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Abstract : The era of globalization of the business world in Indonesia is growing very rapidly, this 

is due to the existence of several economic policies that are being launched by the 

government  in  the form  of  deregulation  and  debureaucracy.  Qualitative research 

methods using SPSS. The population used is 950 and samples taken are 90 respondents 

using the Slovin formula. The variables in this study consist of independent variables, 

namely brand, promotion and online marketing, while the dependent variable is 

consumer loyalty. To determine the effect simultaneously and partially, multiple linear 

regression analysis is used. The conclusion of this research is that there is a 

simultaneous  and  partial influence of  brand, promotion  and  online marketing  on 

consumer loyalty of gamis afifathin. The dominant variable affecting consumer loyalty 

is brand. 
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1.   INTRODUCTION 

The era of globalization of the business world in Indonesia is developing rapidly, this is due 

to the Government's economic policies since 1983 in the form of deregulation and de-bureaucracy. 

Competition in the business world seems to be getting more intense along with the growth of the 

economy. The times have often brought changes in lifestyle, lifestyle and the needs of 

society(Istanti, 2019). Nowadays the public or consumers are getting smarter in deciding and 

choosing which products to use and indirectly forcing companies to create a product that can meet 

all consumer needs, this is also influenced by very tight competition so that many companies are 

competing to can create new innovations in order to maintain and maintain the sustainability of the 

company (Kusuma, et al, 2021). 

The amount of competition forces companies to keep paying attention to the prices offered 

with the quality of the products produced and not only relying on well-known brands, and designs 

that are given can attract the hearts of consumers and can maintain the loyalty of these consumers 

(Budiyono and Sutianingsih, 2021). Lively with technological developments, Afifathin's robe also 

does not want to be outdone by introducing various product variants, high quality and affordable 

prices for all consumers in Indonesia. 

According toThe American Marketing Association (AMA) defines a brand as "a name, term, 

sign, symbol, or design, or a combination thereof, which aims to provide the identity of a product 

or service being sold and differentiate the product from competitors."(Kotler and Keller, 2009). 

Brand is an asset that is used to generate value for customers by providing satisfaction and good 

quality. (Kartajaya, 2010) 

Promotionis one of the variables in the marketing mix that a company must do in marketing 

its products. The definition of promotion according to Kotler and Armstrong (2014: 77), Promotion 

is an activity in communicating the advantages of a product and can influence someone to buy the 

product.
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According to Armstrong (2012)E-Marketing is part of E-Commerce, which is part of the 

company in providing information about products, producing and selling goods and services online. 

Meanwhile, according toBoone, Louis E. Kurtz (2008) E-Marketing is part of e-commer with 

special interest by marketers, which is a strategy in the process of making, distributing, promoting 

and setting the price of a product online. 

The definition of consumer loyalty is a belief that is believed to buy back products that are 

preferred by commitment even though it is influenced by situational and business efforts in 

marketing products that can cause consumers to switch to competitors' goods.(Keller, 2012) 

 
2.   RESEARCH METHODS 

Theoretical basis 

a. Management 

According to R. Terry (2010) Mmanagement is a special activity which consists of planning, 

organizing, mobilizing, and controlling which aims to determine and achieve goals by utilizing 

human resources and other sources. 

 
b. Marketing 

Marketing is a managerial process in which the people who are in it get what they want or need 

through the creation and exchange of the products offered and the value of the products to 

others.(Kotler, 2013) Maccording to Private et al., (2008: 5) Marketing is one of the main activities 

carried out by entrepreneurs in their efforts to maintain their lives, to develop and also to get big 

profits..From some of the definitions above, it can be concluded that marketing is something that 

links production activities with consumption. This marketing consists of various activities that 

involve consumers, consumer demand, pricing, implementing new products, advertising, 

positioning, market analysis, feedback, reviews, distribution, sales, communication and 

identification of product design and development. 

 
c. Marketing Management 

According  to  Tjiptono  (2002)Marketing  is  a  social  and  managerial  activity in  which 

individuals or groups get what they need and want by creating, offering and exchanging goods of 

value with other people or other groups. Meanwhile, according toAssauri (1999) Marketing is an 

activity in providing and delivering goods and services to the right person, place, and price through 

the right promotion and communication. 

 
d. Brand 

Brand is an asset that creates value for customers by providing a level of satisfaction and 

appreciating quality. (Kartajaya, 2010) 

 
e. Promotion 

Promotion is information that can provide information that can convince consumers of the 

goods and services it sells.(Manap, 2016) The definition of promotion is an activity that provides 

information about the advantages of a product and seduces consumers to buy the product.(Philip 

Kotler and Gery Armstrong, 2001) 

 
f.  Online Marketing 

Online marketing is an activity in planning a sales strategy.(Asri, 1991) Another opinion 

regarding online marketing is a social and managerial process for individuals or groups to get their 

needs and wants through online.(Kotler, 2002)
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g. Consumer Loyalty 

The definition of consumer loyalty is a belief that is determined wholeheartedly to buy back 

the preferred product.(Keller, 2012) 

 
Type and Scope of Research 

This study uses a quantitative approach with a questionnaire. The location of the afifathin robe in 

Sidoarjo. This research is limited to the independent variables consisting of brand, promotion and 

online marketing, while the dependent variable is consumer loyalty. 

 
Hypothesis 

1. That the variables Brand, Promotion, and Online Marketing simultaneously and significantly 

have an effect on consumer loyalty gamis afifathin. 

2. That  the variables  of  Brand,  Promotion,  and  Online Marketing partially and  significantly 

influence consumer loyalty gamis afifathin. 

3. That the brand variable has a dominant influence on consumer loyalty gamis afifathin 
 

 

Population and Sample 

Population is the area of generalization of an object or subject based on the qualities and 

characteristics that have been determined and conclusions drawn. (Sugiyono., 2016)The population 

in this study using purposive sampling by taking 950 from consumers who have purchased afifathin 

gamis more than 5x. Accidental Sampling is a random sampling technique.(Sugiyono., 2008) 

The sample is part of the number and characteristics of a population. (Sugiyono, 2018). The sample 

of this study was 90 using the Slovin formula. 

. 

Operational Definition and Research Variables 

Research  variables  are attributes  of groups of  research  objects  that  vary from  one  group to 

another(Sugiyono, 2009) The research variables can be divided into 2, namely: 

1. Independent variable 

a.   Variable Brand (X1) 

Brand indicators according to Baack, (2005) Is 

1.   Brands are remembered 

2.   Preferred brand 

3.   Brand selected 

b.   Promotion 

Promotion indicators according toArmstrong (2012) that is: 

1.   Advertising (advertising), 

2.    Sales promotion (sales promotion), 

3.   Personal selling (personal sales), 

4.   Public relations (public relations), 

5.   Direct marketing (direct sales). 

c.   Online marketing 

There are four indicators of online marketing according to Keller (2012) 

that is: 

1. Email 

2. Ballot papers 

3. Company blog 

4. Website 

d. Consumer Loyalty 

According toNila Kasuma Dewi, SE, Gus Andri, SE., MM, Sepris Yonaldi, SE., (2012) , The 

indicators of consumer loyalty are: 
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1. The frequency of consumers in making product purchases 

2. Keep buying products without paying attention to competitors. 

3.  Deliver positive information (word of mouth) about product attributes to others. 

4. Buy products without consideration of price. 

5. Keep using the product even if you receive negative information about the product 

6. Ease of getting the product 

7. Product reputation 

 

Data source 

The data source of this research came from respondents who bought the gamis Afifathin in 

Sidoarjo. The data obtained are in the form of primary data and secondary data 

 

Data collection 

The research data collection techniques are: 

a. Observation  

According to Sugiyono (2016: 203), observation is looking directly at the field used to 

determine the feasible factors using survey interviews. This study uses observational data by 

making direct observations on the Afifathin gamis producer in Sidoarjo to support the 

correctness of the data. 

b. Interview 

According to Sugiyono (2016: 194), interviews are to conduct a preliminary study to 

determine the problems that must be researched, and to find out more in-depth things from 

respondents and the number of respondents is small / small. In this study using the interview 

method through question and answer with several buyers or custemer gamis afifathin in 

Sidoarjo which is related to brand, promotion and online marketing variables on consumer 

loyalty. 

c. Questionnaire 

According to Sugiyono (2016: 199), a questionnaire is a data collection technique by giving 

a set of questions or written statements to respondents to answer. The questionnaire was given 

to afifathin gamis buyers in Sidoarjo during the pre-survey to find out how much influence 

the brand, promotion and online marketing rice has on the loyalty of gamis afifathin 

consumers in Sidoarjo. This study uses a questionnaire method by giving a set of questions 

or written statements to the respondent to be answered. 

 

Data analysis technique 

Data processing in this study using the SPSS program (Statistical Program of Social Science). The 

data analysis used is the Data Quality Test, where the data generated from the use of research 

instruments can be evaluated through validity and reliability tests. Each of these tests is to determine 

the accuracy of the data 

 

Validity test 

According to Arikunto, (2013), Validity is a measure that shows the validity of an 

instrument. A valid instrument has high validity and is able to measure what is desired and vice 

versa, an instrument that is less valid means that it has low validity so that it is unable to measure 

what is wanted and researched. 

 

Reliability Test 

According to Imam Ghozali, (2013)Reliability test is a questionnaire measuring tool that is 

an indicator of a variable or construct. A questionnaire is said to be reliable or reliable if the 

answers to the questions are consistent over time. 
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3. RESEARCH RESULT 

Validity Test Results 

Validity test 

Variable / Indicator 

The 

value of 

r r table Information 

Brand (X1)    
X1.1 0.543 0.205 Valid 

X1.2 0.589 0.205 Valid 

X1.3 0.62 0.205 Valid 

Promotion (X2)    
X2.1 0.581 0.205 Valid 

X2.2 0.485 0.205 Valid 

X2.3 0.543 0.205 Valid 

X2.4 0.358 0.205 Valid 

X2.5 0.339 0.205 Valid 

Online Marketing (X3)    
X3.1 0.429 0.205 Valid 

X3.2 0.528 0.205 Valid 

X3.3 0.387 0.205 Valid 

X3.4 0.571 0.205 Valid 

Consumer Loyalty (Y)    

Y1 0.406 0.205 Valid 

Y2 0.313 0.205 Valid 

Y3 0.353 0.205 Valid 

Y4 0.393 0.205 Valid 

Y5 0.327 0.205 Valid 

Y6 0.507 0.205 Valid 

Y7 0.442 0.205 Valid 

 

The rtabel value obtained is 0.205. From the table r count each variable is greater than r table so it 

can be concluded that the indicators on the statement instrument are declared valid. 

 

Reliability Test 

 

Reliability Test 

Variable / Indicator Alpha Value Information 

Brand (X1) 0.884 Reliable 

Promotion (X2) 0.605 Reliable 

Online Marketing (X3) 0.866 Reliable 

Consumer Loyalty (Y) 0.712 Reliable 

 

From the table it can be seen that the Cronbach alpha value for each variable is more than 0.6. 

This condition means that all of these variables are reliable and can be used in further analysis. 
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Multiple Linear Regression 

Multiple Linear Regression Equation 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 17,386 2,976  5,842 , 000 

X1 , 319 , 174 , 196 1,831 , 007 

X2 , 082 , 125 , 071 , 657 , 013 

X3 -, 069 , 154 -, 047 -, 446 , 657 

a. Dependent Variable: Y 

 

Y = 17,386 + 0.319X1 + 0.082X2 - 0.069X3 

 

a. A constant of 17.386 means that the independent variable Brand, Promotion and Online 

Marketing is a constant value, then the dependent variable is Consumer Loyalty of 17.386. 

b. Brand (x1) coefficient value of 0.319. This means that if the Brand increases by one unit, 

then the Consumer Loyalty will increase by 0.319 units. 

c. Promotion (X2) coefficient value is 0.082, meaning that if Promotion increases by one unit, 

then Consumer Loyalty will increase by 0.082 units. 

d. Online Marketing (X3 coefficient value of -0.069, meaning that if Online Marketing 

increases by one unit, then Consumer Loyalty will decrease by 0.069 units. 

 

Hypothesis Test 

F test 

ANOVAa 

Model 

Sum of 

Squares Df Mean Square F Sig. 

1 Regression 69,539 3 23,180 11,578 , 021b 

Residual 1263,583 86 14,693   

Total 1333,122 89    

 

From the results of testing the model together (simultaneously), it was obtained that the Fcount 

value was 11,578 with a significance of 0.021 and this value was much smaller than𝛼= (0.05), it is 

concluded that Ho is rejected and H1 is accepted. This means that the variables Brand, Promotion 

and Online Marketing Work simultaneously (together) affect the Consumer Loyalty variable. 
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T test 

 

Partial Test (t test) 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B 

Std. 

Error Beta 

1 (Consta

nt) 

17,38

6 
2,976 

 
5,842 , 000 

X1 , 319 , 174 , 196 1,831 , 007 

X2 , 082 , 125 , 071 , 657 , 013 

X3 -, 069 , 154 -, 047 -, 446 , 657 

 

From the calculation results, the tcount for the Brand variable is 1.831 with a significance level 

of 0.007 less than 0.05, so Ho is rejected and H1 is accepted. For the promotion variable 0.657 

with a significance level of 0.013 which is smaller than 0.05, then Ho is rejected and H1 is 

accepted. For the Online Marketing variable -0.446 with a significance level of 0.657 greater 

than 0.05, Ho is accepted and H1 is rejected. This means that the brand independent variable 

partially has a significant effect on the dependent variable Consumer Loyalty 

 

Dominant Test 

Dominant Test 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 (Constant) 17,386 2,976  

X1 , 319 , 174 , 196 

X2 , 082 , 125 , 071 

X3 -, 069 , 154 -, 047 

 

Of the three independent variables consisting of Brand, Promotion, and Online Marketing, it can be 

seen that the Brand variable has the largest β (beta) coefficient value, namely 0.196. In conclusion, 

the independent variable that has the dominant effect on Consumer Loyalty is the brand variable. 

 

4. CONCLUSION 

Based on the results of the research and discussion used according to the hypothesis, conclusions 

can be drawn: 

1. The results of the F test analysis obtained the F value of 11,578 with a significance of 0.021. 

Therefore the value of Fcount (11,578)> Ftable (2.71) and the resulting significance value is 

0.021 and this value is much smaller than𝛼= (0.05), this means that the variables of Brand, 

Promotion and Online Marketing simultaneously (together) have an effect on the Consumer 

Loyalty variable. Thus the first hypothesis which states that the variables Brand (X1), 

Promotion (X2), and Online Marketing (X3) simultaneously affect Consumer Loyalty (Y) 

Afifathin Sidoarjo's gamis is proven. In addition, the three independent variables and the 

dependent variable have a level of relationship in the "Medium" category. 

2. The results of the t-test analysis for Brands obtained tcount 1.831 and t table 1.66. Therefore 

(1.831) t count> (1.66) t table with a significance level of 0.007 less than 0.05, so Ho is rejected 
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and H1 is accepted. This means that Brand independent variables partially affect the dependent 

variable Consumer Loyalty. 

The results of the analysis for Promotion obtained t value 0.657 and t table 1.66. Therefore 

(0.657) t count <(1.66) t table with a significance level of 0.013 less than 0.05, so Ho is accepted 

and H1 is rejected. This means that the promotion independent variable partially has no and 

significant effect on the dependent variable Consumer Loyalty. 

The results of the analysis for online marketing obtained tcount 5.845 and t table 1.66. 

Therefore 5,845 t count> 1.66 t table with a significance level of 0.000 less than 0.05, so Ho is 

rejected and H1 is accepted. This means that online marketing independent variables partially 

have a significant effect on the dependent variable Consumer Loyalty. 

3. From the partial and simultaneous testing, the independent variable (X) which consists of 

Brand, Promotion and Online Marketing which dominantly affects Consumer Loyalty is the 

Brand variable (x1), (proven) has a dominant or significant effect with the largest Beta value 

which is equal to 0.196 compared with the independent variable Promotion (x2) and Online 

Marketing (x3). 

 
Suggestion 

1. From the research results, it is known that the independent variables of Brand, Promotion and 

Online Marketing simultaneously have a significant effect on Consumer Loyalty of Gamis 

Afifathin Sidoarjo. 

2. Loyalty of Afifathin Sidoarjo gamis consumers, it is hoped that the company will be able to 

maintain a good working atmosphere and environment, so that consumers remain loyal in 

buying and using afifathin robe. 

3. From the research results it is known that the independent variables Brand, Promotion and 

Online Marketing have a partial effect on Afifathin Sidoarjo Gamis Consumer Loyalty, so if 

the company wants to grow, it is expected that the company leader can quality and quantity as 

well as timeliness in the production of Afifathin Sidoarjo gamis so as to create or make 

consumers remain loyal in buying the robe afifathin Sidoarjo. 

4. Because Brand is the dominant factor in influencing Consumer Loyalty. For this reason, the 

owner of the afifathin gamis in Sidoarjo is expected to maintain the quality and quantity of the 

afifathin gamis product by tighter quality control of the afifathin gamis product. 
 

 
 

Bibliography 

 
Armstrong, PK and G. (2012). Principles of Marketing (13th Edition J). Erlangga. 

Asri, M. (1991). marketing. upp-apm ykpn. 

Arikunto, S. (2013). Research Procedure: A Practical Approach. Rineka Cipta. 

Baack, TDBDW (2005). Recall and Persuasion, Does Creative Advertising Matter? Journal of 

Advertising, 34 (03), Fall 2005. 

Boone, Louis E. Kurtz, DL (2008) Introduction to Contemporary Business. book 1. Jakarta: 

Salemba Empat. 

Budiyono, B., & Sutianingsih, S. (2021). Peran Kepuasan Pelanggan Dalam Memoderasi 

Pengaruh Perceived Value Terhadap Loyalitas Pelanggan. EKUITAS (Jurnal Ekonomi Dan 

Keuangan), 5(4), 445-469. 

Budiyono, Muhammad Tho'in, Dewi Muliasari, and Serly Andini Restu Putri. "An analysis of 

customer satisfaction levels in islamic banks based on marketing mix as a measurement tool." 

Annals of the Romanian Society for Cell Biology (2021): 2004-2012. 

Cahyono, P. (2016). MARKETING STRATEGY IMPLEMENTATION USING SWOT METHOD 

IN INCREASING SALES ACCIDENT AND DEATH INSURANCE SERVICES 

PRODUCTS IN. PRUDENTIAL BRANCH LAMONGAN. Journal of Management Science 



Enny Istanti, Bramastyo Kusumo Negoro/ Edunomika Vol. 05, No. 02 (2021) 

9 

 

 

Research, 01 (2), 129–138.https://doi.org/http://dx.doi.org/10.30736%2Fjpim.v1i2.28 

Daengs GS, A. et al. (2019) 'The effect of business sphere on competitive advantage and business 

performance of SMEs', Management Science Letters, 9 (8), pp. 1153–1160. doi: 10.5267 / 

j.msl.2019.4.025. 

Kusuma, I. L., Dewi, M. W., & Tho’in, M. (2021). Analysis of the effect of human resources 

competency, utilization of technological information, and internal control systems on the 

value of financial reporting information. Annals of the Romanian Society for Cell Biology, 

14628-14638.  

Enny Istanti1), Amaliyah2), Achmad Daengs, G. (2020) 'Work Productivity Through 

Compensation, Experiences, and Walfare Benefits PT Summit Otto Finance Surabaya', 

SINERGI, 10 (2), pp. 27–36. 

Enny Istantia, Achmad Daengs GSb, Fadjar Budiantoc, Indah Noviandarid, RS (2020) 'The 

Influences of Motivation, Work Milieu, and Organizational Commitment on Teacher 

Performance in MTS Negeri 4 (Public Islamic School), Surabaya East Java', International 

Journal of Innovation, Creativity and Change, 13 (2), pp. 629–642. Available at: 

www.ijicc.net. 

Enny Istanti (2020) 'EMPLOYEES USING GAP ANALYSIS METHOD IN SIMOKERTO 

DISTRICT OFFICE, SURABAYA Enny Istanti Faculty of Economics and Business, 

University of Bhayangkara Surabaya Email: ennyistanti@gmail.com ', 04 (02), pp. 378–385. 

enny istanti, ruchan sanusi, ADG (2020) 'IMPACTS OF PRICE, PROMOTION AND GO FOOD 

CONSUMER SATISFACTION IN FACULTY OF ECONOMIC AND BUSINESS 

STUDENTS OF BHAYANGKARA UNIVERSITY SURABAYA', Eksektra: Journal of 

Business and Management, 4 (2), pp. 104–120. doi: 10.25139 / ekt.v4i2.3134. 

Ghozali, I. (2013). Multivariate Analysis Application with IBM SPSS 21 Update PLS Regression 

Program. Diponegoro University Publishing Agency. 

Istanti, E. (2019). The Influence of Prices, Promotions and Products on Purchasing Decisions at 

Burger  King  Restaurants,  Surabaya  Plaza  Surabaya  Area.  Ekonomika'45,  7  (1),  16– 

22.https://doi.org/.1037//0033-2909.I26.1.78 

Kartajaya, H. (2010). marketing management and service marketing. the essence of group activity. 

Strong Supriyono, LBH, Warso, & Moh Mukery. (2014). INFLUENCE OF PRODUCTS, PRICES 

AND  PROMOTIONS  ON  CONSUMER  DECISIONS  IN  BUYING  A  HOUSE  IN 

HILLSBODY SEMARANG BARU (BSB) CITY IN SEMARANG. Journal of Management 

Economics Thesis, 1–16. https://jurnal.unpand.ac.id/index.php/MS/article/download/263/259 

Keller, K. (2012). marketing management (12th edition). erlangga. 

Kodu, S. (2913). PRICE, PRODUCT QUALITY AND SERVICE QUALITY INFLUENCE ON 

TOYOTA  AVANZA  CAR  PURCHASE  DECISIONS.  EMBA  Journal,  1  (3),  1251– 

1259.https://media.n Research.com/media/publications/1746-ID-harga-k Mutu-produk-dan-k 

Mutu-pelayanan-pengaruhan-terhadap-kepUHAN-pemb.pdf 

Kotler, P. and Keller, KL (2009) Marketing Management. Thirteenth Edition. 4th edn. Edited by B. 

Molan. Jakarta: INDEX. 

Kotler. (2013). Marketing Management Volume 2. In Erlangga Publisher. 

Kotler and Armstrong. (2008). Marketing Principles Volume I. In Erlangga. 

Kotler, P. (2002). marketing management (mill edition). PT Prenhaliindo. 

Manap, A. (2016). marketing management revolution (one). media discourse partners. 

Nila Kasuma Dewi, SE, Gus Andri, SE., MM, Sepris Yonaldi, SE., M. (2012). THE INFLUENCE 

OF ADVERTISING, BRAND IMAGE, AND CUSTOMER SATISFACTION TOWARDS 

CUSTOMER LOYALTY USING VASELINE HAND AND BODY LOTION IN PADANG 

CITY (CASE STUDY AT PT. UNILEVER BRANCH PADANG). Journal of Management 

and Entrepreneurship, 3 (02). 

P, JT (2010). THE EFFECT OF PROMOTION AND PRODUCT ATTRIBUTES AND BRAND 

IMAGE ON RE-PURCHASE OF YAMAHA MIO MOTORCYCLES ON DEALER 

MATARAM SAKTI SEMARANG. Economy. http://andiku-ekonomi- 

andiku.blogspot.com/2010/05/pembelian-uiang.html 

https://doi.org/http:/dx.doi.org/10.30736%2Fjpim.v1i2.28
http://www.ijicc.net/
http://www.ijicc.net/
mailto:ennyistanti@gmail.com
https://doi.org/.1037/0033-2909.I26.1.78
https://media.neliti.com/media/publications/1746-ID-harga-kualitas-produk-dan-kualitas-pelayanan-pengaruhnya-terhadap-keputusan-pemb.pdf
https://media.neliti.com/media/publications/1746-ID-harga-kualitas-produk-dan-kualitas-pelayanan-pengaruhnya-terhadap-keputusan-pemb.pdf
http://andiku-ekonomi-/


Enny Istanti, Bramastyo Kusumo Negoro/ Edunomika Vol. 05, No. 02 (2021) 

10 

 

 

Philip Kotler and Gery Armstrong. (2001). Promotional Activities. HIFADH. 

Pujianto, AB (nd). The Influence of Promotion, Physical Evidence, Price, and Proccess Toward 

Repetitive Purchase Interest in Class X SMAN Students (A Study on Class X SMAN Tutoring 

Students in Ganesha Operation Bandung City). 

R. Terry, G. and LWR (2010). Fundamentals of management. Earth Literacy. 

Riyono, & Budiharja, GE (2016). EFFECT OF PRODUCT QUALITY, PRICE, PROMOTION 

AND BRAND IMAGE ON AQUA PRODUCT PURCHASE DECISION IN PATI CITY. 

JOURNAL STIE SEMARANG, 8 (2), 92–121. 

https://media.neliti.com/media/publications/133954-ID-p Impact-kuality-produk-harga- 

promosi-d.pdf 

Sairo, H., Sumampouw, HJ, & Walangitan, O. (2018). The Influence of Marketing Strategy on 

Increased Sales of Isabella Canned Fish Products at PT.Sinar Purefoods Internasional Bitung. 

Journal of Business Administration, 06 (2), 77–85. 

https://media.neliti.com/media/publications/269404-p Impact-startegi-pemasaran-terhadap- 

pen-c71b6828.pdf 

Santri Zulaicha, RI (2016). INFLUENCE  OF PRODUCTS AND PRICES ON CUSTOMER 

PURCHASE DECISIONS AT MORNING BAKERY BATAM. Journal of Innovation and 

Business, 4 (2), 125–136. http://ejournal.polbeng.ac.id/index.php/IBP/article/download/76/72 

Satria, AA (2917). THE INFLUENCE OF PRICE, PROMOTION, AND PRODUCT QUALITY 

ON CUSTOMER'S BUYING INTEREST IN COMPANY A-36. Journal of Management and 

Business Start-Up, 2 (1), 45–53. 

https://journal.uc.ac.id/index.php/performa/article/viewFile/436/389 

Sugiyono. (2008). Qualitative and Quantitative Research Methods and R & D. ALFABETA. 

Sugiyono. (2016). Quantitative Research Methods, Qualitative and R & D. ALFABETA. 

Sugiyono. (2009). Quantitative Research Methods, Qualitative and R & D. Alfabeta. 

Sugiyono, PD (2018). Quantitative Research Methods, Qualitative, and R & D. ALFABETA. 

Tjiptono, F. (2002). Marketing strategy. In Marketing Strategy (p. 151). Publisher Andi. 

Yoebrilianti, A. (2018). THE EFFECT OF SALES PROMOTION ON THE INTEREST OF 

BUYING   FASHION   PRODUCTS   WITH   A   LIFESTYLE   AS   A   MODERATOR 

VARIABLES (Consumer Surveys on Social Networks). Journal of Management, 08 (01), 20– 

41. https://e-jurnal.lppmunsera.org/index.php/JM/article/download/660/648/0 

 

 
 

http://ejournal.polbeng.ac.id/index.php/

