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ABSTRAK 

UNIVERSITAS TARUMANAGARA 

          FAKULTAS EKONOMI 

JAKARTA 

 

(A) DEVINA DONATA (115150290) 

(B) PENGARUH SALES PROMOTION, PERCEIVED PRODUCT QUALITY DAN 

BRAND ASSOCIATION, TERHADAP BRAND LOYALTY M by Musa DI SOGO 

CENTRAL PARK MALL JAKARTA BARAT. 

(C)  xvii + halaman 114, 2019, tabel 43, gambar 9, lampiran 5 

(D) MANAJEMEN PEMASARAN 

(E) ABSTRAK: Tujuan dilakukannya penelitian ini secara umum adalah untuk 

mengetahui pengaruh yang positif dan signifikan promosi penjualan persepsi 

konsumen mengenai kualitas produk, dan asosiasi merek, terhadap loyalitas 

merek M by Musa di Sogo Central Park Mall Jakarta Barat. Sampel yang 

digunakan adalah konsumen M by Musa yang pernah membeli produk M by 

Musa setidaknya 1 kali dengan jumlah sampel yang diambil sebanyak 95 

responden. Pengumpulan data dilakukan dengan menggunakan kuesioner yaitu 

melalui apps google form. Alat yang digunakan untuk mengolah data adalah 

mengunakan program Smart PLS versi 3.0. Hasil penelitian menunjukkan bahwa 

terdapat pengaruh yang positif dan signifikan promosi penjualan, persepsi 

konsumen mengenai kualitas produk, dan asosiasi merek dalam mempengaruhi 

loyalitas merek M by Musa di Sogo Central Park Mall Jakarta Barat. 

 

(F) Daftar Acuan 59 (1991-2019) 

(G) Herlina Budiono, S.E., M.M. 

(H) Kata Kunci : Promosi, Persepsi, Asosiasi, Loyalitas. 
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ABSTRACT 

TARUMANAGARA UNIVERSITY 

     FACULTY OF ECONOMY 

     JAKARTA 

 

(A) DEVINA DONATA (115150290) 

(B) THE EFFECT OF SALES PROMOTION ON CONSUMER PERCEPTION 

TO PRODUCT QUALITY, AND BRAND ASSOCIATION, ON BRAND 

LOYALTY OF M by Musa IN SOGO CENTRAL PARK MALL JAKARTA 

BARAT. 

(C)  xvii + Pages 114, 2019, tables 43, pictures 9, attachments 5 

(D) MARKETING MANAGEMENT 

(E) Abstract: The purpose of this study in general is to determine the positive and 

significant effect of sales promotion of consumer perceptions about product 

quality, and brand associations, as well as the impact on customer loyalty M by 

Musa at Sogo Central Park Mall West Jakarta. The sample used was M by Musa 

consumers who had bought M by Musa products at least 1 time with 95 

respondents taken. Data collection is done by using a questionnaire that is 

through the google form application. The tool used to process data is using the 

Smart PLS program version 3.0. The results showed that there were positive and 

significant effects of sales promotion, consumer perceptions about product 

quality, and brand associations, M by Musa brand loyalty at Sogo Central Park 

Mall Jakarta West. 

 

(F) Reference List : 59  (1991-2019) 

(G) Herlina Budiono, S.E., M.M. 

(H) Keywords : promotion, Perceived product quality, Brand association, brand 

loyalty.  
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Lampiran 3.  Hasil Uji Validitas dan Reliabilitas 

 

Variabel Indikator 
Brand 

Association 

Brand 

Loyalty 

Perceived 

Product 

Quality 

Sales 

Promotion 
Hasil 

Brand 

Association 

BA1 0,884 
   

 

BA2 0,817 
   

 

BA3 0,857 
   

 

BA4 0,875 
   

 

BA5 0,028 
   

Tidak 

Valid 

BA6 0,123 
   

Tidak 

Valid 

BA7 0,891 
   

 

BA8 0,860 
   

 

Brand 

Loyalty 

   
  

 

BL1 
 

0,931 
  

 

BL2 
 

0,928 
  

 

Perceived 

Product 

Quality 

 

PPQ1 
  

0,871 
 

 

PPQ2 
  

0,918 
 

 

PPQ3 
  

0,902 
 

 

Sales 

Promotion 

 

M1 
   

0,927  

M2 
   

0,002 
Tidak 

Valid 

M3 
   

0,922  

NM1 
   

0,917  

NM2 
   

0,900  

 

Hasil Uji Ulang Validitas dan Reliabilitas 

Variabel Indikator 
Brand 

Association 

Brand 

Loyalty 

Perceived 

Product 

Quality 

Sales 

Promotion 
Hasil 

Brand 

Association 

BA1 0,883 
   

Valid 

BA2 0,817 
   

Valid 

BA3 0,857 
   

Valid 

BA4 0,876 
   

Valid 

BA7 0,891 
   

Valid 

BA8 0,859 
   

Valid 

Brand 

Loyalty 

 
    

 

BL1 
 

0,931 
  

Valid 

BL2 
 

0,928 
  

Valid 
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Perceived 

Product 

Quality 

 

PPQ1 
  

0,871 
 

Valid 

PPQ2 
  

0,918 
 

Valid 

PPQ3 
  

0,902 
 

Valid 

Sales 

Promotion 

 

M1 
   

0,927 Valid 

M3 

   

0,922 Valid 

NM1 

   

0,917 Valid 

NM2 

   

0,900 Valid 

 

Hasil Nilai AVE 

 AVE 

Brand Association 0,747 

Brand Loyalty 0,864 

Perceived Product Quality  0,805 

Monetary Promotion  0,855 

Non-Monetary Promotion 0.825 

 

Hasil Cross Loading  

 
Brand 

Association 

Brand 

Loyalty 
Monetary 

Non-

Monetary 

Perceived 

Product 

Quality 

BA1 0,883 0,740 0,760 0,761 0,802 

BA2 0,817 0,677 0,740 0.790 0,765 

BA3 0,857 0,806 0,786 0,713 0,762 

BA4 0,876 0,775 0,794 0,763 0,775 

BA7 0,891 0,765 0,751 0,772 0,770 

BA8 0,859 0,706 0,701 0,762 0,724 

BL1 0,809 0,931 0,731 0,742 0,752 
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BL2 0,796 0,929 0,759 0,785 0,756 

PPQ1 0,766 0,705 0,718 0,749 0,871 

PPQ2 0,795 0,739 0,787 0,736 0,918 

PPQ3 0,825 0,738 0,781 0,729 0,902 

M1 0,819 0,759 0,927 0,766 0,800 

M3 0,799 0,722 0,922 0,743 0,771 

NM1 0,818 0,760 0,757 0,917 0,779 

NM2 0,777 0,731 0,725 0,900 0,712 

 

Hasil Uji Reliabilitas 

Variabel Cronbach's Alpha Composite Reliability Hasil 

Brand Association 0,932 0,947 Reliabel 

Brand Loyalty 0,843 0,927 Reliabel 

Perceived Product 

Quality  0,879 0,925 
Reliabel 

Monetary 

Promotion 0,830 0,922 
Reliabel 

Non-Monetary 

Promotion 0,789 0,904 
Reliabel 
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Lampiran 4. Hasil Uji Model Struktural 

 

Hasil Uji R-Square 

 R Square 

Brand Association 0,787 

Brand Loyalty 0,745 

Perceived Product Quality  0,772 

 

Hasil Uji Q-Square 

 Q Square 

Brand Association  0,508 

Monetary Promotion - 

Non-Monetary Promotion - 

Brand Loyalty 0,603 

Perceived Product Quality 0,553 

 

Hasil Uji Goodness of Fit  

  Saturated model  

NFI  0, ,839 
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Hasil Uji F Square 

 
Brand 

Assoociation 

Brand 

Loyalty 

Monetary 

Promotion 

Non-

Monetary  

Perceived  

Product 

Quality 

Brand Association  2,927    

Brand  Loyalty       

Monetaray 

promotion 

    0,421 

Non-Monetary 

Promotion 

    0.215 

Perceived Product 

Quality  

3.697      
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Lampiran 5. Hasil Uji Hipotesis 

 

Hasil Uji Bootstrapping (Path Coefficients) 

 Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

t-

statistic 
p- value 

Brand Asssociation -

>Brand Loyalty  
0,863 0,863 0,022 38,569 0,000 

Monetary Promotion-

>Perceived Product 

Quality   

0,537 0,535 0,087 6,190 0,000 

Non-Monetary Promotion -

> Perceived Product 

Quality 

0,384 0,385 0,088 4,357 0,000 

Perceived Product 

Quality->Brand 

Association  

0,887 0,887 0,021 42,113 0,000 
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