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ABSTRAK 

 

PUTRI PRASTIKASARI, 20042010137, Pengaruh Self-Service Technology 

Dan Sales Promotion Terhadap Loyalitas Pelanggan Melalui Kepuasan 

Konsumen Sebagai Variabel Intervening Pada Pelanggan Generasi Milenial 

Dan Gen Z Mcdonald’s Kota Surabaya 

Penelitian ini menyoroti kompleksitas pengaruh Self-Service Technology 

dan Sales Promotion terhadap loyalitas pelanggan melalui kepuasan konsumen 

sebagai variabel intervening pada pelanggan generasi milenial dan Gen Z di 

restoran McDonald's di Kota Surabaya. Populasi dalam penelitian ini adalah 

pelanggan generasi milenial dan gen Z yang pernah dua kali membeli produk di 

restoran Mcdonald’s yang berada di daerah Surabaya. Metode pengumpulan data 

dilakukan melalui survei menggunakan kuesioner kepada 100 responden dengan 

metode pengambilan non probability sampling melalui Purposive Sampling. 

Analisis data dilakukan menggunakan teknik Partial Least Squares Structural 

Equation Modeling (PLS-SEM) dengan bantuan perangkat lunak SmartPLS 

4.1.0.1. Hasil penelitian menunjukkan bahwa Self-Service Technology dan Sales 

Promotion memiliki pengaruh positif dan signifikan terhadap kepuasan konsumen. 

Selain itu, kepuasan konsumen juga memiliki pengaruh positif dan signifikan 

terhadap loyalitas pelanggan. Selain itu, kepuasan konsumen juga memediasi 

hubungan antara Self-Service Technology dan Sales Promotion dengan loyalitas 

pelanggan. Temuan ini menunjukkan pentingnya implementasi Self-Service 

Technology dan Sales Promotion dalam meningkatkan kepuasan konsumen dan 

pada gilirannya, memperkuat loyalitas pelanggan di kalangan generasi milenial dan 

Gen Z di industri makanan cepat saji. Implikasi praktis dari penelitian ini adalah 

bahwa manajemen McDonald's dan perusahaan sejenis dapat meningkatkan 

pengalaman pelanggan dengan memanfaatkan Self-Service Technology dan strategi 

Sales Promotion yang efektif. 

Kata Kunci : Self-Service Technology, Sales Promotion, Kepuasan Konsumen, 

Loyalitas Pelanggan 
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ABSTRACT 

 

PUTRI PRASTIKASARI, 20042010137, The Influence of Self-Service 

Technology and Sales Promotion on Customer Loyalty Through Customer 

Satisfaction as Intervening Variables in Millennial and Gen Z Customers of 

McDonald's Surabaya 

This study highlights the complexity of the influence of Self-Service 

Technology and Sales Promotion on customer loyalty through consumer 

satisfaction as an intervening variable among millennial and Gen Z customers at 

McDonald's restaurants in Surabaya City. The population in this study consists of 

millennial and Gen Z customers who have purchased products at McDonald's 

restaurants in the Surabaya area at least twice. Data collection was carried out 

through a survey using a questionnaire with 100 respondents, utilizing non-

probability sampling through Purposive Sampling. Data analysis was conducted 

using Partial Least Squares Structural Equation Modeling (PLS-SEM) with the help 

of SmartPLS 4.1.0.1 software. The results of the study show that Self-Service 

Technology and Sales Promotion have a positive and significant effect on consumer 

satisfaction. Additionally, consumer satisfaction also has a positive and significant 

effect on customer loyalty. Furthermore, consumer satisfaction mediates the 

relationship between Self-Service Technology and Sales Promotion with customer 

loyalty. These findings highlight the importance of implementing Self-Service 

Technology and Sales Promotion in enhancing consumer satisfaction and, in turn, 

strengthening customer loyalty among millennials and Gen Z in the fast-food 

industry. The practical implication of this study is that the management of 

McDonald's and similar companies can improve customer experience by leveraging 

effective Self-Service Technology and Sales Promotion strategies. 

Keywords: Self-Service Technology, Sales Promotion, Customer Satisfaction, 

Customer Loyalty 


