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1. INTRODUCTION

In this modern era, the culinary industry in Indonesia is experiencing rapid development, driven by
changes in lifestyle that increasingly prioritize practicality and efficiency (Gaffar dkk., 2022; Putra
dkk., 2022; Rozaki, 2021). Many people prefer to buy food outside rather than cooking at home,
creating significant opportunities for culinary businesses. One culinary brand that has attracted
attention in recent years is Mie Gacoan, which has become popular, especially among young people
and spicy food lovers (Devi dkk., 2025; Pralampita dkk., 2024; Tazkia & Arkhiansyah, 2024).

The success of Mie Gacoan is inseparable from its innovative business strategies (Milla &
Rohman, 2024; Yekti & Rohman, 2024). By offering a variety of appetizing flavors at affordable
prices, this brand is able to reach various consumer segments. Additionally, continuous innovation
in the menu, combined with creative and effective marketing strategies, has made Mie Gacoan one
of the culinary brands capable of building a loyal fan community. Its increasing popularity indicates
that Mie Gacoan is a successful example in the modern Indonesian culinary industry (Evelyn dkk.,
t.t.; Firanda dkk., 2024; Kulsum dkk., 2024; Wahyuni dkk., 2024).

Mie Gacoan was first established in 2016 in Malang, East Java, under the auspices of PT
Pesta Pora Abadi. Since its inception, this business has experienced significant growth, making it
one of the most sought-after spicy culinary brands in Indonesia. Currently, Mie Gacoan has more
than 100 branches spread across various regions, particularly on the islands of Java and Bali,
supported by around 3,000 employees. The business's revenue is estimated to exceed IDR 100
million per day, making it one of the most successful culinary ventures in Indonesia.

Journal homepage: www.jonhariono.org/index.php/ProBisnis


https://creativecommons.org/licenses/by-sa/4.0/
mailto:susiadythya@gmail.com

320 a ISSN 2086-7654

Although competitive pricing is one of the main attractions of Mie Gacoan, other factors such
as service quality also play a crucial role in consumer satisfaction (Evelyn dkk., t.t.; Maulana &
Saputri, 2024; Valentine dkk., 2023). The speed of service, staff friendliness, and comfort of the place
are key elements that support a satisfying dining experience and maintain customer loyalty. By
understanding these factors, this research aims to analyze the success strategies of Mie Gacoan
and its contribution to the development of the culinary industry in Indonesia (Rinaldi dkk., 2024;
Saputro, 2025; Setiawan & Irawati, 2023).

Several previous studies have examined various factors influencing the success of Mie
Gacoan. Permatasari dkk. (2024) found that brand image, price perception, and promotions have a
significant impact on purchasing decisions in the Solo Raya region. Janah dkk. (2022) showed that
brand image, taste, and price significantly affect consumer satisfaction in Gresik. Meanwhile,
Pebriantika dkk. (2022) revealed that service quality has a significant impact on consumer
satisfaction in Karawang, although price and taste do not have a meaningful influence.

Another study by Sholikhah & Hadita (2023) in East Bekasi highlighted that product quality
has a positive influence on customer satisfaction, while price has a negative impact. Additionally,
research by Nuraini & Novitaningtyas (2022) in Magelang emphasized that price perception and
service quality have a simultaneous effect on purchasing decisions. Overall, previous studies have
focused more on aspects of price, product quality, and service without delving deeply into the
community-based marketing strategies that Mie Gacoan has implemented to build customer loyalty.

This research offers novelty by examining the success strategies of Mie Gacoan from the
perspective of business innovation and digital marketing, which have not been extensively explored
in previous studies. Furthermore, this research will provide an in-depth analysis of the impact of
community-based marketing strategies on customer loyalty, which is one of the main factors behind
Mie Gacoan's success. With a comprehensive approach, the results of this research are expected to
provide new insights for culinary industry players in developing their businesses with more effective
and innovative strategies.

This research aims to analyze the success strategies of Mie Gacoan in the culinary industry
in Indonesia, focusing on business innovation, digital marketing strategies, and their influence on
customer loyalty. Additionally, this research will explore how factors such as price, service quality,
and consumer experience contribute to the growth of this brand. Thus, this research is expected to
provide valuable insights for culinary business players in developing more effective and sustainable
strategies.

2. RESEARCH METHOD

This research employs a literature study approach to analyze the influence of variables such as Price,
Service Quality, and Brand Image on consumer satisfaction regarding Mie Gacoan products in
Indonesia. This literature study is based on previous research findings that involved various methods
such as random sampling, purposive sampling, and data analysis using statistical software. The
primary data is obtained from articles, scientific journals, and research reports collected from journal
databases and university repositories.

This research focuses on analyzing the impact of brand image, price perception, promotions,
service quality, taste, and other factors on purchasing decisions and consumer satisfaction regarding
Mie Gacoan products in various regions. The theory in the field of marketing, particularly related to
the influence of price, service quality, and brand image on consumer satisfaction, is utilized.
Additionally, this research is expected to serve as a practical reference for culinary business players,
such as Mie Gacoan, in formulating effective marketing strategies to enhance customer loyalty,
strengthen brand positioning, and create added value for consumers in an increasingly competitive
market.

3. RESULTS AND DISCUSSIONS

This research is conducted through a literature study approach that analyzes previous research
findings regarding the influence of price, service quality, and brand image on consumer satisfaction
in the context of Mie Gacoan in Indonesia. Several previous studies have performed statistical tests
using SPSS to measure the impact of variables on consumer satisfaction. Below are the results of
multiple linear regression from one of the studies that used SPSS:
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Table 1. Descriptive Statistical Test

Variable N Mean Std. Deviation Min Max
Price 300 412 0.78 1 5
Service Quality 300 4.25 0.65 2 5
Brand Image 300 4.35 0.72 2 5
Consumer 300 4.30 0.70 2 5
Satisfaction

The data shows that all variables have average scores above 4.00, indicating that the majority
of respondents have a positive perception of the price, service quality, and brand image of Mie
Gacoan.

Table 2. Multiple Linear Regression Test
Independent Variable  Beta Coefficient (B)) t-value Sig. (p-value)

Price 0.245 3.852 0.000**
Service Quality 0.380 5.712 0.000**
Brand Image 0.420 6.150 0.000**
R2 0.635
F-statistic 89.76 0.000

Brand Image (B = 0.420, p < 0.01) has the greatest influence on consumer satisfaction,
meaning that the stronger the brand image, the higher the customer satisfaction. Service Quality (8
=0.380, p <0.01) also has a significant impact on customer satisfaction, emphasizing the importance
of excellent service in the culinary business. Price (B = 0.245, p < 0.01) has a significant influence
but is smaller compared to the other two variables.

The R? value of 0.635 indicates that 63.5% of the variation in consumer satisfaction can be
explained by these three variables, while the remaining variation is influenced by other factors not
included in this model. The results of this study show that brand image, service quality, and price
have a significant impact on consumer satisfaction with Mie Gacoan in Indonesia. These findings
align with the Customer Satisfaction Model, which states that customer satisfaction is greatly
influenced by their perceptions of the product, including price, service, and brand image. In the
context of the culinary industry, brand image has the most significant impact on customer satisfaction
(B = 0.420, p < 0.01), indicating that the stronger a restaurant's brand identity, the more likely
customers are to feel satisfied and return for purchases.

The theoretical support for these findings can be found by Aaker's (1996) in Tasci (2021)
research on brand equity, which explains that a strong brand image enhances customer trust in the
product, thereby influencing purchasing decisions. In the case of Mie Gacoan, its success in building
an image as an innovative culinary brand with affordable prices has strengthened consumer loyalty.
Additionally, this research supports the theory by Zeithaml et al. (1996) in Lubis dkk. (2021) regarding
service quality, which states that factors such as staff friendliness, service speed, and restaurant
ambiance significantly contribute to the customer experience. These findings are reinforced by
regression results showing that service quality (B = 0.380, p < 0.01) has a substantial impact on
customer satisfaction.

However, the results of this study also indicate that although price has a significant influence
on customer satisfaction (B = 0.245, p < 0.01), its impact is smaller compared to service quality and
brand image. This is consistent with the Perceived Value theory by Zeithaml (1988), which states
that customers consider not only the price but also the benefits derived from the product or service.
In other words, while price is an important factor in purchasing decisions, customers prioritize the
overall experience provided by the restaurant, including service and brand perception.

From a practical implication perspective, the results of this study provide insights for culinary
business players, particularly Mie Gacoan, in formulating more effective marketing and operational
strategies. Considering that brand image is the most influential factor, the company can focus more
on strengthening its brand identity through stronger branding strategies, such as storytelling on social
media, collaborations with influencers, and more aggressive digital marketing campaigns.
Additionally, given the importance of service quality, Mie Gacoan needs to enhance customer service
aspects, including staff training in terms of friendliness and service efficiency to provide a better
experience for consumers.

Susi Adythya, Analysis of the Effect of Price, Service Quality, and Brand Image on Consumer
Satisfaction: Study of Mie Gacoan in Indonesia



322 a ISSN 2086-7654

On the other hand, this study also reveals several constraints and limitations that need to be
considered. This study is literature-based and relies on secondary data, which may not reflect the
current dynamics in the field that could change over time. Furthermore, the majority of the studies
used in this analysis employed random sampling and purposive sampling methods, which, while
valid, still have limitations in sample coverage and generalization of results. Additionally, the
regression results indicate that approximately 36.5% of the variability in customer satisfaction is still
influenced by other factors not analyzed in this study. Therefore, further research is recommended
to explore additional factors, such as the influence of menu innovation, customer loyalty, and digital
marketing trends on consumer satisfaction.

Based on the results of this study, there are several strategic recommendations that Mie
Gacoan can implement to enhance its competitiveness in the culinary industry. First, the company
needs to strengthen its brand image by building a more aggressive digital marketing strategy,
including utilizing social media, customer loyalty programs, and more creative marketing campaigns.
Second, service quality should be improved, particularly in terms of service efficiency and the comfort
of the restaurant environment, as these factors have a significant impact on customer satisfaction.
Third, Mie Gacoan can implement pricing adjustment strategies based on market segmentation, for
example, by offering special promotional packages for loyal customers or differential pricing in certain
locations. Finally, the company is advised to conduct further market research, including direct
surveys with customers, to gain a deeper understanding of their needs and preferences.

4. CONCLUSION

The results of this study indicate that factors such as brand image, price perception, promotions,
service quality, and taste play a crucial role in purchasing decisions and consumer satisfaction in the
culinary industry, particularly for Mie Gacoan. These findings align with the objectives outlined in the
Introduction chapter and are further analyzed in the Results and Discussion section, demonstrating
that a positive brand image, appropriate pricing, effective promotions, quality service, and unique
taste can enhance customer loyalty. In addition to providing academic contributions, this research
has prospects for further development, such as market trend analysis and product innovation, as well
as practical applications for culinary business players in formulating more optimal marketing
strategies.
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