
 
 

 

ABSTRAK 
 

Penelitian iini imempunyai ilatarbelakang iuntuk imencapai itujuan ipenulis iyaitu imempelajari ilalu 

imemaparkan ipengaruh ipromosi, iharga idan iloyalitas ipelanggan iterhadap ikeputusan ipembelian 

iminyak igemuk. iSaat iini, ihasil iyang idiperoleh idalam imengupayakan iPromosi idan iharga ipada 

iperusahaan ibelum icukup imaksimal. iOleh isebab iitu idilakukanlah ipenelitian idengan 

imenggunakan ipengukuran idengan imenggunakan imetode-metode iilmiah. iMenetapkan isampel 

imenggunakan irumus islovin imaka idiperoleh i75 ipelanggan iPT. iCipta iSarana iJaya iAbadi. 

iPopulasi iuntuk imengukur iuji iinstrument ipenelitian i(uji ireliabilitas idan ivaliditas), iuji iasumsi 

iklasik i(uji imultikolinearitas, iuji inormalitas idan iuji iheterokedastisitas) imaupun ikuisioner 

imenggunakan iuji ihipotesis idengan imemakai ipengolah idata iSPSS. i 

Penelitian iini ididuga imemperlihatkan ipengaruh ipromosi, iharga idan iloyalitas ipelanggan iyang 

ipositif idan isignifikan iterhadap ikeputusan ipembelian. iSehingga ididapat ikesimpulan ibahwa 

ipembelian iakan imeningkat ijika iperusahaan imemberikan ipromosi idan iharga iterbaik ibagi 

ipelanggan imaupun icalon ipelanggan iserta imemberikan ipelayanan iyang imemuaskan iuntuk 

imeningkatkan iloyalitas ipelanggan iterhadap ipembelian iulang iatau iterus imenerus. 

Kata Kunci : Promosi, Harga, Loyalitas Pelanggan dan Keputusan Pembelian 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 

ABSTRACT 
 

 

This iresearch ihas ia ibackground ito iachieve ithe iauthor's igoal, inamely ito istudy iand ithen iexplain ithe 

ieffect iof ipromotion, iprice iand icustomer iloyalty ion ipurchasing idecisions iof ifat. iCurrently, ithe 

iresults iobtained iin iseeking ipromotions iand iprices iat ithe icompany iare inot imaximal ienough. 

iTherefore, iresearch iis icarried iout iusing imeasurements iusing iscientific imethods. iDetermining 

ithe isample iusing ithe islovin iformula ithen iobtained i75 icustomers iof iPT. iCipta iSarana iJaya iAbadi. 

iThe ipopulation ito imeasure ithe iresearch iinstrument itest i(reliability iand ivalidity itest), iclassical 

iassumption itest i(multicollinearity itest, inormality itest iand iheteroscedasticity itest) iand 

iquestionnaires iusing ihypothesis itesting iusing iSPSS idata iprocessing. 

This istudy iallegedly ishows ithe ieffect iof ipromotion, iprice iand icustomer iloyalty ithat iis ipositive 

iand isignificant ion ipurchasing idecisions. iSo iit ican ibe iconcluded ithat ipurchases iwill iincrease iif ithe 

icompany iprovides ipromotions iand ithe ibest iprices ifor icustomers iand iprospective icustomers iand 

iprovides isatisfactory iservice ito iincrease icustomer iloyalty ito irepeat ior icontinuous ipurchases. 
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