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	This study aims to identify and develop effective price perception optimization strategies to increase consumer satisfaction of Gacoan Noodles, especially among students of the State Islamic University of North Sumatra. In the face of intense competition in the culinary industry, appropriate pricing is an important factor in maintaining customer satisfaction and loyalty. This article uses Focus Group Discussion (FGD), training, and participatory methods to explore students' perceptions of the price and value of Mie Gacoan products. The results show that although the price of Mie Gacoan has been affordable, there is still a need to improve consumer perceptions related to product value. Therefore, additional education is needed through counseling and training related to price communication strategies. The training conducted succeeded in strengthening Mie Gacoan managers' understanding of how to maintain and improve consumers' positive perceptions of price, as well as managing consumer expectations to match the quality of the products offered. In addition, loyalty programs were also identified as an effective tool for building long-term relationships with consumers. Through the implementation of these strategies, Mie Gacoan is expected to significantly increase customer satisfaction and loyalty.
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1. INTRODUCTION 
	In the current era of globalization, many culinary businesses are in demand. This culinary business is one of the industries that continues to grow and produce new innovations. The term "culinary" comes from the English absorption part "culinary" or "culinair", both of which are state words meaning kitchen and cooking, as well as the art when making dishes. Therefore, the culinary arts begin with determining ingredients, preparing, cooking, and presenting food into attractive dishes. A beverage and food equipment business that focuses on aesthetics and creativity is the key to increasing the selling value of culinary products (Rahman, 2021:2). One of the foods that is growing rapidly today is spicy food. According to Hanim (2022), spicy food is one type of food that is growing rapidly and is favored by Indonesians, especially teenagers. Consumers also see the influence of Mie Gacoan being favored based on price and taste (Zakawali, 2022). Price is very important for every business, especially in the culinary business. It is only when a price has been agreed between the buyer and the seller that the exchange of goods and services can take place. Some businesses close quickly due to unreasonable prices. Thus, the price set must be in accordance with the market price so that customers can buy the goods (Hanim, 2022). According to Azizah et al. (2020), price is the amount of money that must be paid by customers to service providers, both goods and services, to obtain benefits. These expenses are then distributed between the customer and the company. Every company must set the right price, according to Tjipto (2015), if they want to market a product successfully. The right price is a price that is proportional to the quality of the product and will satisfy the customer. According to Kotler, Philip, and Armstrong (2016), price is "the amount of money paid for a product or service, or the total value exchanged by consumers for the benefits, ownership, or use of a product or service". To foster customer trust, influence product images, and make purchasing decisions, pricing is essential. The price must be stable and in accordance with the marketing plan. Therefore, product prices are one of the factors that determine market demand (Anwar and Satrio, 2015).
	Pricing is a procedure used to determine how much revenue a company will earn from the products or services sold. It is very useful in marketing applications. To set the same price, we must study the needs, wants and expectations of consumers; in other words, we must link our products to the aspirations of market goals (Mardia, 2021: 113). Since customer satisfaction has exceeded their expectations, the factor of customer satisfaction is very important in after-sales evaluation. Customer satisfaction is measured by feelings of pleasure or disappointment when product performance is compared to expectations. This happens because customers believe that their expectations have not been met, so they will not be satisfied. Customer satisfaction is strongly influenced by expectations (Sitianjak, 2004: 6). Meanwhile, according to Tjiptono (2019), customer satisfaction can be defined as a comparison between hopes or expectations before making a purchase and an assessment of product performance after purchase. Not meeting expectations leads to increased customer dissatisfaction. Customers' feelings of pleasure and displeasure can be used to determine customer expectations and satisfaction. If the service meets customer expectations, even exceeds their expectations, the customer's capacity will be fully happy. Conversely, if the service does not satisfy customers, they will become more disappointed and dissatisfied (Qomariah, 2020: 3).

2. METHOD 
	This article uses the Focus Group Discussion (FGD) method which aims to collect information from students regarding their perceptions of the price and value of gacoan noodle products, with this method the gacoan company can understand the perceptions of consumers towards the price of their products and find out whether this can affect customer satisfaction. The next method is training by providing information on how to manage price perceptions to increase customer satisfaction. The next method is Participatory, involving consumers to participate in providing feedback on their experience with prices on gacoan noodles. This can help companies find out consumer satisfaction with the price of their gacoan noodle products. This article uses primary data. The population in this article is students of the State Islamic University of North Sumatra with a sample of 38 people.
3. RESULTS AND DISCUSSION 
Results
Based on the results of the service through training and Focus Group Discussion (FGD) to the manager of Mie Gacoan and several students of the State Islamic University of North Sumatra, it was found that although the price of Mie Gacoan is relatively affordable, there is still a need to improve consumer perceptions related to product value. Therefore, additional education is needed through extension and training methods with the theme "Price Perception Optimization Strategy to Increase Consumer Satisfaction," which aims to optimize Mie Gacoan managers' understanding of price communication strategies and how to maintain existing positive perceptions.
The training will cover techniques to emphasize the added value of products that already have affordable prices, as well as effective communication strategies to strengthen consumers' awareness of Mie Gacoan's product advantages. In addition, participatory methods will be applied to actively engage students in providing feedback on their experiences with the price and product, which can help in improving the company's marketing and communication strategies.
Through the training that has been conducted, the managers of Mie Gacoan have strengthened their understanding of how to maintain and improve consumers' positive perceptions of price, even though the price of the product is considered low. The results of this training show that with the right communication strategy, Mie Gacoan can more effectively manage consumer perceptions of product value, thereby increasing consumer satisfaction and loyalty. The method of collaboration with students will also be used to continue to strengthen the relationship and obtain continuous feedback, ensuring that the pricing and communication strategies implemented remain relevant and useful to consumers.
Discussion 
In an effort to increase customer satisfaction, Mie Gacoan needs to deeply understand how price affects perceptions and purchasing decisions. This research shows that price is not just a number, but reflects the value received by consumers. Therefore, effective pricing needs to pay attention to both dimensions, namely how prices affect consumer perceptions and how these prices relate to product costs and value. This is especially relevant for the student segment of the State Islamic University of North Sumatra, which has its own characteristics and preferences. Thus, optimizing price perception is a strategic step to increase consumer satisfaction and loyalty. Price serves as a signal of quality and value. Good price perception can increase consumer satisfaction, because consumers feel they are getting value for the money they spend. Mie Gacoan needs to maintain a balance between price and product quality. If the price is perceived to be too high compared to the quality received, consumers may feel dissatisfied even though the product is objectively of good quality. Conversely, a price that is too low may cause doubts about the quality of the product. Therefore, pricing should be done carefully, considering how consumers assess the value of the product. This research focused on students of the State Islamic University of North Sumatra, but these results can also be used to segment a wider market.
	Market segmentation allows Mie Gacoan to understand the characteristics and preferences of different consumer groups. Students, as a segment that is currently studying and has a limited budget, may exhibit higher price sensitivity compared to other consumer groups. By understanding the differences in price sensitivity between segments, Mie Gacoan can implement more effective pricing strategies. For example, a more affordable price for university students may increase their satisfaction, while other segments may be more focused on quality and ready to pay more for premium products. Marketing communication plays a key role in influencing price perception. Mie Gacoan needs to convey a clear and convincing message that the price set is proportional to the value provided. The communication strategy should include various channels, such as social media, advertising, and promotions. Social media can be used to share positive reviews, testimonials, and information on product benefits, which can reinforce the perception of a good price. Advertisements that highlight the added value and quality of the product can help convince consumers that the price paid is in line with the benefits gained. Special promotions, such as discounts or bundling offers, can also attract attention and increase satisfaction.
	Loyalty programs can serve as an effective tool to increase customer satisfaction and build long-term relationships. Mie Gacoan may consider launching a loyalty program that offers financial benefits, such as discounts or reward points that can be redeemed for products. However, the benefits of loyalty programs are not only limited to financial benefits. The program can also strengthen the emotional connection between the brand and consumers by offering exclusivity, early access to new products, or special experiences. A well-designed loyalty program can increase consumer satisfaction and encourage them to become repeat customers. An effective price perception optimization strategy involves a deep understanding of how price affects consumer satisfaction. Mie Gacoan needs to consider the psychological dimensions of price, conduct market segmentation to adjust pricing strategies, and develop compelling marketing communications. In addition, a well-designed loyalty program can strengthen relationships with consumers and increase long-term satisfaction. By implementing these strategies, Mie Gacoan can increase customer satisfaction.
4. CONCLUSION
Based on the results of this article, it was found that the Gacoan Noodle company needs to continue to develop and refine pricing strategies that are in line with consumer expectations to maintain and increase customer satisfaction. By understanding that price perception plays an important role in determining consumers' perceived value, the company should ensure that the price set reflects the quality and excellence of the product. In addition, Mie Gacoan can conduct regular market research to understand the preferences and price sensitivity of its various consumer segments, including university students who are the main target. Through effective communication, such as promotions that emphasize the value and benefits of the product, as well as loyalty programs that offer additional benefits, Mie Gacoan can strengthen consumers' positive perceptions of the price offered. These efforts will help create a balance between price and quality, which will ultimately increase customer satisfaction and loyalty.
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