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ABSTRAK 

 

A.Rangga, Program Magister Manajemen Universitas Lambung Mangkurat 

Banjarmasin, Pengaruh Service Marketing Mix dan Daya Saing Terhadap 

Customer loyalty melalui Brand Equity Pelayanan Jasa Bongkar Muat Barang 

Non Petikemas (Studi Pada PT Pelindo (Persero) Banjarmasin).  

Pembimbing: Nuril Huda. 

 

 Customer loyalty diyakini dapat ditentukan oleh Service Marketing Mix 

dan Daya Saing. Variabel Service Marketing Mix seperti Product, Price, Place, 

Promotion, People, Process, Physical Evidence dan Variabel Daya Saing. Tujuan 

dari penelitian ini adalah (1) menganalisa pengaruh Service Marketing Mix dan 

daya saing terhadap Brand Equity pelayanan jasa bongkar muat barang non 

petikemas di PT Pelindo (Persero) Banjarmasin, (2) menganalisa pengaruh Brand 

Equity terhadap Customer loyalty pelayanan jasa bongkar muat barang non 

petikemas di PT Pelindo (Persero) Banjarmasin, (3) menganalisa pengaruh 

Service Marketing Mix dan daya saing terhadap Customer loyalty melalui Brand 

Equity pelayanan jasa bongkar muat barang non petikemas di PT Pelindo 

(Persero) Banjarmasin. 

 Penelitian ini menggunakan metode kuantitatif. Populasi dalam penelitian 

ini adalah seluruh pelanggan/pengguna jasa pelayanan jasa bongkar muat barang 

non petikemas PT Pelindo (Persero) Banjarmasin. Penentuan pengambilan sampel 

pada penelitian ini menggunakan purposive sampling dengan metode Quota 

Sampling, sehingga sampel pada penelitian ini berjumlah 135 perusahaan. Data 

dikumpulkan melalui kuesioner dan dianalisis menggunakan Teknik analisis 

SEM-PLS (Struktural Equation Modeling-Partial Least Square). 

 Hasil penelitian ini menunjukkan sebagai berikut : Service Marketing Mix 

dan daya saing terprediksi berpengaruh positif terhadap Brand Equity pelayanan 

jasa bongkar muat barang non petikemas di PT Pelindo (Persero) Banjarmasin, (2) 

Brand Equity terprediksi berpengaruh positif terhadap Customer loyalty pelayanan 

jasa bongkar muat barang non petikemas di PT Pelindo (Persero) Banjarmasin, (3) 

Service Marketing Mix dan daya saing terprediksi berpengaruh positif terhadap 

Customer loyalty melalui Brand Equity pelayanan jasa bongkar muat barang non 

petikemas di PT Pelindo (Persero) Banjarmasin. 

 

Kata kunci: Service Marketing Mix, Daya Saing, Customer loyalty dan Brand 

Equity. 

 



  

 

ABSTRACT 

 

A.Rangga, Master Of Management Program at Lambung Mangkurat University, Banjarmasin, The 

Influence Of Service Marketing Mix And Competitiveness on Customer loyalty Through Brand Equity 

Service of Loading and Unlocking of Non-Container Goods (Study at PT Pelindo (Persero) 

Banjarmasin). Advisor; Nuril Huda. 

 

Keywords: Service Marketing Mix, Competitiveness, Customer loyalty and Brand Equity. 

 

Customer loyalty is believed to be determined by Service Marketing Mix and 

Competitiveness. Service Marketing Mix has some variables such as Product, Price, Place, 

Promotion, People, Process, Physical Evidence, and Competitiveness Variables. The objectives of 

this study are (1) to analyze the effect of Service Marketing Mix and competitiveness on Brand Equity 

of non-container loading and unloading services at PT Pelindo (Persero) Banjarmasin, (2) to analyze 

the effect of Brand Equity on Customer loyalty of non-container loading and unloading services at 

PT Pelindo (Persero) Banjarmasin, (3) to analyze the effect of Service Marketing Mix and 

competitiveness on Customer loyalty through Brand Equity of non-container loading and unloading 

services at PT Pelindo (Persero) Banjarmasin. 

 This research uses quantitative methods. The population in this study is all customers/users 

of non-package loading and unloading services of PT Pelindo (Persero) Banjarmasin. Determination 

of sampling in this study uses purposive sampling with the Quota Sampling method, so that the sample 

in this study amounted to 135 companies. Data are collected through questionnaires and analyzed 

using the SEM-PLS (Structural Equation Modeling-Partial Least Square) analysis technique. 

 The results of this study indicate the following: Service Marketing Mix and competitiveness 

are predicted to have a positive effect on Brand Equity of non-container loading and unloading 

services at PT Pelindo (Persero) Banjarmasin, (2) Brand Equity is predicted to have a positive effect 

on Customer loyalty of non-container loading and unloading services at PT Pelindo (Persero) 

Banjarmasin, (3) Service Marketing Mix and competitiveness are predicted to have a positive effect 

on Customer loyalty through Brand Equity of non-container loading and unloading services at PT 

Pelindo (Persero) Banjarmasin. 

 

Banjarmasin, February 06, 2024 
Approved by: 
Head of Language Center 
 
 
 
 
Dr. Jumariati, M. Pd. 
NIP. 197608062001122002  
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