sending it via email and the WhatsApp application in order to reach respondents
more widely and efficiently. The utilization of digital technology is considered effective in the
context of modern research, considering that most J.Co Donuts consumers belong to the younger
generation who are accustomed to using digital media. With this strategy, it is expected that the
level of respondent participation will be higher and the data collected can optimally support
research analysis.

RESULTS AND DISCUSSION
Results
Normality Test

Based on Table 1, the normality test results for regression equation 1 show a Kolmogorov-
Smirnov Z value of 0.134 with a significance value (Asymp. Sig. 2-tailed) of 0.179. The significance
value is greater than the significance level of 0.05. This indicates that the residual data in regression
equation 1 is normally distributed. Thus, the normality assumption is met so that regression
equation 1 is suitable for use in hypothesis testing.

Table 1. Results of Normality Test Equation 1

Understandardizer Residual

N 30
Kolmogorov-Smirnov Z 134
Asymp. Sig. (2-tailed) .179

Source: Primary Data Analysis Results, 2024

Furthermore, Table 2 shows that the normality test results of regression equation 2 produce a
Kolmogorov-Smirnov Z value of 0.161 with a significance value (Asymp. Sig. 2-tailed) of 0.077.
Similar to regression equation 1, the significance value is still greater than 0.05. This means that the
residuals from regression equation 2 are also normally distributed. This confirms that the normality
assumption is met, so the second regression model can be used for further analysis without any
violation of classical assumptions.

Table 2. Normality Test Results of Regression Equation 2
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Understandardizer Residual

N 30
Kolmogorov-Smirnov Z .161
Asymp. Sig. (2-tailed) .077

Source: Primary Data Analysis Results, 2024

Heteroscedasticity Test

Based on Table 4, the results of the heteroscedasticity test on the Price variable show a
significance value of 0.160. This value is greater than the significance level of 0.05, so it can be
concluded that there are no symptoms of heteroscedasticity in regression equation 1. Thus, the
first regression model has fulfilled one of the classical assumptions, namely homogeneous error
variance (homoscedastic). This confirms that the regression estimation can be considered reliable
to explain the relationship between variables in the model.

Table 4. Heteroscedasticity Test Results Equation 1

Model Sig. Description

Price 0.160 Passed Test

Source: Primary Data Analysis Results, 2024

Furthermore, the results of the heteroscedasticity test in regression equation 2 shown in Table
5 show that the Price variable has a significance value of 0.182 and the Consumer Satisfaction
variable is 0.842. Both significance values are greater than 0.05. Thus, it can be stated that
regression equation 2 is also free from heteroscedasticity problems. This condition indicates that
the residual variance is constant at all levels of the independent variables used in the model, so that
the regression parameter estimates can be interpreted more validly.

Table 5. Heteroscedasticity Test Results Equation 2

Model Sig. Description
Price 0.182 Passed Test
Consumer Satisfaction 0.842

Source: Primary Data Analysis Results, 2024

Overall, the two regression equations in this study did not experience heteroscedasticity
problems, as indicated by a significance value greater than 0.05. This indicates that the model used
has met the assumption of homoscedasticity, so that the results of regression analysis and path
analysis based on the model are suitable to be used as a basis for drawing research conclusions.

Multicollinearity Test
Based on Table 6, the multicollinearity test results in regression equation 2 show that the Price
and Customer Satisfaction variables have a tolerance value of 0.865 and a Variance Inflation Factor
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(VIF) value of 1.156. The tolerance value which is greater than 0.10 and the VIF value which is much
smaller than the critical limit of 10 indicate that there are no multicollinearity symptoms among the
independent variables. Thus, the two independent variables in regression equation 2 can be used
together to explain the dependent variable without the problem of high correlation between
variables.

Table 6. Heteroscedasticity Test Results Equation 2

Model Colinearity Statistic
Tolerance VIF

Price 0.865 1.156

Consumer Satisfaction 0.865 1.156

Source: Primary Data Analysis Results, 2024

These results indicate that the regression model used meets the classical assumptions related
to multicollinearity, so that the estimated regression coefficients can be considered stable and
unbiased. This condition also confirms that the Price and Consumer Satisfaction variables have an
independent role in influencing the dependent variable, without any domination or redundancy of
information between variables. Thus, regression equation 2 is feasible to proceed to a more in-
depth analysis because it has met the relevant classical assumption requirements.

Path Analysis

Based on Table 7, the Price variable has a significant effect on the mediation variable (M). This
is indicated by the beta coefficient value of 0.368 with a significance level of 0.046 which is smaller
than 0.05. The R Square value of 0.135 indicates that 13.5% of the variation in the mediation
variable can be explained by the Price variable, while the remaining 86.5% is influenced by other
factors outside the model. Thus, the first structural equation can be written as M = 0.368X, which
indicates that each one unit increase in the Price variable will increase the value of the mediating
variable by 0.368 units. This result confirms that Price has a positive and significant contribution in
forming the mediating variable in the path model.

Table 7. Regression Results Equation 1

Model R Square Colinearity
Statistic
Beta Sig
Price 0.135 0.368 0.046

Source: Primary Data Analysis Results, 2024

Based on Table 6, it can be concluded that the structural equation is as follows:

Meanwhile, Table 8 shows that in the second equation, the Price variable has a beta coefficient
of 0.274 with a significance value of 0.182, while the Consumer Satisfaction variable has a beta
coefficient of 0.040 with a significance value of 0.842. Both of these significance values are greater
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than 0.05, so it can be concluded that neither Price nor Customer Satisfaction has a significant effect
on the dependent variable (Y). The R Square value of 0.069 also shows that only 6.9% of the
variation in the dependent variable can be explained by the independent variable, while 93.1% is
explained by other factors outside the model. The second structural equation formed is Y = 0.274X
+ 0.040M, but statistically the effect is not significant. This confirms that the path from Price and
Consumer Satisfaction to the dependent variable does not make a significant contribution to the
research model.

Table 8. Regression Results Equation 2

Model R Square Colinearity
Statistic
Beta Sig
Price 0.069 0.274 0.182
Consumer Satisfaction 0.040 0.842

Source: Primary Data Analysis Results, 2024

Based on Table 6, it can be concluded that the structural equation is as follows:
Y=BzX+B3Y+€ ........................................................................................... 2)
Y=0.274X+0.040Y

1. Direct Effect

e From equation 2, it is obtained that Price (X) > Y has a beta coefficient of 0.274, but it is
not significant (Sig. =0.182 > 0.05). This means that directly Price does not have a significant
effect on the dependent variable.

e Meanwhile, Consumer Satisfaction (M) = Y has a beta coefficient of 0.040 with Sig. = 0.842
>0.05, which is also not significant. This shows that Consumer Satisfaction does not directly
mediate the relationship between Price and the dependent variable.

2. Indirect Effect

e From equation 1, it is obtained that Price (X) = Consumer Satisfaction (M) has a beta
coefficient of 0.368 with Sig. = 0.046 <0.05, so the effect is significant.

e However, because the path M = Y (0.040; Sig. = 0.842) is not significant, the indirect effect
of Price on Y through Customer Satisfaction can be said to be insignificant.

e Mathematically, the magnitude of the indirect effect is calculated as:

Indirect Effect=(X->M)x(M->Y)=0.368x0.040=0.0147 = 0.368 x 0.040 = 0.0147
This value is very small and insignificant.
3. Total Effect
e Total effect is the sum of direct effect and indirect effect:
Total Effect=(X->Y)+[(X>M)x(M->Y)]
Total Effect=0,274+(0,368x0,040)=0,274+0,0147=0,2887

e Thus, the total effect of Price on Y is 0.289. Although numerically there seems to be a
contribution, statistically this path is not significant because both the direct and indirect
effects do not meet the significance criteria.

The results of the path analysis show that price has a significant effect on customer satisfaction,
but both directly and through customer satisfaction, the effect of price on the dependent variable
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(Y) is not significant. In other words, customer satisfaction is not able to act as a mediating variable
in the relationship between price and Y.

DISCUSSION

The results showed that the price variable had a positive and significant effect on customer
satisfaction. This finding is in line with the view that price is an important factor in determining
customer satisfaction, because consumer perceptions of product value are strongly influenced by
the balance between financial sacrifices and benefits obtained (Irawan et al., 2020). In the context
of J.Co Donuts in Denpasar, this indicates that consumers tend to feel satisfied if the price of the
product offered is in accordance with the quality and value they feel. The right pricing strategy can
provide a positive experience for consumers, thus strengthening their assessment of the company.
Thus, price can be seen as an important element in shaping satisfaction, although it is not the only
factor that determines customer loyalty.

Although price is proven to have a significant effect on satisfaction, the results also show that
price does not have a significant effect directly on consumer loyalty. The path coefficient of 0.274
with a significance level of 0.182 confirms that J.Co Donuts consumers in Denpasar do not
necessarily become loyal only because of the price factor (Riansyah et al., 2024). This shows that
consumer loyalty is more complex and is not only determined by rational aspects, but also
emotional factors, service quality, and brand image attached to the company (Hidayah & Nugroho,
2023). In other words, price is important as a foundation for satisfaction, but not enough to foster
strong loyalty. Therefore, in building loyalty, companies need to use a more comprehensive and
layered approach.

Furthermore, the results showed that customer satisfaction has no significant effect on loyalty.
The coefficient of 0.040 with a significance of 0.842 confirms that in this study, customer
satisfaction is not able to be an effective mediator between price and loyalty. This condition may
be influenced by the characteristics of respondents, most of whom may assess the consumption
experience only at the time of purchase, without long-term emotional attachment to the brand
(Sonia & Heriyanto, 2023). Thus, although consumers are satisfied with the price and quality of the
product, this does not necessarily translate into sustainable loyalty. These results emphasize the
need for a more comprehensive marketing strategy by integrating service quality, product
innovation, and brand image to drive customer loyalty (Harris & Soenhadji, 2022; Widodo &
Setyawan, 2023).

Consumer loyalty in the fast food industry in general tends to be low due to the high level of
competition and the many alternative choices that are easily accessible, both in terms of price and
product variety (Sasongko, 2021). This shows that although customer satisfaction is important, its
existence does not always guarantee the creation of long-term loyalty (Hidayah & Nugroho, 2023).
Consumers in this segment often switch to other brands that offer attractive promotions, new
menu innovations, or different consumption experiences. Therefore, loyalty in the fast food sector
is more influenced by external factors beyond mere satisfaction. Companies must be able to
formulate varied and innovative strategies to retain consumers.

This finding confirms that customer satisfaction cannot serve as a strong mediating variable in
the relationship between price and loyalty. Thus, a corporate strategy that relies on creating
satisfaction through pricing alone may not be sufficient to build sustainable customer loyalty. Price
should be positioned as just one component in the marketing mix, not as the main determinant of
loyalty. To strengthen consumer attachment, companies need to add other factors such as product
innovation, consistent service, and strengthening brand images that are relevant to consumer
needs (Hernikasari et al., 2022). Previous research also shows that sales promotion and service
quality contribute significantly to customer loyalty (Andreson & Denni, 2023).

Therefore, companies must be able to develop integrated marketing strategies that not only
emphasize price, but also build emotional relationships with consumers. This will enable the
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creation of stronger loyalty in the long run. Overall, the total effect of price on loyalty was small
and insignificant, confirming that although price contributes, the reality is that consumer loyalty is
more influenced by other factors not included in this research model (Isnanto & Saputro, 2024;
Sholikhah & Hadita, 2023). Factors such as customer experience, service quality, and store
atmosphere have a major role in shaping consumer loyalty (Sudarnice, 2020). Thus, companies
need to expand the scope of marketing strategies that focus on product differentiation and holistic
consumption experiences in order to build sustainable consumer loyalty. This step not only
maintains long-term customer satisfaction, but also encourages word-of-mouth recommendations
that can strengthen brand image (Mardikaningsih, 2021).

CONCLUSIONS

Based on the research results, it can be concluded that price has a positive and significant
effect on customer satisfaction at J.Co Donuts in Denpasar. This shows that pricing in accordance
with product quality is able to create satisfaction for customers. However, the regression test
results prove that price does not have a significant effect on consumer loyalty, either directly or
through satisfaction. Consumer satisfaction formed from price perceptions is not strong enough to
be a mediating variable in building customer loyalty.

Overall, J.Co Donuts' customer loyalty is not only influenced by price and satisfaction, but also
by other factors not examined in this study, such as service quality, shopping experience, and
product differentiation. Therefore, management needs to develop a more comprehensive
marketing strategy by integrating elements of price, quality, and brand image to strengthen
customer loyalty. This research emphasizes the importance of understanding that although
customer satisfaction is an important factor, its existence does not necessarily guarantee the
creation of long-term loyalty without the support of other supporting factors.
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