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CUSTOMERS 

(C)   XX + 78 Pages, 34 Tables, 1 Pictures, 7 Attachment 

(D)  MARKETING MANAGEMENT 

(E)  Abstract: The purpose of this study was to examine the effect of product 

quality, monetary promotion on brand loyalty through satisfaction with 

brand image as a mediator.  The population of the study is 100 respondents 

who are customers of Janji Jiwa in Jakarta.  The purposive sampling 

method is by distributing online questionnaires which are then processed 

using smartPLS-SEM.  The results of this study are product quality through 

satisfaction can affect brand loyalty, then monetary promotion through 

brand image can affect brand loyalty. Product quality and monetary 

promotion can affect brand loyalty through satisfaction and brand image as 

a mediation for the Promised Soul customers 
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(E)  Abstrak: Tujuan dari penelitian ini adalah menguji pengaruh product 

quality, monetary promotion terhadap brand loyalty melalui satisfaction 

dengan brand image sebagai mediator. Populasi dari penelitian adalah 100 

responden yang merupakan pelanggan Janji Jiwa di Jakarta. Metode 

purposive sampling dengan menyebarkan kuesioner secara online yang 

kemudian diolah dengan menggunakan smartPLS-SEM. Hasil dari 

penelitian ini adalah product quality melalui satisfaction dapat 

mempengaruhi brand loyalty, selanjutnya monetary promotion melalui 

brand image dapat mempengaruhi brand loyalty. Product quality dan 

monetary promotion dapat mempengaruhi brand loyalty melalui 

satisfaction dan brand image sebagai mediasi pelanggan Janji Jiwa.  
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