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This study aims to determine the effect of marketing communication 
mix on the loyalty of Oppo mobile phone consumers among STIE 
Dharma Putra Pekanbaru students. The marketing communication mix 
variables consist of Advertising, Sales Promotion, Personal Selling, 
Public Relations, and Direct and Digital Marketing. The population in 
this study were STIE Dharma Putra Pekanbaru students and used a 
judgmental sampling technique totaling 42 respondents. The results of 
the study showed that the variables of advertising, Sales promotion, 
Personal Selling, Public Relations, and Direct and digital marketing had 
a partial effect on Oppo Mobile Phone Consumer Loyalty and the 
Marketing Communication Mix Variable had a simultaneous effect on 
Consumer Loyalty. The results also showed that the contribution of the 
marketing mix influenced Oppo Mobile Phone Consumer Loyalty by 
54.8%, the rest was influenced by other variables not examined in this 
study. 

 
INTRODUCTION 

The use of mobile phones in Indonesia has increased in recent years and has established itself as one of 
the largest smartphone usage shares in the world after China, India, and the United States. Various mobile 
phone manufacturers present in Indonesia in Indonesia originating from China, South Korea, and America, 
including brands that are widely circulated and occupy a large market share are Samsung, Xiaomi, Oppo, Vivo, 
Iphone, Realme. 

In a mobile phone market research, Canalis officially released its latest report regarding the condition of 
the mobile phone market share in Southeast Asia, including Indonesia in the third quarter of 2024. In the 
period calculated from July to September 2024, Canalys placed the Oppo mobile phone brand in first place in 
Indonesia with a market share of around 22%. Then followed by the Xiaomi brand with a market share of 19%, 
Transsion (a combined brand of Infinix, Tecno, and Itel) with a market share of 18%, Samsung which has a 
market share of 16%, and Vivo at 16 percent. 
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According to data from DataReportal, the number of active smartphone users in Indonesia has 
increased consistently every year. In 2015, there were around 54 million active users. This number jumped 
drastically to 209.3 million in 2023. (Goodstats, 2024). The very high increase in mobile phone usage among 
Indonesian people has opened up opportunities for new brands to gain market share and has led to 
increasingly tight competition for both old and new brands in the mobile phone industry market. 
 

Figure 1. Graph of Mobile Phone Users in Indonesia 

 
 
 
 

 

 

 

 

 

 

 

 
Source: Goodstats (2024) 

 

Marketing communications are the means by which firms attempt to inform, persuade, and remind 
consumers directly or indirectly about the products and brands they sell. In a sense, they represent the voice 
of the company and its brands; they are a means by which the firm can establish a dialogue and build 
relationships with consumers. By strengthening customer loyalty, they can contribute to customer equity 
(Kotker & Keller, 2016) 

Marketing communications also work by showing consumers how and why a product is used, by whom, 
where, and when. Consumers can learn who makes the product and what the company and brand stand for, 
and they can become motivated to try or use it. Marketing communications allow companies to link their 
brands to other people, places, events, brands, experiences, feelings, and things. They can contribute to brand 
equity by establishing the brand in memory and creating a brand image as well as drive sales and even affect 
shareholder value. (Kotker & Keller, 2016) 

Marketing communication activities in every medium contribute to brand equity and drive sales in 
many ways: by creating brand awareness, forging brand image in consumers' memories, eliciting positive 
brand judgments or feelings, and strengthening consumer loyalty. (Kotker & Keller, 2016). 

Loyalty Status Marketers usually envision four groups based on brand loyalty status (Kotker & Keller, 
2016): 

1. Hard-core loyals: Consumers who buy only one brand all the time 
2. Split loyals: Consumers who are loyal to two or three brands 
3. Shifting loyalty: Consumers who shift loyalty from one brand to another 
4. Switchers: Consumers who show no loyalty to any brand 

The purpose of this study is to determine the influence of marketing communication mix variables 
(advertising; sales promotion; personal selling; public relation; direct and digital marketing) on the loyalty 
variable of Oppo cellphone users among students of STIE Dharma Putra Pekanbaru. 
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LITERATURE RESEARCH 
A. Loyalty 

Loyalty a commitment to rebuy or repatronize a preferred product or service. (Kotker & Keller, 2016) 
Customers who are considered loyal to a brand have the willingness to endorse and recommend the brand to 
their friends and family. 

Loyalty was often defined as retention and repurchase. In the connectivity era, loyalty is ultimately 
determined as the willingness to advocate a brand. A customer might not need to continuously repurchase a 
particular brand (eg, due to a longer purchase cycle) or might not be able to (eg, due to unavailability in certain 
locations). But if the customer is happy with the brand, he or she will be willing to recommend it even when 
not currently using it. The new customer path should be aligned to this new definition of loyalty. (Kotler, 
Kartajaya & Setiawan, 2017) 
B. Marketing Communication Mix 

Marketing communications mix: The specific blend of promotion tools that the company uses to engage 
consumers, persuasively customer value, and build customer communicate relationships. (Armstrong et al., 
2017). Marketing communications mix consists of the specific blend of advertising, public relations, personal 
selling, sales promotion, and direct marketing tools that the company uses to engage consumers, persuasively 
communicate customer value, and build customer relationships. The five major promotion tools are defined as 
follows: 

1. Advertising: Any paid form of nonpersonal presentation and promotion of ideas, goods, or services by 
an identified sponsor. 

2. Sales promotion: Short-term incentives to encourage the purchase or sale of a product or service. 
3. Personal selling: Personal customer interactions by the firm's sales force for the purpose of making 

sales and building customer relationships. 
4. Public relations: Building good relations with the company's various publics by obtaining favorable 

publicity, building up a good corporate image, and handling or heading off unfavorable rumors, 
stories, and events. 

5. Direct and digital marketing: Engaging directly with carefully targeted individual consumers and 
customer communities to both obtain an immediate response and build lasting customer 
relationships. 
 

C. Conceptual Framework 

Figure 2. Conceptual Framework  
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METHOD 

A. Population and Sampling Methods 
A population element is the individual participant or object on which the measurement is taken. It is the 

unit of study. A population is the total collection of elements about which we wish to make some inferences. 
(Cooper and Schindler, 2014). In the research conducted, the population was all STIE Dharma Putra Pekanbaru 
students. 

A sample is a subset of the population. It consists of some members selected from it. In other words, 
some, but not all, elements of the population form the sample. (Sekaran and Bougi, 2016). Sample a group of 
cases, participants, events, or records consisting of a portion of the target population, carefully selected to 
represent that population (Cooper and Schindler, 2014). This research uses a nonprobability sample type of 
purposive sampling with the Judgment sampling type which occurs when a researcher selects sample 
members to conform to some criterion. The criteria used were Oppo user students, totaling 42 students. 

 
B. Research Variables And Measurement 

This research used quantitative methods. Quantitative research attempts precise measurement of 
something. In business research, quantitative methodologies usually measure consumer behavior, knowledge, 
opinions, or attitudes. Such methodology answer questions relate to how much, how often, how much, when, 
and who. (Cooper and Schindler, 2014) 

The purpose of this method is to determine the influence that occurs between independent variables 
on dependent variables. Researchers summarize the measurement of research variable data using a Likert 
scale. The Likert scale is designed to examine how strongly subjects agree or disagree with statements on a 
five-point scale (Strongly Disagree, Disagree, Neither Agree nor Disagree, Agree, and Strongly Agree) (Sekaran 
and Bougi, 2016). 

Table 1. Measurement of Variables 
No Variable Scale of measurement 

1 Loyalty Y Likert scale 

2 Advertising X 1 Likert scale 

3 Sales promotion X 2 Likert scale 

4 Personal Selling X 3 Likert scale 

5 Public Relations  X 4 Likert scale 

6 Direct and digital marketing X 5 Likert scale 

Source: Research data, 2024 
 

For this study we used descriptive ststistical and Multiple Regression, by first testing the research data 
instrument, namely testing the validity of the data and the reliability of the data.  
1. Descriptive Statistical 

Statistics such as frequencies, the mean, and the standard deviation, which provide descriptive 
information about a set of data. (Sekaran and Bougi, 2016). Descriptive statistical measures are used to 
depict the center, spread, and shape of distributions and are helpful as preliminary tools for data 
description.(Cooper, 2014) 

2. Classic Assumtion Test 
Also conducted a classical regression assumption test: 

a. Normality Test 
According to Ghozali (2018:161) the normality test is a test that aims to determine whether the 
independent and dependent variables have a normal distribution or not. This study uses the 
Kolmogorov Smirnov test to test the normality of the data. In this test, if the probability is > 0.05, the 
distribution of the regression model is normal and if the probability is <0.05, the distribution of the 
regression model is said to be abnormal. 
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b. Multicollinearity Test 
Multicollinearity test is conducted to determine whether there is multicollinearity between 
independent variables or not. A good regression model should not have correlation between 
independent variables. If there is correlation between variables, it is called multicollinearity. The basis 
for making decisions on multicollinearity tests are: 1. If the Tolerance value is > 0.10 and the VIF value 
is < 10, it can be concluded that there is no multicollinearity. 2. If the Tolerance value is < 0.10 and the 
VIF value is > 10, it can be concluded that there is multicollinearity. 

c. Heteroscedasticity Test 
This heteroscedasticity test aims to test whether in a regression model there is inequality of variance 
from residuals in one observation to another. A good regression model is one that does not have 
heteroscedasticity. To predict whether or not heteroscedasticity occurs by looking at the scatterplot 
graph. There are several provisions, namely: 1. If there is a certain pattern, such as the existing points 
form a certain regular pattern, then Heteroscedasticity occurs. 2. If there is no clear pattern or the 
points are spread above and below the number zero (0) on the Y axis, then there is no 
Heteroscedasticity or Homoscedasticity occurs. 
 

3. Hypothesis Test 
a. The regression equation 

Y= a + b 1 X 1 + b 2 X 2 + b 3 X 3 + b 4 X 4 + b 5 
Information: 

Y : Loyalty X 2 : Sales promotion 
a : Constant/Slope X 3 : Personal Selling 
b 1, b 2, b 3, b 4, b 5 : Coefficient regression X 4 : Public Relations  
X 1 : Advertising X 5 : Direct and digital marketing 
      

b. t-Test 
Priyatno (2016:66) said that the t-test is used to test the influence of the independent or free variable (X) 
partially on the dependent or bound variable (Y). 
The t-test testing criteria are as follows: 
- If the significance value < α (0.05), Ha is accepted and Ho is rejected, meaning that the independent 
variable has a significant effect on the dependent variable. 
- If the significance value > α (0.05), Ho is accepted and Ha is rejected, meaning that the independent 
variable does not have a significant effect on the dependent variable. 
 

c. F Test 
Priyatno (2016:63) said that the F test is used to test the influence of independent or free variables (X) 
simultaneously on the dependent or bound variable (Y). 
The F test criteria are as follows: 
- If the significance value < α (0.05), Ha is accepted and Ho is rejected, meaning that the independent 

variables simultaneously have a significant effect on the dependent variable. 
- If the significance value > α (0.05), Ho is accepted and Ha is rejected, meaning that the independent 

variables simultaneously do not have a significant effect on the dependent variable. 
d. Correlation and Determination Coefficient. 

The Correlation Coefficient (R) is used to determine the level of closeness or strength of the 
relationship between the independent variables and the dependent variables. 

Used to measure the closeness of the relationship of the model used. The coefficient of 
determination (R2 ) is a number that shows the magnitude of the ability of variance or distribution of 
independent variables that explain the dependent variable or a number that shows how much the 
dependent variable is influenced by the independent variable. 
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RESULTS AND DISCUSSION 
1. Descripive Respondent  

The research results based on respondent characteristics are summarized in the table below: 
Table 2. Descriptive Respondent 

Category Frequency Percentage 
Gender   
Man 25 59.5 
Woman 17 40.5 

Duration of Use   
< 6 months 3 7.1 
6 – 12 months 12 28.6 
12 – 18 months 11 26.2 
>18 months 19 45.2 

Reasons to buy   
Economical price 8 19.0 
Feature 19 45.2 
Durability 6 14.3 
Life style 8 19.0 

Source: Processed data (2024) 
 
It can be seen in the table above that the number of male respondents is greater than the number of 

female respondents. Based on the length of use of Oppo cellphones above 18 months dominates with a value 
of 45.2% and based on the reasons for buying Oppo cellphones, it is more based on the feature variable, which 
is 45.2%, this feature that is attached to Oppo cellphones is more dominant in the camera feature. While other 
reasons for buying are because of the economical price (19%), lifestyle (19%) and because of durability 
(14.3%). 

2. Instrument Test 
a. Validity Test. 

The results of the validity test based on the results of the respondents' answers to the questionnaire 
are summarized in the table below. 

Table 3. Results of Research Data Validity Test 

Question Items Corrected Item-Total 
Correlation 

R critical Category 

X 11 0.582 0.3 Valid 

X 12 0.476 0.3 Valid 

X 13 0.504 0.3 Valid 

X 14 0.600 0.3 Valid 

X 21 0.427 0.3 Valid 

X 22 0.525 0.3 Valid 

X 23 0.603 0.3 Valid 

X 24 0.402 0.3 Valid 

X 25 0.451 0.3 Valid 

X 31 0.510 0.3 Valid 

X 32 0.627 0.3 Valid 
X 33 0.432 0.3 Valid 

X 34 0.512 0.3 Valid 

X 35 0.591 0.3 Valid 

X 41 0.439 0.3 Valid 

X 42 0.496 0.3 Valid 

X 43 0.526 0.3 Valid 

X 44 0.396 0.3 Valid 
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X 45 0.508 0.3 Valid 

X 51 0.621 0.3 Valid 

X 52 0.547 0.3 Valid 

X 53 0.521 0.3 Valid 

X 54 0.493 0.3 Valid 

Y 1 0.446 0.3 Valid 

Y 2 0.411 0.3 Valid 

Y 3 0.520 0.3 Valid 
Y 4 0.414 0.3 Valid 

Source: Processed data (2024) 
 
Validity testing uses the Corrected Item-Total Correlation value which is then compared with the 

critical R value of 0.3 (Sugiyono, 2022). If the Corrected Item-Total Correlation value is above the critical R 
value, the statement item can be categorized as valid and vice versa. From table 3 above, it can be seen 
that all statement items in the questionnaire are greater than 0.3 so it can be concluded that this research 
data is valid. 
b. Reliability Test 

Reliability testing is useful to determine whether the instrument in this case the questionnaire can 
be used more than once or many times which show the same results. Reliability testing based on 
respondents' answers to the questionnaire that has been distributed gets the results as in table 3 below. 

Table 4. Results of Research Data Reliability Test 

Variables Cronbach's Alpha Critical Value Category 

X 1 0.759 0.6 Reliable 

X 2 0.726 0.6 Reliable 

X 3 0.771 0.6 Reliable 

X 4 0.761 0.6 Reliable 

X 5 0.752 0.6 Reliable 

Y 0.807 0.6 Reliable 
Source: Processed data (2024) 

The reliability testing criteria can be seen from the comparison of Cronbach's Alpha value compared 
to its critical value of 0.6. The questionnaire can be said to be reliable if the Cronbach's Alpha value is 
greater than 0.6 and vice versa. In Table 3 above, it can be seen that the overall Cronbach's Alpha value is 
above 0.6 and it can be concluded that the questionnaire used in this study is reliable. 

3. Classical Assumption Test 
a. Normality Test 

The normality test carried out using the Kolmogorov Smirnov analysis tool can be seen in table 4 
below. 

Table 5. Normality Test Results  

One-Sample Kolmogorov-Smirnov Test 

 
Unstandardized 

Residual 

N 41 
Normal Parameters 

a,b
 Mean .0000000 

Std. Deviation 2.92410621 
Most Extreme Differences Absolute .111 

Positive .092 
Negative -.111 

Test Statistics .111 
Asymp. Sig. (2-tailed) .200 

c,d
 

a. Test distribution is Normal. 
b. Calculated from data. 
c. Lilliefors Significance Correction. 
d. This is a lower bound of the true significance. 
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The results of the normality test using the Kolmogorov-Smirnov statistical test in the table above 
show a significance value of 0.200, which means that this value is greater than 0.05 and it can be 
concluded that the research data is normally distributed. 

b. Multicollinearity 
When two or more explanatory variables move together, we say that the regression suffers from 

multicollinearity. In this case, it is difficult to distinguish which variable affects the dependent variable. 
Therefore, a multicollinearity test is needed to determine whether the research instrument experiences 
multicollinearity or not. 

Table 6. Multicollinearity Test Results 

Model 

Collinearity Statistics 

Tolerance VIF 

1 (Constant)   
Advertising .572 1,749 

Sales promotion .528 1,895 

Personal selling .542 1,845 

Public relations .794 1.259 

Direct and digital marketing .667 1,499 

Source: Processed data (2024) 
 

Based on the table above, it can be seen that all values in the tolerance column are greater than 
0.10 and all values in the VIF column are less than 10.00. So it can be concluded that the regression 
model is free from multicollinearity. 

c. Heteroscedasticity 
The goal is to test whether in a regression model there is inequality of variance of residuals from 

one observation to another. A good regression model is one in which there is no heteroscedasticity. 
 

Figure 3. Scatter Plot 

 
   Source: Processed data (2024) 

 

In the image above, it can be seen that the points are spread randomly and are spread both above 
and below the number 0 on the Y axis and do not form certain patterns, so it can be concluded that the 
regression model in this study is free from heteroscedasticity. 
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4. Multiple Linear Regression Equation 

Table 7. Results of Multiple Linear Regression Coefficient Calculations 

Coefficients a 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 9.055 8.191  1.106 .276 

Advertising .517 .163 .000 3.361 .001 

Sales promotion . 437 .207 -.033 3.609 .003 

Personal selling .422 .277 .235 3,524 .006 

Public relations .774 .141 .701 5,494 .000 

Direct and digital 
marketing 

.339 .163 .119 2,522 .020 

a. Dependent Variable: Loyalty 
Source: Processed data (2024) 
 

The following is the equation obtained from the results of multiple linear regression calculations using 
SPSS version 23:  

Y = 9.055 + 0.517X 1 + 0.437X 2 + 0.422X 3 + 0.774X 4 + 0.339 X 5 + e 
5. Hypothesis Testing 

a. t-test 
The t-test is used to determine the partial significant level of the influence of the independent 

variable on the dependent variable. The hypotheses presented above, namely H1 , H2 , H3 , H4 and H5 , are 
tested using the t-test. 
H 1 : Advertising has an influence on consumer loyalty to Oppo brand mobile phones. 

In table 5, the significance value obtained by the advertising variable is 0.001, this value is smaller 
than the alpha value (0.05). This means that hypothesis one (H1) can be accepted or the advertising 
variable partially influences consumer loyalty to the Oppo brand cellphone. 

H 2 : Sales promotion has an effect on consumer loyalty to Oppo brand mobile phones. 
In table 5, the significance value obtained by the sales promotion variable is 0.003, this value is 
smaller than 0.05. This means that hypothesis two (H2)an be accepted or the promotion variable 
partially influences consumer loyalty to the Oppo brand cellphone. 

H 3 : Personal selling has an effect on consumer loyalty to Oppo brand mobile phones. 
Table 5 shows the magnitude of the significance value obtained by the personal selling variable is 
0.006, this value is smaller than the alpha value (0.05). This means that hypothesis three (H3) can be 
accepted or the personal selling variable partially influences consumer loyalty to the Oppo brand 
cellphone. 

H 4 : Public relations have an influence on consumer loyalty to Oppo brand mobile phones. 
In table 5, the significance value obtained by the public relations variable is 0.000, this value is 
smaller than the alpha value (0.05). This means that hypothesis four (H4 ) can be accepted or the 
public relations variable partially influences consumer loyalty to the Oppo brand cellphone. 

H 5 : Direct and digital marketing have an influence on consumer loyalty to Oppo brand mobile phones. 
Table 5 shows the magnitude of significance value obtained by direct and digital marketing is 0.020, 
this value is smaller compared to the alpha magnitude (0.05). This means that the five hypothesis 
(H5) can be accepted or the direct and digital marketing variables partially influence consumer 
loyalty of Oppo brand cellphones. 

b. F Test 
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The F test basically shows whether all independent or free variables entered in the model have a 
joint influence on the dependent variable. In this research model, it will answer the sixth hypothesis (H6); 
Marketing communication has an effect on consumer loyalty of Oppo brand cellphones. 

Table 8. F Test 

ANOVA a 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 414,033 5 82,807 8,474 .000 
b
 

Residual 342,016 35 9,772   
Total 756,049 40    

a. Dependent Variable: Loyalty 
b. Predictors: (Constant), Direct and digital marketing, Sales promotion, Public relations, 
Advertising, Personal selling 

Source: Processed data (2024) 
 

The result in table 6 of the F test in table 6 above, the magnitude of the significance value is 0.000. 
This value is smaller than the alpha value of 0.005, so that Hypothesis six (H6 ) can be accepted or the 
marketing communication variable has a simultaneous influence on consumer loyalty of the Oppo brand 
cellphone . 

c. Correlation and Determination Coefficient 
The correlation coefficient in question is the magnitude of the correlation that occurs between 

independent variables on the dependent variable. While the determination coefficient is intended to 
determine the magnitude of the contribution of independent variables on the dependent variable. 

 
Table 9. Multicollinearity Test Results 

Model Summary 
b
 

Model R R Square 
Adjusted R 

Square 
Std. Error of the 

Estimate Durbin-Watson 

1 .740 
a
 .548 .483 3.12600 1,643 

a. Predictors: (Constant), Direct and digital marketing, Sales promotion, Public relations, 
Advertising, Personal selling 
b. Dependent Variable: Loyalty 

Source: Processed data (2024) 

 

The magnitude of the correlation coefficient value shown in table 7 can be seen in the R value, which is 
positive at 0.740. The correlation that occurs in the marketing communication variable with the loyalty 
variable is closely positively correlated. 

The magnitude of the determination coefficient value shown in table 7 can be seen in the R Square 
value (R

2
) which is 0.548. This means that the contribution of the marketing communication variable is 54.8% 

to the loyalty variable. While the remaining 45.2% is contributed by other variables. not examined in this 
study. 

Marketing communication plays a role in maintaining consumer loyalty, in this study the results of the F 
test show that marketing communication has an effect on consumer loyalty of Oppo brand mobile phones. 
This influence is quite large and has a positive effect, meaning that if marketing communication can be 
improved, consumer loyalty will also increase. This is evidenced by the results of the correlation between 
marketing communication and consumer loyalty of Oppo brand mobile phones, which is closely positively 
correlated, also seen from the value of the determination coefficient which is quite high, reaching more than 
50%. 

Marketing communication mix variables that shown Oppo brand mobile phones have advantages in 
public relations variables. This advantage needs to be maintained and preserved through various ways in 
building excellent communication in managing product information and product complaints. Then followed by 
the variables Advertising, sales promotion, personal selling and direct and digital marketing. 
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The direct and digital marketing variables have the lowest influence on the marketing communication 
mix. This can happen because the portion of advertising that is still given is greater so that it can socialize 
information about product advantages through major media such as television as if consumers can interact 
directly with the product and it is easier to form perceptions. Therefore, the direct and digital marketing 
variables can be given a larger budget portion to try on the e-commerce sector within its reach in the mobile 
phone market by focusing more on the current generation in forming perceptions following the lifestyle 
patterns that are formed. 

 

CONCLUSION  
It has been proven that the loyalty of Oppo mobile phone users among STIE Dharma Putra students is 

influenced by the marketing communication mix using the multiple linear regression method and it is also 
proven that the marketing communication mix has a contribution in building and increasing the loyalty of 
Oppo mobile phone users. Some things that need to be considered for further researchers are trying to do it 
on a wider scope. 

 
BIBLIOGRAPHY 
 
Andalas, S. F. T. (2024, June). 209,3 Juta Orang di Indonesia Menggunakan Smartphone pada Tahun 2023. 

Https://Data.Goodstats.Id/Statistic/2093-Juta-Orang-Di-Indonesia-Menggunakan-Smartphone-Pada-
Tahun-2023-Cbha0. https://data.goodstats.id/statistic/2093-juta-orang-di-indonesia-menggunakan-
smartphone-pada-tahun-2023-cbha0 

Armstrong, G., Kotler, P., Trifts, V., & Buchwitz, L. A. (2017). Marketing:  An introduction (6th ed.). Pearson 
Canada Inc. . 

Cooper, D. R., & Schindler, P. S. (2014). Business Research Methods (12th ed.). McGraw-Hill/Irwin,. 
Dedy Ayub Wicaksono. (2018). Efek Strategi Komunikasi Pemasaran pada Loyalitas Pelanggan Apotek K-24 

Mulyosari. Jurnal Spektrum Komunikasi, 6(2), 28–33. https://doi.org/10.37826/spektrum.v6i2.41 
Ghozali, I. (2018). Aplikasi Analisis Multivariate dengan Program IBM SPSS  25. Badan Penerbit Universitas 

Diponegoro. 
Hermawati, A. (2023). Pengaruh Penanganan Keluhan, Komunikasi Pemasaran dan Kepercayaan terhadap 

Loyalitas (Literature Review Manajemen Pemasaran). Jurnal Manajemen Dan Pemasaran Digital, 1(1), 
14–28. https://doi.org/10.38035/jmpd.v1i1.18 

Indriaty, I., Andri, A., Wibowo, Y., Alexander, D. O., & Romadhon, R. (2024). Menilik Potensi Geowisata Desa 
Gema Melalui Penyuluhan Pada Kelompok Pemuda Sadar Wisata. Sasambo: Jurnal Abdimas (Journal of 
Community Service), 6(3), 576–591. https://doi.org/10.36312/sasambo.v6i3.2065 

Kotler, P., Kartajaya, H., & Setiawan, I. (2017). MARKETING  4.0: Moving  from Traditional  to Digital. John 
Wiley & Sons, Inc. 

Kotler, P., & Keller, K. lane. (2016). Marketing Management (15th Global Edition). Pearson Education, Inc. 
Priyatno, D. (2016). Belajar Alat Analisis Data Dan Cara Pengolahan Dengan  SPSS. Gava Media. 
Santoso, Si., & Luthfiyyah, P. P. (2020). PENGARUH KOMUNIKASI PEMASARAN TERHADAPLOYALITAS 

PELANGGANDI GAMEFIELD HONGKONG LIMITED. Pro Mark Jurnal Bisnis Dan Pemasaran  , 10(1), 1–7. 
Sekaran, U., & Bougie, R. (2016). Research Methods  for Business (7th ed.). John Wiley & Sons Ltd. 
Sugiyono. (2022). Metode Penelitian Kuantitatif. Alfabeta. 
Tuharman, Helwen Heri, & Hadiyanti. (2022). Analisis Integrated Marketing Communication Dalam 

Meningkatkan Kepuasan dan Loyalitas Konsumen. Jurnal Manajemen Dan Bisnis Terapan, 4(2), 87–96. 
https://doi.org/10.31849/jmbt.v4i2.12649 

Wibowo, Y., Aprinawati, A., & Indriaty, I. (2024). PREFERENSI KONSUMEN DALAM PENGGUNAAN 
TRANSPORTASI ONLINE MAXIM-BIKE: ANALISIS FAKTOR HARGA DAN KUALITAS PELAYANAN (STUDI 
KASUS MAHASISWA STIE DHARMA PUTRA PEKANBARU). Niagawan, 13(1), 55. 
https://doi.org/10.24114/niaga.v13i1.56561 

 

https://data.goodstats.id/statistic/2093-juta-orang-di-indonesia-menggunakan-smartphone-pada-tahun-2023-cbha0
https://data.goodstats.id/statistic/2093-juta-orang-di-indonesia-menggunakan-smartphone-pada-tahun-2023-cbha0
https://doi.org/10.37826/spektrum.v6i2.41
https://doi.org/10.38035/jmpd.v1i1.18
https://doi.org/10.36312/sasambo.v6i3.2065
https://doi.org/10.31849/jmbt.v4i2.12649
https://doi.org/10.24114/niaga.v13i1.56561


 
DOI: 10.5281/zenodo.14766191 

  Vol. 2, No. 4 (Dec, 2024) 

  Pp. 532-543 

 
 
 
543 Page                                                                              This is an open access article under the CC BY- SA license 

Corresponding Author : Yudho Wibowo 

Wibowo, Y., Marwansyah, Frilla Degustia, & Indriaty. (2023). PELATIHAN E-COMMERCE PADA UMKM TEKAT 
TIGA DARA. Jurnal Pengabdian Ibnu Sina, 2(1), 77–83. https://doi.org/10.36352/j-pis.v2i1.504 

https://doi.org/10.36352/j-pis.v2i1.504

