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 Tihe purpoise of thiis studiy wais to deteirmine the analysis of Promotion (X1), Discount 

(X2), Price (X3), Service Quality (X4) and Perception of Value (X5) on Custiomer 

Loyialty (Y) Med iiated by Conisumer Satisfaiction (X) at PT Sami Jaya. The nu imber of 

samples in this study was 245 respondents. The results of this study indicate that the 

variables of promotion (X1), price (X2), service quality (X4), and perception of value 

(X5) on customer loyalty (Y) have a positive and significant influence. While the i priice 

variable (X3) hiias a neigiative and insigniifiicant effiect. The variables of promotion, (x1) 

discount (X2), and price (X3) on consumer satisfaction (Z) have a positive and 

signifi icant eiffect. Whil ie ser ivice qualiity and perceiption of val iue havie a piositive anid 

signifiicant effeict on conisumer satisfaiction (Z). 

 
INTRODUCTION 

Nowadays, many consumers complain about being dissatisfied when shopping in stores. The 

reasons are very diverse, for example: lack of customer service, very expensive prices, no discounts and 

no communication between consumers and customers resulting in consumers not knowing about 

discounts. PT Sami Jaya, as a company engaged in a particular sector, is faced with the challenge of 

understanding and influencing factors that can increase customer loyalty. This study aims to analyze 

how elements of promotion, discounts, prices, service quality, and perceived value affect cusitoimer 

loyiialty with conisumer satisfaiiction as a med iiating va iriable. 

Custiomer satisfiaction plaiys an imp iortant roile ais a med iiaitor in the relatiionship betwieen the 

above elements and customer loyalty. High satisfaction will increase the likelihood of customers to 

make repeat purchases and maintain lon ig-teirm relatiionships wiith thie comipany. Conversely, 

dissatisfaction can affect customers' decisions to switch to competitors. Therefore, understanding the 

factors that influence satisfaction is essential to building sustainable customer loyalty. 
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Consumers are people who get goods and services used for certain purposes. Customer 

satisfaction is one of the main keys to maintaining the sustainability and success of a business. Satisfied 

customers tend to coime bacik an id recommiend yiour busiiness toi oithers. Cusitomer loyialty is ia dieeply heldi 

commi itment to repurcihase or suppiort a producit or service t ihat is liiked in thie futiure, evein though thie 

influeince of the sitiuation and markieting effoirts havie the poitential tio caiuse custiomers t io swiitch (Kotler 

& Keller, 2016, p. 138). When consumers get satisfaction, consumers will easily show loyalty by 

returning to the store. Especially if the store offers several products with promotional discounts or 

promotions have different meanings in the world of marketing. 

Therefore, understanding the factors that influence satisfaction is very important to build 

sustainable customer loyalty. From these problems, research will be conducted. This research was 

conducted to determine "The Effect of Promotion, Discount, Price, Serv iice Qua ility and Value 

Perception on Customer Loyalty Mediated by Consumer Satisfaction at PT Sami Jaya". 

 

RESEARCH METHODS 

This research was conducted at PT Sami Jaya, the type of research used is quantitative research 

with a sample of 235 respondents who are customers of PT Sami Jaya. The method used to analyze is 

SEM (Structural Equation Modeling). 

 

RESULTS AND DISCUSSION 

Validity and Reliability Test 

Thie indiciator cain b ie saiid t io mieet con ivergent valiidity ifi thie crioss loadiing va il iue iis > 0.70 ais weill 

ais thie vailidity leviel. Whiile thie Ave irage Variaince Extriacted (AViE) value is > 0.50. Muhtarom, Abid, et 

al (2022). Composite reliability can also be said to be an indicator that assesses variables with a reliable 

value ≥ 0.70 although this is not included in the absolute standard. Muhtarom, Abid, et al (2022). 

Taible 1 Resultis of Vailidity anid Reliiability Teists 

 
  Cronibach's Alphia Comp iosite 

Reliabiility 

Avera ige 

Varianice 

Extrac ited 

(AV iE) 

Proimotion (X1) 0.925 0.952 0.869 

Disicount (X2) 0.963 0.971 0.871 

Price (X3) 0.939 0.961 0.892 

Quality of Service 

(X4) 

0.953 0.964 0.841 

Value Perception 

(X5) 

0.953 0.966 0.876 

Custo imer Loyal ity (Y) 0.915 0.947 0.857 

Consumier Satisfac i 

tion (Z) 

0.953 0.970 0.915 

The results of the validity and reliability tests show that the analysis variables of promotion 

(X1), discount (X2), price (X3), service quality (X4), perceive id vailue (X5), consuimer satisfiaction (Z), 

and customeri loyal ity (Y) are declaired valid and reliable with tihe value oif each variable > 0.7. 

 

Structural Model (Inner Model) 

According to Ghozali (2015) in Andini, Aprilia, et al (2020) th ie struictural mo idel or ininer miodel 

is a model that aims to find out the causal relationship between Latin variables. In this model, the 

collinearity of data between variables can be known which can be used as a test of SEM requirements. 
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Picture 1 Structural Model 

R-Square 

The R-Square value is the coefficient of determination of the endogenous structure used for observation 

to easily obtain solutions and solutions. According to Ghazali, Imam (2006) in Muhtarom, Abid, et al 

(2022), ain R-Sqiuare va ilue of 0. i67 is said to be sitrong, 0.33 is said to be mod ierate an id 0i.19 is said to be 

weak. 

Tabile 2 R Squaire 
  R Sq iuare R Squiare Adjust ied 

Customer Loyalty (Y) 0.836 0.832 

Consumer Satisfac ition (Z) 0.915 0.913 

Judging from the R-Square test table above, it shows that the variables Promotion (X1), Discount (X2), 

Price (X3), Service Quality (X4), Perception of Value (X5) towards Consumer Loyalty (Y) are 0.836, 

so it can be said that the values are mutually compatible. The Adjusted R-Siquare va ilue iis 0.832, the 

variables Promotion (X1), Discount (X2), Price (X3), Service Quality (X4), Perception of Value (X5) 

towards Consumer Satisfaction (Z) are 0.915 so it can be said that the values are mutually compatible. 

The Adjusted R-Square value is 0.913, so it can be said that it is strong. 

 

Table 3 Path Coefficient Test 
  Orig iinal 

Samiple (O) 

Sa imple 

Meian (M) 

Stanidard 

Deviiation 

(STD iEV) 

iT Stat iistics 

(|O/STiDEV|) 

P Va ilues 

Promiotion 

(X1) -> 

Custo imer 

Loyality (Y) 

0.179 0.180 0.061 2,919 0.004 

Promot iion 

(X1) -> 

Consuimer 

Satisfa iction 

(Z) 

-0.053 -0.052 0.047 1.140 0.255 

Disciount (X2) 

-> Custo imer 

Loya ilty (Y) 

0.159 0.162 0.121 1,306 0.192 

Discount (X2) 

-> Consumer 

Satisf iaction 

(Z) 

0.113 0.115 0.077 1,470 0.142 
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  Orig iinal 

Samiple (O) 

Sa imple 

Meian (M) 

Stanidard 

Deviiation 

(STD iEV) 

iT Stat iistics 

(|O/STiDEV|) 

P Va ilues 

Price (X3)-> 

Custo imer 

Loy ialty (Y) 

-0.213 -0.208 0.069 3,069 0.002 

Pri ice (X3) -> 

Consuimer 

Satisfa iction 

(Z) 

-0.019 -0.016 0.048 0.387 0.699 

Serviice 

Qualiity (X4) -

> Customer 

Loyalty (Y) 

0.312 0.312 0.096 3.251 0.001 

Service 

Quality (X4) -

> Consumer 

Satisfaction 

(Z) 

0.322 0.323 0.072 4.450 0.000 

Perceived 

Value (X5) -> 

Customer 

Loyalty (Y) 

0.445 0.434 0.137 3.243 0.001 

Perception of 

Value (X5) -> 

Consumer 

Satisfaction 

(Z) 

0.605 0.598 0.069 8,748 0.000 

Customer 

Satisfaction 

(Z) -> 

Customer 

Loyalty (Y) 

0.056 

 

 

 

0.062 0.135 0.417 0.677 

 

Mediation Test 

This hypothesis test is done by looking at the T-statistic and P value. This hypothesis can be 

accepted if the P value <0.05. in this study there is a direct and indirect influence because there are 

exogenous, endogenous and mediating variables in the PLS program, the results of this hypothesis test 

can be seen in the Path Coefficient in the Bootstrapping technique. 

Table 4 Specific Indirect Effect 

  Original 

Sample (O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values 

Promotion 

(X1) -> 

Consumer 

Satisfaction 

(Z) -> 

Customer 

Loyalty (Y) 

-0.003 -0.002 0.009 0.318 0.751 

Discount 

(X2) -> 

Customer 

Satisfaction 

(Z) -> 

0.006 0.008 0.020 0.322 0.747 
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Customer 

Loyalty (Y) 

Price (X3) -> 

Customer 

Satisfaction 

(Z) -> 

Customer 

Loyalty (Y) 

-0.001 -0.003 0.008 0.131 0.896 

Service 

Quality (X4) 

-> Customer 

Satisfaction 

(Z) -> 

Customer 

Loyalty (Y) 

0.018 0.018 0.044 0.415 0.678 

Perception of 

Value (X5) -> 

Consumer 

Satisfaction 

(Z) -> 

Customer 

Loyalty (Y) 

0.034 0.039 0.082 0.413 0.680 

 

DISCUSSION 

Hypothesis 1: The Effect of Promotion on Customer Loyalty 

The promotion variable on customer loyalty shows that the Coefficient value is 0.179> 0.000 with T-

statistic> T-table (2.919> 1.970) and P-value 0.004 <0.05, then H0 is rejected and Ha1 is accepted, 

meaning that there is a positive and significant influence. The results of this study are supported by 

previous studies conducted by Septiani (2020) and Novla (2021). 

 

Hypothesis 2: The Effect of Discounts on Customer Loyalty 

The discount variable on customer loyalty shows that the Coefficient value is 0.159> 0.000 with T-

statistic <T-table (1.306 <1.970) and P-value 0.192> 0.05, then H0 is rejected and Ha2 is rejected, 

meaning that there is a negative and insignificant influence. These results are not supported by previous 

research conducted by Aryatiningrum and Insyirah (2020). 

 

Hypotheisis 3: Thei EIffeict of Pricei on Customeir Loyalty 

Thei pricei variablei on customeir loyalty shows that thei coeifficieint valuei is -0.213 <0.000 with T-

statistic> T-tablei (3.069> 1.970) and P-valuei 0.002 <0.05, thein H0 is reijeicteid and Ha3 is acceipteid, 

meianing that theirei is a positivei and significant influeincei. This reisult is not supporteid by preivious 

reiseiarch conducteid by Seiptiani (2020) & Kurniawan, (2023). Howeiveir, Anggraini and Budiarti's (2020) 

reiseiarch showeid positivei and significant reisults. 

 

Hypotheisis 4: Thei EIffeict of Seirvicei Quality on Customeir Loyalty 

Thei variablei of seirvicei quality on customeir loyalty shows that thei coeifficieint valuei is -0.312> 0.000 

with T-statistic> T-tablei (3.251> 1.970) and P-value i 0.001 <0.05, thein H0 is reijeicteid and Ha4 is 

acceipteid, meianing that theirei is a significant positivei influeincei. Theisei reisults arei supporteid by preivious 

reiseiarch conducteid by Rahayu (2022) and Nurdiansyah (2024). Howeiveir, Pradana's reiseiarch (2018) 

showeid neigativei and insignificant reisults. 

 

Hypotheisis 5: Thei EIffeict of Peirceiiveid Valuei on Customeir Loyalty 

In thei variablei of peirceiption of valuei towards customeir loyalty, it shows that thei Coeifficieint valuei is 

0.445 <0.000 with T-statistic> T-tablei (3.243 <1.970) and P-valuei 0.001 <0.05, thein H0 is reijeicteid and 

Ha5 is acceipteid, meianing that theirei is a positivei and significant influeincei. This reisult is not supporteid 
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by preivious reiseiarch conducteid by Seitiawan (2017). Howeiveir, in Vicramaditya's reiseiarch (2021), thei 

reisults showeid a positivei and significant eiffeict. 

 

Hypotheisis 6: Thei EIffeict of Promotion on Consumeir Satisfaction 

Thei promotion variablei on consumeir satisfaction shows that thei coeifficieint valuei is -0.053 <0.000 with 

T-statistic <T-tablei (1.140 <1.969) and P-valuei 0.255> 0.05, thein H0 is reijeicteid and Ha6 is reijeicteid, 

meianing that theirei is a neigativei and insignificant influeincei. Thei reisults of this study arei not supporteid 

by preivious reiseiarch conducteid by Seiptiani (2020). Howeiveir, it is supporte id by reiseiarch by 

Vicramaditya (2021), which shows positivei and significant reisults. 

 

Hypotheisis 7: Thei EIffeict of Discounts on Consumeir Satisfaction 

Thei discount variablei on consumeir satisfaction shows that thei coeifficieint valuei is 0.113> 0.000 with 

T-statistic <T-tablei (1.470 <1.970) and P-valuei 0.142> 0.05, thein H0 is reijeicteid and Ha7 is reijeicteid, 

meianing that theirei is a neigativei and insignificant influeincei. Theisei reisults arei not supporteid by preivious 

reiseiarch conducteid by EIrmida, eit al (2021). 

 

Hypotheisis 8: Thei EIffeict of Pricei on Consumeir Satisfaction 

Thei pricei variablei on consumeir satisfaction shows that thei coeifficieint valuei is -0.019> 0.000 with T-

statistic <T-tablei (0.387 <1.969) and P-valuei 0.699> 0.05, thein H0 is reijeicteid and Ha8 is reijeicteid, 

meianing that theirei is a neigativei and insignificant influeincei. Theisei reisults arei supporteid by preivious 

reiseiarch conducteid by Kurniawan (2023). 

 

Hypotheisis 9: Thei EIffeict of Seirvicei Quality on Consumeir Satisfaction 

Thei variablei of seirvicei quality on customeir satisfaction shows that thei coeifficieint valuei is 0.312> 0.000 

with T-statistic> T-tablei (4.450> 1.969) and P-value i 0.000 <0.05, thein H0 is reijeicteid and Ha9 is 

acceipteid, meianing that theirei is a positivei and significant influeincei. Theisei reisults arei not supporteid by 

preivious reiseiarch conducteid by Kurniawan (2023); Rahayu (2022), and Nurdiansyah, (2024) 

 

Hypotheisis 10: Thei Influe incei of Valuei Peirceiption on Consumeir Satisfaction 

In thei appeirceiption valuei variablei on consumeir satisfaction, it shows that thei Coeifficieint valuei is 

0.605> 0.000 with T-statistic> T-tablei (8.748> 1.970) and P-valuei 0.000 <0.05, thein H0 is reijeicteid and 

Ha10 is acceipteid, meianing that theirei is a significant positivei influeincei. Theisei reisults arei not supporteid 

by preivious reiseiarch conducteid by Rosyidi, Moh. Arieif Zadana, eit al (2023). 

 

Hypotheisis 11: Thei EIffeict of Customeir Loyalty on Consumeir Satisfaction 

In thei variablei of consume ir satisfaction towards customeir loyalty, it shows that thei Coeifficieint valuei is 

0.056> 0.000 with T-statistic <T-tablei (0.417> 1.970) and P-valuei 0.677> 0.05, thein H0 is reijeicteid and 

Ha11 is reijeicteid, meianing that theirei is a neigativei and insignificant influeincei. Thei reisults of this study 

arei not supporteid by preivious reiseiarch conducteid by Nurdiansyah (2024). 

 

CONCLUSION 

On thei variableis of promotion, pricei, seirvicei quality, and peirceiiveid valuei on customeir loyalty 

theirei is a positivei and significant influeincei. Whilei thei pricei variablei has a neigativei and insignificant 

influeincei. Thei variableis of promotion, discount, and pricei on consumeir satisfaction havei a positivei and 

significant influeincei. Whilei seirvicei quality and peirceiiveid valuei havei a positivei and significant 

influeincei. 
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