
ABSTRAK 
 
 

Catri Darmastuti, 2008, Pengaruh Promosi Penjualan Terhadap Loyalitas 
Pelanggan TelkomSpeedy Pada PT. Telekomunikasi Indonesia, Tbk 
Bandung, dibawah bimbingan Surachman Surjaatmadja 
 

Dari penelitian diketahui besarnya kolerasi pearson antara program 
program promosi penjualan dengan loyalitas pelanggan pada TelkomSpeedy PT. 
Telekomunikasi Indonesia, Tbk Bandung adalah 0,4282, kemudian diperoleh 
besaran koefisien determinasi sebesar 18,34% yang artinya 18,34 dari loyalitas 
pelanggan dipengaruhi oleh program promosi penjualan, sisanya 81,66% 
mempunyai arti bahwa Loyalitas Pelanggan dipengaruhi oleh variabel-variabel 
lain. Dimensi atau alat promosi penjualan pada TelkomSpeedy, Bandung meliputi 
13 aspek yaitu: contoh (sampel), kupon, tawaran uang kembali, kemasan harga, 
premi, program frekuensi, program hadiah, imbalan kesetiaan, uji coba gratis, 
garansi produk, promosi gabungan, promosi silang, dan demonstrasi atau 
peragaan di tempat pembelian. Metode penelitian yang digunakan adalah 
penelitian korelasional dan kausalitas. Unit analisis penelitian ini adalah tipe 
individual yakni para pelanggan TelkomSpeedypada PT. Telekomunikasi 
Indonesia, Tbk, Bandung yang melakukan penelitian atas Produk TelkomSpeedy, 
Bandung. Dilihat dari waktu pengumpulan datanya  (Time Horizon) penelitian ini 
bersifat cross section. 
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ABSTRAK 
 
 

Catri Darmastuti, 2008, The Influence of Sales Promotion to Customer 
loyalty TelkomSpeedy of PT. Telecomunication Indonesian, Tbk Bandung 
under supervision of Surachman Suraatmadja. 
 
 

Based on the observation, indetified that pearson Correlation number 
between the sales promotion program and the customer loyalty is 0,4282, then 
obtained that determination coefficient number is 18,34% which means that 
18,34% of customer loyalty effected by other variables. TelkomSpeedy of PT. 
Telecomunication Indonesian, Tbk Bandung Sales promotion program is noticed 
by 13 (thirteen) aspects, such as: sampel, coupon, cash back, price pack, premium, 
frequency program, gift promotion, patronage award, free trials, product 
guarantee, tie-in promotion, and POP-Point of Purchase. Observation method that 
been employed by writer are descriptive and verificative methods. These kind of 
observation are correlational and causalytas. The unit of analysis on this 
observation is individual, comprise of customer TelkomSpeedy of PT. 
Telecomunication Indonesian, Bandung who has buying some products in there. 
Based on the collecting data (time horizon) this observation is typically cross 
section. 
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