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ABSTRAK 
 
 
 
 
 

Eka  Septy  Kurniati.  302  13  11  022.  Pengaruh  Retailing  Mix  Terhadap 

Loyalitas Konsumen di Giant Ekstra Bangka Tengah. 
 
 

Penelitian   ini   dilatar   belakangi   berdasarkan   fenomena   yang   ada 

menunjukan  bahwa  untuk  mendapatkan  konsumen  yang  loyal  Giant  Ekstra 

Bangka Tengah harus memberikan upaya serta strategi yang tepat dalam 

meningkatkan loyalitas seorang konsumen.Penerapan unsur-unsur retailing mix 

(produk, harga, lokasi, promosi, presentasi, dan personalia) yang tepat diharapkan 

dapat membangun komitmen dan pembentukan loyalitas konsumen. 
 

Penelitian ini merupakan penelitian deskriptif   kuantitatif dengan jumlah 

sampel  sebanyak  345  responden,  menggunakan  teknik  pengambilan  sampel 

dengan teknik non-probability sampling menggunakan metode accidential 

sampling. Variabel bebas pada penelitian ini terdiri dari Produk, Harga, Lokasi, 

Promosi, Presentasi dan Personalia sedangkan variabel terikatnya adalah Loyalitas 

Konsumen. Pengujian instrumen menggunakan uji validitas dan uji reliabilitas. 

Sedangkan metode analisis data menggunakan analisis regresi berganda dengan 

uji t, uji Fdan R2. 
 

Hasil penelitian variabel independen produk(X1) diperoleh  thitung  (2,242) 
>ttabel (1,9670),variabel harga (X2) thitung (0,373) <ttabel (1,9670),variabel lokasi(X3) 

thitung (2,860) >Ttabel (1,9670), variabel promosi (X4) thitung (1,974) > ttabel (1,9670), 

variabel presentasi (X5) thitung (3,030) > ttabel (1,9670) dan variabel personalia (X6) 

thitung (3,937) > ttabel  (1,9670).   Maka variabel produk (X1), variabel lokasi(X3), 

variabel   promosi   (X4),   variabel   presentasi   (X5),   variabel   personalia   (X6) 
berpengaruh signifikan secara parsial terhadap variabel loyalitas konsumen dan 
variabel harga (X2) tidak berpengaruh signifikan secara parsial. Nilai signifikansi 

adalah 0,000 <alpha pada taraf signifikansi 0,05, maka Ha diterima dan H0 ditolak 
yang berarti variabel independen (produk, harga, lokasi, promosi, presentasi dan 
personalia) secara bersama-sama atau simultan mempengaruhi variabel dependen 

(loyalitas konsumen) secara positif dan signifikan. Hasil uji koefisien determinasi 

(R2) menunjukkan Adjusted R Square 0,603 atau 60,3%, berarti variasi variabel 

loyalitas konsumen dapat dijelaskan oleh variabel produk, harga, lokasi, promosi, 
presentasi dan personalia, sisanya 39,1% dapat dijelaskan oleh variabel lain diluar 
dari variabel penelitian. 

 
 
 
 

 

Kata kunci : Retailing Mix (Produk, Harga, Lokasi, Promosi, Presentasi dan 

Personalia) dan Loyalitas Konsumen 
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The Influence of Retailing Mix on the Consumer Loyalty at Giant Ekstra of 

Central Bangka 
 
 

 
Eka Septy Kurniati. 302 13 11 022 

 

 
ABSTRACT 

 

 
The background of this this research is based on the existing phenomenon 

which shows that to get loyal customers Giant Ekstra of Central Bangka should 

give appropriate efforts and strategies in improving a consumer loyalty. Applying 

the   right   elements   of   retailing   mix   (product,   price,   location,   promotion, 

presentation, and personnel) is expected to be able to build commitment and the 

formation of consumer loyalty. 
 

This is descriptive quantitative research with a total sampel of 345 

repondents, using non-probability sampling technique with  accidental sampling 
method. The independent variable of this research consisted of product, price, 
location, promotion, presentation, and personnel while dependent variable was 
cunsumer loyalty. The test of instrument used validity test and reliability test. While 

the data analysis method used multiple linear regressions analysis wit t test, F test 

and R2. 
 

The result of independent variable for product (X1) is obtained tvalue 

(2,242)>ttable (1,9670), variable of price (X2) tvalue (0,373) < ttable (1,9670), variable 

of location (X3) tvalue  (2,860)  > ttable  (1,9670),  variable of promotion (X4) tvalue 

(1,974) > ttable (1,9670) variable of presentation (X5) tvalue (3,030) > ttable (1,9670) 

and variable personnel (X6) tvalue (3,937) > ttable (1,9670).Thus variable for product 

(X1, variable of location (X3), variable of promotion (X4), variable of presentation 

(X5), and variable personnel (X6) have significant influence partially on variable of 

consumer loyalty and variable of price (X2) partially does not have significant 

influence. The significance value is 0,000 < alpha on the level of 0,05, thus Ha is 

accepted and H0 is denied which means independent variable (product, price, 
location, promotion, presentation, and personnel) simultaneously influence 
dependent variable (consumer loyalty) positively and significantly. The test result 

of coefficient of determination (R2) indicated that Adjusted R Square is 0,603 or 

60,3%, means that variation of variable of loyalty consumer can be explained by 

variable of product, price, location, promotion, presentation, and personnel, and 

the remaining is 39,1% can be explained by other variable out of the research. 
 

 
 
 
 

Keywoards: Retailing Mix (product, price, location, promotion, presentation, and 

personnel) and consumer loyalty 
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