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The era of globalization impacts marketing activities in the transportation 

sector, one of which is motorcycles. In the increasingly growing 

motorcycle business, of course, it needs to be balanced with user 

satisfaction. This study aims to determine user satisfaction influenced by 

promotional variables and the quality of motorcycle repair shop services. 

The design of this study is descriptive and verification, with an analysis 

unit of 89 consumers. The data collection procedure uses literature and 

field studies through interviews and distributing questionnaires that have 

been tested for validity and reliability. The data analysis method uses 

multiple linear regression analysis, correlation coefficient analysis, 

determination coefficient analysis, and significance tests simultaneously 

and partially. The study's results indicate that simultaneously and partially 

the promotional variables and the quality of motorcycle repair shop 

services have a significant and positive effect on user satisfaction. It is 

recommended to increase the frequency and intensity of communication, 

as well as improve the motorcycle service process to be more reliable. 
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Introduction  

 

The era of globalization has had a major impact on marketing activities in the transportation sector, which 

ultimately led to the company's marketing model, including the motorcycle marketing model. 

Understanding customer expectations is a prerequisite for marketers, considering the increasing strength of 

the motorcycle market, because motorcycles are no longer a luxury item for the community (Sari & Marlien, 

2019; Liu et al., 2020). The need for motorcycle ownership is currently increasing and can be considered 

an essential need because it facilitates people's daily activities. Indirectly, people need facilities and 

infrastructure to maintain and repair their vehicles, so that motorbikes are comfortable to ride and 

comparable to new products. Companies that are oriented toward service strength strive to increase 

customer satisfaction by providing services that meet or even exceed customer expectations (Maioli et al., 

2019). Therefore, customer satisfaction is the key to success in building loyalty and a positive image of the 

company (Liu et al., 2020). 

To develop effective and responsive marketing strategies to customer needs, companies need to understand 

consumer expectations and preferences to customize products and services, thereby increasing customer 

satisfaction (Kharabsheh et al., 2015). The application of technology in after-sales services, such as online 

ordering systems and fast customer service, can also improve customer experience and strengthen their 

loyalty to the brand. With this strategy, companies can not only meet customer expectations but also build 

long-term mutually beneficial relationships, which contribute to sales growth and business sustainability 

(Szwejczewski et al., 2015; Rebelo et al., 2021). 

In this context, a study was conducted to analyze the impact of promotional activities and the quality of 

motorcycle repair shop services on customer satisfaction. The failure to achieve sales targets occurred at 

the motorcycle repair shop PT Jayamandiri Gemasejati Cibinong Branch, where the sales target that had 
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been set could not be achieved in 2023. The following presents data on sales targets and realization during 

2023. 

Table 1. Sales Targets and Realizations of PT Jayamandiri Gemasejati Cibinong Branch in 2023 

No Month Target ( Rp ) Realization (Rp ) Information Difference  

1 January 340.800.000 320.276.700 Not achieved -0,06022 

2 February 340.800.000 226.281.434 Not achieved -0,33603 

3 March 340.800.000 300.887.721 Not achieved -0,11711 

4 April 340.800.000 339.060.792 Not achieved -0,00510 

5 May 340.800.000 305.076.765 Not achieved -0,10482 

6 June 340.800.000 303.005.450 Not achieved -0,11090 

7 July 340.800.000 330.084.166 Not achieved -0,03144 

8 August 340.800.000 342.326.149 Achieved 0,00448 

9 September 340.800.000 331.466.028 Not achieved -0,02739 

10 October 340.800.000 337.122.804 Not achieved -0,01079 

11 November 340.800.000 339.230.704 Not achieved -0,00460 

12 December 340.800.000 363.850.394 Achieved 0,06764 

Total 4.089.600.000 3.838.669.107 Not achieved -6% 

Source : PT Jayamandiri Gemasejati Cabang Cibinong 2024 

 

Table 1 above shows that during 1 year there were only 2 months that met the sales target. This is thought 

to be due to customer satisfaction factors as a result of promotional activities and the quality of workshop 

services. This condition reflects several problematic phenomena, including the fact that there are still 

challenges in achieving sales targets, high satisfaction will increase customer loyalty and increase sales in 

the future. Customer satisfaction which is the root of the problem is assumed to be a person's assessment 

of product performance about expectations, if the results are not by expectations, customers will feel 

disappointed and if they are by expectations, customers will feel satisfied and happy (Maulida et al., 2023). 

Therefore, companies need to evaluate marketing strategies, promotional programs, and workshop service 

quality regularly to ensure that they attract and retain customers successfully. 

In an increasingly competitive environment, understanding customer expectations is essential. In-depth 

market research and data-driven strategies help businesses tailor products and services to better suit 

customer needs. Increasing customer satisfaction can also affect customer loyalty and sales target 

achievement. Satisfied customers tend to repurchase products, provide good recommendations, and 

enhance brand reputation. Therefore, building strong relationships with customers through good service 

and the right marketing strategies is a long-term step that will help companies stay competitive in the 

competition. 

As an effort to maintain competitiveness, various promotional programs have been implemented to remain 

competitive in increasing sales and customer satisfaction. The implementation of promotional programs 

that are run as in Table 2 below. 
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Table 2. Implementation of Promotion Program in 2023 

No. Bulan Type Program 

1 January Sales Promotion Early year discount 
2 February Sales Promotion Cashback on spare parts purchases 
3 March Advertisement Online media advertising 
4 April Sales Promotion Motorcycle exhibition event 

5 May Sales Promotion Free accessory installation bonus 

6 June Advertisement Print media advertising 

7 July Sales Promotion Product bundling package 

8 August Sales Promotion Proclamation of Independence event 

9 September Direct Marketing Information via email and WhatsApp 

10 October Public relations Quick response 

11 November Sales Promotion Lottery 
12 December Sales Promotion End of year discount 

 
Table 2 above shows various promotional activities that have been carried out each month, but their 

effectiveness needs to be further assessed to increase customer appeal and reduce complaints. According 

to Chandon (2000) and Mahiri et al. (2022), promotion is a type of communication that provides persuasive 

explanations to consumers of goods and services, the aim is to attract attention, educate, remind, and 

persuade potential consumers. According to Tjiptono (2018) and Alexandrescu (2018), promotion is also 

considered a communication method used by companies to confirm to consumers or target groups about a 

company's product so that they buy it. A deeper evaluation of unsuccessful tactics can help in making more 

targeted improvements and improving the results of subsequent promotions. Thus, business operations must 

continue to innovate by offering relevant and attractive promotional programs and adapting their products 

to the latest market trends, so that they can retain existing customers and attract new customers. 

Business activities must also be oriented towards reducing customer complaints by improving services 

through better expectation management, clearer communication, and faster service so that businesses can 

increase customer satisfaction which means more loyalty and more sales (Knox & Van Oest (2014). The 

following presents data on customer complaints related to workshop services during 2023. 

Table 3. Customer Complaints Data 2023 

No Bulan Amount Reason 

1 January 3 
Dissatisfaction with good communication between consumers and 

suppliers 

2 February 6 Dissatisfaction with service pricing that sometimes changes 

3 March 4 Dissatisfaction with the delivery of the motorbike 

4 April 2 The condition of the motorbike sometimes does not meet expectations 

5 May 4 The quality of work is less than satisfactory 

6 June 3 
Lack of clarity in communication between customers and service 

providers 
7 July 6 Lack of availability of goods that cannot be met properly 

8 August 7 Poor level of responsibility 

9 September 5 Good transaction completion process (delay) 

10 October 2 The service provided is slow (takes a long time) 

11 November 5 Complaints related to the lack of transparency of additional costs 

12 December 1 Availability of spare parts does not meet capacity requirements 

Source : PT Jayamandiri Gemasejati Cabang Cibinong 2024 
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Based on the table above, it is known that in early August 2023, there were 7 customer complaints related 

to the lack of responsiveness of the service, examples of cases that can cause a lack of responsiveness are 

slow responses to customer questions and complaints, service providers, and lack of clarity in the complaint 

handling process, this lack of responsiveness can make customers feel ignored or unappreciated which 

ultimately has a negative impact on customer satisfaction. Therefore, increasing the responsiveness of this 

service is important because it is to meet customer expectations and builds better relationships.  

Method  

This study was designed using qualitative and quantitative methods, with descriptive and verification 

approaches. In this study, it was determined that all customers who visit use the motorbike repair shop 

services during 2023, and the sample in this study used a probability sampling technique with a purposive 

sampling procedure. The sample size was determined as many as 89 for subjective reasons based on the 

theory which states that a decent sample size of between 30 and 500 is sufficient for most studies (Roscoe 

in Echdar, 2017). Questionnaires on the results of validity and reliability tests were used to obtain primary 

data, which were then analyzed using multiple linear regression analysis, multiple correlation, 

determination, and hypothesis testing.  

 

Results  

The results of the study obtained a description of the characteristics of more dominant customers based on 

gender, namely male, aged 23-27 years, private employees, with a final education of high 

school/equivalent, with a frequency of visits in 1 year of 3-5 times. 

The information obtained from this study is also related to customer responses to promotional activities, 

as in Table 4 below. 

Table 4. Customer Response to Promotional Activities 

No Statement Score Criteria Interpretation 

1. Interesting 

advertising 

message 

4.04 Good Promotions attract attention and increase satisfaction, such as 

providing effective advertising, such as showing unique 

features of a product or service, offering discounts, or using 

attractive visuals. 
2. Various sales 

promotions 

4.06 Good Promotions produce good results, but continuously tracking 

and evaluating their performance can help achieve even 

better results, such as lowering prices and providing 

cashback. 
3. Promotions 

provided by 

sales counters 

during the 

purchasing 

process 

4.06 Good The information provided can increase customer satisfaction 

through communication, such as sales counters offering 

special discount prices for motorbikes, as well as free 

maintenance for one year including routine checks and oil 

changes. 

4. An informative 

message 
4.14 Good Messages can be well received by customers because they 

are relevant and according to customer needs. 
5. Collaborating 

with the 

community 

2.94 Pretty 

good  

The existence of partnership information with the community 

in the communication process so that the company is 

considered to have contributed sufficiently to the community 

Average value 
 

3.84 Good Effective promotion is essential to attract customers and 

increase customer satisfaction, attractive advertising, 

discounts, and contributions to the community. 
  

The table above describes the good performance in promotion, meaning that overall the company has met 

some of the customer's expectations. But there are still some things that still need to be improved to be 

more satisfied. Although the promotion has succeeded in attracting customer attention, the company needs 

to continue to evaluate and refine its strategy to meet customer needs and desires. Some things to consider 

include improving promotional performance in various major events in the community such as changing 
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public relations strategies by improving existing communications, such as holding more interesting and 

relevant events, and increasing community involvement. In addition, increasing cooperation with the media 

and influencers can help expand reach. To assess the impact and make adjustments, an effective monitoring 

and evaluation system is needed. The information obtained from this study is also related to customer 

responses to workshop services, as in Table 5 below. 

Table 5. Customer Responses to Workshop Service Variables 

No Statement Score Criteria Interpretation 

1. The beauty of 

the room 
4.05 Good The cleanliness of the showroom, service area, and well-

organized waiting room creates a comfortable and attractive 

place for customers. 
2. Cleanliness 

of the room 

4.02 Good Customers enjoy the cleanliness of the waiting room, the 

cleanliness of the service area and public facilities such as 

prayer rooms and bathrooms. 
3. Speed of 

service 

4.03 Good In the fast service process because customers receive their 

motorbikes faster than the scheduled time and they also 

receive reports on vehicle repairs 
4. Accuracy of 

service 

4.02 Good The service guarantees on-time service, availability of spare 

parts, and suitability of service to request 
5. Speed in 

serving 

4.14 Very 

Good 

Customers are served very quickly and responsively, such as 

on-time according to schedule, replacement of spare parts 

according to specifications 
6. The friendly 

attitude of 

employees 

4.14 Very 

Good 

Employees have created a friendly service environment with a 

professional and friendly attitude toward customers 

7. Security 

guarantee 

4.06 Good Provides security assurance for customer vehicles during 

maintenance and ensures standard procedures to prevent 

vehicles from being damaged or lost 
8. Comfort 

Guarantee 

4.17 Good Customers feel comfortable with the facilities provided, such 

as competent staff, warranty guarantees, and free wi-fi. 
9. Attention to 

consumer 

needs 

4.21 Very 

Good 

Demonstrate the ability to meet every need of the customer 

using the service, such as completing high-quality repairs in a 

short time to the customer's satisfaction. 
10. Providing 

services 

according to 

needs 

4.17 Good Able to demonstrate the ability to customize their services to 

suit the needs of each customer, such as conducting personal 

consultations between employees and potential customers, 

providing special services, conducting trial arrangements 
Average value 4.10 Good Providing satisfaction in terms of cleanliness, speed, accuracy, 

employee friendliness, and attention to customers.    

  

Based on the table above, it is known that the average value of the workshop service variable with good 

interpretation. The highest score is in the statement item of attention to consumer needs with a total score 

of 4.21, including the very good category, while the statement item of the accuracy of the ordered service 

and good room cleanliness has the smallest response value. This can be used as a development strategy by 

continuing to improve room cleanliness and service accuracy. The information obtained from this study is 

also related to responses to customer satisfaction, as in Table 6 below. 
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Table 6. Customer Responses to Satisfaction Variables 

No Statement Score Criteria Interpretation 

1. Product as 

expected 

4.00 Satisfied Providing products according to what is desired, such as 

product quality, performance, and vehicle features. 
2. The service 

provided is as 

expected 

4.04 Satisfied Providing service according to expectations, in terms of 

speed, friendliness, and ability to solve problems 

3. Interested in 

visiting again 

because of the 

product 

4.17 Satisfied The ability to produce products that meet customer 

expectations with products offered that are of high 

quality, so that customers feel satisfied and want to return 

4. Interest in 

returning due to 

service 

4.15 Satisfied The ability to provide good and satisfactory service, such 

as a friendly welcome and an efficient purchasing process 

5. Recommend 

because of service 

4.16 Satisfied Meet customer expectations to provide an overall 

positive experience to customers, be responsive, and 

reward customer loyalty with discount or reward 

programs. 
6. Recommend 

because of the 

product 

4.12 Satisfied Striving to improve products and increase customer 

satisfaction, such as conducting product 

innovation/conducting development research, providing 

simple feedback, and making continuous improvements 
Average value 4.11 Satisfied Providing satisfaction, continuously improving the 

quality of products, services and considering loyalty 

programs to increase loyalty in the future 

Based on the table above, it is known that the average value achieved has a satisfactory interpretation. This 

can be used as a basis for further improving product quality and service quality to strengthen customer 

satisfaction.  

 

The Influence of Workshop Promotion and Services on Customer Satisfaction 

To measure the influence of promotion and workshop services on customer satisfaction, data analysis was 

conducted using multiple linear regression methods. The results of the multiple linear regression analysis 

are in Table 7 below.  

Table 7. Multiple Linear Regression Test 

Coefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 23.918 11.211  2.209 .000 

PROMOTION_ .298 .186 .208 3.623 .005 

W_SERVICE .369 .162 .206 1.805 .001 

a. Dependent Variable: CUSTOMER SATISFACTION 

Based on the table above, the multiple linear regression equation is obtained Y = 

23.918+0.298X1+0.369X2+, which shows that the promotion variables (X1) and workshop services (X2) 

have a positive influence on customer satisfaction (Y). 

Correlation of Promotion and Workshop Services to Customer Satisfaction 

To measure the correlation of promotion and workshop services to customer satisfaction, data analysis was 

conducted using multiple correlation analysis. The results of the multiple correlation analysis are in Table 

8 below. 
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Table 8. Results of Multiple Correlation Analysis of Promotion Variables (X1) and Service (X2) 

on Customer Satisfaction (Y) 

Model Summary 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change df1 df2 

Sig. F 

Change 

1 .756a .580 .568 1.455 .580 55.442 2 86 .000 

a. Predictors: (Constant). W_SERVICE. PROMOTION_ 

The data in Table 8 above shows that the correlation coefficient value is 0.756, which means that there is a 

strong and positive correlation between promotion (X1) and workshop services (X2) with customer 

satisfaction (Y). This means that the more promotion and workshop services are improved, the more it will 

be directly proportional to the increase in customer satisfaction. 

Contribution of Promotion and Workshop Service Influence on Customer Satisfaction 

The data in Table 8 above also provides information that the coefficient of determination value is 58%, 

which means that the promotion and workshop service variables are able to explain the rise and fall of 

customer satisfaction by 55%, while the remaining 42% is explained by other variables not included in this 

study, such as price, competition, product quality and other external elements (Riadi & Kamase, 2021). 

Statistical Hypothesis Testing 

Hypothesis testing is used to verify the regression model which states that promotion and workshop service 

variables influence customer satisfaction simultaneously and partially. 

1. F Test 

The F test is used to determine whether the simultaneous regression model of promotion and workshop 

service variables has a significant and positive effect on customer satisfaction. The results of the data 

analysis are presented in Table 9 below. 

Table 9. Results of Hypothesis Testing Using the F Test 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 237.290 2 112.645 55.442 .000b 

Residual 214.288 106 2.116   

Total 371.578 108    

a. Dependent Variable: Totally 

b. Predictors: (Constant). W_SERVICE. PROMOTION_ 

 

Based on the results of the F-test above, it can be concluded that the F-count value is 55,442 with a 

significance level of 0.000 because the significance value <0.05 then H0 is rejected and Ha is accepted. 

Thus, it can be stated that the promotion and workshop service variables have a significant and positive 

effect on increasing customer satisfaction. These results are in line with the research of Jelita et al., 

(2021), which states that promotions and well-designed services can increase customer satisfaction by 

attracting customer attention, providing incentives, and creating added value.  

2. t Test 

The t-test is used to determine whether the partial regression model of promotion and workshop service 

variables has a significant and positive effect on customer satisfaction. The results of data processing are 

presented in Table 10 below. 
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Table 10. Results of Hypothesis Testing Using the t-Test 

Coefficients 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 23.918 11.211  2.209 .000 

PROMOSTION_ .292 .156 .205 3.623 .005 

W_SERVICE .369 .142 .206 1.805 .001 

a. Dependent Variable: Totally 

a. The test results with a significance of 0.005, obtained a t-value of 3.623, and greater than the t-

table value (1.984). This means that the promotional strategy partially has a significant and positive 

effect on customer satisfaction. Promotional strategies can be evaluated and changed by ensuring 

that promotions are carried out effectively and on target from relevant research (Amalia, 2021). 

b. The test results obtained a t-count value of 3.305, greater than t-table (1.984). This proves that the 

workshop service variable partially has a significant and positive effect on customer satisfaction. 

Service (X2) on Customer Satisfaction (Y). This is in line with previous research conducted by 

Lutfi et al., (2020), providing business services can increase customer satisfaction and meet 

expectations, which has the potential to increase customer loyalty and retention.   

 
Conclusion 

Based on consumer responses, it is known that the promotional activities and workshop services are 

considered good, and customer satisfaction is considered satisfactory. Promotion and workshop service 

variables simultaneously and partially have a significant and positive effect on customer satisfaction. 

Furthermore, it can be recommended to increase the frequency and intensity of communication through 

partnerships with the media and influencers. The reliability aspect should be given more attention to ensure 

the accuracy of improving the service delivery process by customer expectations. Further research is needed 

on different variables, such as product price, competition, and product quality. 
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