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Abstract

This study aims to analyze the influence of marketing strategies and promotion on gaining a competitive advantage with
customer loyalty as a mediating variable in the furniture SMEs sector in Kalimalang. The population involved 84
respondents so this research using a quantitative descriptive approach, the research involved 84 respondents selected
through a saturated sampling technique. Data were processed using SmartPLS 3.0. The results indicate that marketing
strategies have a negative but significant effect on competitive advantage, suggesting the need for careful strategy
implementation to ensure alignment with market needs. Promotion shows a positive and significant effect on
competitive advantage, emphasizing the role of effective promotional efforts in increasing business competitiveness.
While customer loyalty is significantly influenced by both marketing strategies and promotion, it does not significantly
mediate the relationship between these two factors and competitive advantage. These findings highlight the importance
of strategic marketing alignment and consistent promotional efforts in enhancing competitive positioning, while also
underlining that customer loyalty, although important, may not directly strengthen competitive advantage without

other supporting factors.
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Introduction

Indonesia is one of the countries significantly impacted
by the developments of the globalization era. The current
situation has made business actors compete to seize high-value
business opportunities. One of them is the furniture SMEs on
Kalimalang Street, where the competition fromS both domestic
and foreign players is increasing. Although competition is
increasing, the Indonesian furniture market is experiencing
extraordinary growth, projected to grow by 6.33% (2023-2028),
generating a market volume of USD 4.24 billion by 2028, an
average figure from various research reports (Deny, 2024).

Kotler and Armstrong state that competitive advantage
is an edge over competitors obtained by offering value to
consumers, either through lower prices or by providing more
benefits that justify higher prices. The dimensions of
competitive advantage are retaining customers,

Gaining their loyalty, and improving the quality of
service technology, which means producing higher quality
products and using superior service technology, are dimensions
of competitive advantage (Tarigan et al., 2024). Competitive
advantage, according to (IKasmawati, 2021), is the growth of
the company's capacity to create value for its customers, so
competitive advantage cannot be understood by looking at the
company as a whole, The company's ability to design, produce,
market, deliver, and support its products in various ways gives it
a competitive advantage.

Competitive advantage is certainly not free from various
influences, one of which is marketing and promotional
strategies. Marketing strategies have an influence on

Universitas Pelita Bangsa
*) corresponding author
Ayu Parlinda Lestari

Email: ayuparlinda320@gmail.com

competitive advantage according to research (Tumbuan,
2022). Supported by (Rendelangi et al., 2023) which has similar
results that marketing strategies have a positive and significant
impact on competitive advantage. Marketing encompasses the
entire system, from planning and setting prices to promoting
and distributing goods and services that can meet the needs of
actual and potential buyers (Tjiptono, 2023). However,
research by (Listawati et al, 2024) reveals that marketing
strategy has a negative impact on competitive advantage. This
finding is supported by (Irsyi & Sabrina, 2024), who state that
there is no relationship between the marketing strategy variable
and competitive advantage.

Another factor that can influence competitive advantage
is promotion. Promotion is viewed as a flow of information or
one-way persuasion created to direct an individual or
organization towards actions that generate exchanges in
marketing, The combination of promotional elements is known
as the promotional mix, which consists of advertising, publicity,
personal selling, and sales promotion (Riadi et al., 2021).
According to (Panguriseng & Nur, 2022), promotion has a
positive effect on competitive advantage, This is supported by
(Claudy & Dharmawan, 2021) with results showing that
promotion significantly affects competitive advantage.
According to (Claudy & Dharmawan, 2021), promotion has a
negative effect on competitive advantage. This means there are
differing opinions in previous research. The research findings are
supported by (Suryani & Syafarudin, 2021) who state that
promotion does not significantly affect competitive advantage.

Marketing and promotional strategies do not always
influence competitive advantage in business. Therefore, one of
the supporting factors in bridging the gap between marketing
strategy and promotion is customer loyalty. Loyal customers are
considered something challenging and very crucial in
determining success (Hariyati & Sovianti, 2021). Customers
for a commercial company are considered a targeted public that
must be maintained in relation to trust and the sustainability of
the company. Customer loyalty plays a significant role in the
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success indicators of a company and becomes more important
when linked to long-term success (Asan et al., 2022).

Literature Review

Marketing Strategy
Marketing strategy is a series of goals, objectives, and
policies that guide the company's marketing activities at various
levels and locations, particularly in response to changes in the
environment and existing competition (Tumbuan, 2022).
According to Kotler and Armstrong (2012, 72), marketing
strategy is the marketing logic by which the company hopes to
create value for customers and achieve profitable relationships
with them. Marketing strategy is a plan that outlines the
company's expectations regarding the impact of various
marketing activities or programs on the demand for its products
or product lines in specific target markets. A marketing strategy
is an overall system of business activities through planning,
pricing, promoting, and distributing goods and services that
satisfy and meet the needs of buyers (Rendelangi et al., 2023).
The marketing mix strategy includes factors that

influence the marketing strategy, namely product, price, place,
and promotion. In service marketing, there are additional
marketing tools, namely people, process, and physical evidence.
The indicators of marketing strategy according to Philip Kotler
and Gary Armstrong are:

1. Segmentation.

2. Targeting.

3. Positioning.

Promotion
According to Lupiyoadi in (Claudy & Dharmawan,

2021), promotion is an action that includes advertising
activities, personal selling, sales promotion, and public relations.
Meanwhile, according to Kotler & Keller in (Dharmawan,
2022), promotion is an activity of conveying product
advantages and influencing target customers to purchase it.
According to (Suryani & Syafarudin, 2021) in an international
journal, promotion is an important factor in achieving a
company's sales objectives. According to Michael J. Etzel, there
are four factors that influence promotion, among others:
1. The available funds.
2. Market characteristics.

Market characteristics that influence include:

a. The geographical market size.

b. Type of customers.

c. Market concentration.
3. Product Characteristics.
4. Stages in the product life cycle

Stages in the product life cycle include:

a. Introduction stage.

b. Growth stage.

c. Stage of decline

According to Kotler and Armstrong in (Dede, 2020),
there are five indicators that represent promotion, namely:
Advertising.

Personal selling.
Sales promotion.
Direct marketing.
Publicity.
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Competitive Advantage

According to (Porter in Arianty, et al, 2019), competitive
strategy is the search for a favorable competitive position within
an industry, the fundamental arena where competition occurs,
and competitive advantage is the ability of a company, obtained
through its characteristics and resources, to achieve higher
performance compared to other companies in the same industry
or market (Yudanto et al., 2020). Competitive advantage can be
realized in terms of achieving strategic, tactical, or operational
superiority. At the highest managerial level with strategic
planning, information systems can be used to change the
direction of a company in gaining strategic advantages. At the
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management control level (middle), managers can provide
specifications on how the strategic plan will be implemented,
thereby creating a tactical advantage (Hermawan, 2022).
Competitive advantage is an edge over existing competition that
cannot be replicated by competitors and can be sustained over a
long period (Nurudin et al., 2021). Several factors to determine
competitive advantage in the field of marketing are:

Product quality.

Quiality of service.

Brand image.

Cost.

Market share.

Distribution.
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According to (Porter in Arianty, et al, 2016), the
indicators used to measure competitive advantage are as
follows:

1. Differentiation advantage.
2. Cost/low-price advantage.
3. Advantage of entering the market.

Customer Loyalty

Customer loyalty is a high commitment to repurchasing
preferred products or services in the future (Nalita et al., 2022).
Loyalty can be defined as an emotional bond with the company
by making repeat purchases over time and recommending the
company to others, even when they have other options
(Setyaningrum, 2021). According to (Nalita et al., 2022),
customer loyalty is the customer's commitment to a store brand
or supplier, based on a very positive attitude and reflected in
consistent repeat purchases.

Factors that influence customer loyalty include
transparency, integrity, and the company's reputation (Yani &
Sugiyanto, 2022).According to (Aminsyah & Yulianti, 2019),
there are several indicators commonly used to measure loyalty:

1. Melanjutkan Pembelian.
2. Digaalgo positive.
3. Recomendar amigos.

The hypotheses in this study are (1) it is suspected that
there is an influence of marketing strategies on competitive
advantage, (2) it is suspected that there is an influence of
promotion on competitive advantage, (3) it is suspected that
there is an influence of customer loyalty on competitive
advantage, (4) it is suspected that there is an influence of
marketing strategies on customer loyalty, (5) it is suspected that
there is an influence of promotion on customer loyalty, (6) it is
suspected that there is an influence of marketing strategies on
competitive advantage mediated by customer loyalty, (7) it is
suspected that there is an influence of promotion on competitive
advantage mediated by customer loyalty.
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Figure 1. Framework
Method

The research method used in this study employs a
quantitative descriptive method. The population in this study
consists of all MSME business actors, totaling 84 individuals. The
sample, which is the entire population, comprises 84
respondents. The sampling method for this research uses a
saturated sample. Data processing uses the SmartPLS analysis
tool. The author uses the survey method for data collection.
Surveys are a research method that uses questionnaires as a data
collection tool. A questionnaire (survey) is an instrument in the
form of a list of questions or written statements that are
answered or filled out by respondents according to the provided
instructions (Sanjaya, 2015:255).

Results
Validity Test

Research indicators will be considered valid if they
have an outer loading value above 0.7 on each instrument.
However, an outer loading value of 0.5 is still considered
sufficient. When the outer loading value is < 0.5, the
question item must be removed. However, there are also
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CA-3 0.887 Valid
CA-4 0.780 Valid
CA-5 0.769

Source: Primary data processed, 2025

Figure 2. Outer Loading

Source: Primary data processed,
2025

Based on the table above, it shows that the research
variable values have an average outer loading factor above
0.5, so it can be concluded that the indicators are well
accepted and can be used in this research.

Reliability Test

The reliability test was conducted on 84 research
respondents with the criterion that the reliability test results
become an index indicating the extent to which the
measurement instrument of the research variable can be
trusted. If the value of Alpha Reliability and Composite
Cronbach is greater than the r table, then the value is declared
reliable.

Table 2. Table Reliability Test Results

those who use a guideline of < 0.6, so the statement item Variable Crorvlbac rho_  Composi  Descripti
must be removed (Hamid & Anwar, 2019). h's A te on
) Alpha Reliabilit
Tablel 1. Tabel Outer Loading y
Variables Indicator Outfar Validity Marketing 0.944 094 0.956
Loading Strategies 9 Reliable
MS-1 0.776 Valid
MS-2 0.889 Valid
Marketing MS-3 0.906 Valid Promotion 0.836 0.84 0.883 Reliable
Strategies MS-4 0.925 Valid 3
MS-5 0.933 Valid Costumer 0.936 0.93 0.950 Reliable
MS-6 0.869 Valid Loyalty 7
P-1 0.809 Valid Competiti 0.884 091 0.913 Reliable
P-2 0.832 valid ve 2
Promotion P-3 0.728 Valid Advantage
P-4 0.713 Valid .
5 0793 Valid Source: Primary data processed, 2025
CL-1 0813 Valid Path Coefficient Results
g:::g 8::1 x:::g Hypothesis testing is conducted on the coefficient
Costumer Loyalty ClL-a 02901 valid values of each direction of influence in the form of direct,
CL-5 0.866 valid indirect, and total effects. Hypothesis testing is carried out
CL-6 0.882 valid using the t-test, which compares the probability value (sig t)
Competitive CA-1 0.802 valid with the research test level (a= 0.05).
Advantage CA-2 0.874 Valid Table 3. Hypothesis Test Results
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Disscussion

The research results show that marketing strategies
have a negative but significant impact on competitive
advantage. This finding is interesting because it differs from the
initial assumption that marketing strategies would have a
positive impact. This can be interpreted that the
implementation of marketing strategies that are less
appropriate or do not meet market needs can actually have a
negative impact on the company's competitive advantage.

On the contrary, promotion has been proven to have a
positive and significant impact on competitive advantage. This
indicates that effective promotional activities such as
advertising, personal selling, sales promotion, and publicity can
enhance the company's competitiveness in the market.
Customers who are exposed to the right promotions will
become more familiar with the product, increase their trust, and
ultimately enhance the chances of making a purchase.

Customer loyalty in this study does not show a
significant direct influence on competitive advantage. However,
marketing strategies and promotions significantly affect
customer loyalty. This indicates that strong marketing and
promotion strategies can build customer loyalty, although this
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loyalty has not yet fully become an effective bridge in enhancing
competitive advantage.

Conclusions

Based on the research results that have been
conducted, the following conclusions were obtained:
marketing strategies influence competitive advantage.
Promotion influences competitive advantage. Customer
loyalty does not influence competitive advantage.
Marketing strategies influence customer loyalty.
Promotion influences loyalty. Marketing
strategies do not influence competitive advantage
mediated by customer loyalty. Promotion does not
influence competitive advantage mediated by customer
loyalty.

customer

Based on research findings that show marketing
strategies influence competitive advantage and customer
loyalty, it is recommended for business operators to
continuously develop and strengthen targeted, innovative
marketing strategies that meet market needs to enhance
competitive advantage while building customer loyalty.
Additionally, since promotion has also been proven to
influence competitive advantage and customer loyalty,
companies need to focus more on designing attractive,
consistent, and relevant promotional programs for the
target audience to support the achievement of sustainable
competitive advantage. However, considering that
customer loyalty does not directly influence competitive
advantage and does not mediate the influence of
marketing strategies or promotion on competitive
advantage, customer loyalty cannot yet be considered a
primary determining factor in creating competitive
advantage. Therefore, companies are advised to continue
making customer loyalty a supporting element in long-
term strategies, but not to rely exclusively on it as the link
between marketing activities and competitive advantage.

References

Asan, L. et al. (2022). The effect of Service Quality, Customer
Trust and Satistaction on Customer Loyalty of BRI Bank In
Manado City. Jurnal EMBA, 10(3), 617-627.

Claudy, Clara Putri, & Dharmawan, Donny. (2021). Pengaruh
Kualitas Produk Dan Promosi Terhadap Keputusan
Pembelian Pelanggan Produk Pt. Sayap Mas Utama. Jurnal
Manajermen Bisnis Krisnadwipayana, A2).
https://doi.org/10.35137/jmbk.v9i2.576

Deny, Septian. (2024). Pasar Furnitur Indonesia Diproyeksi
Tembus USD 4,24 Miliar di 2028 - Bisnis Liputaneé.

Dharmawan, Sony. (2022). Analisis Pengaruh Kualitas Produk,
Promosi Dan Citra Merek Terhadap Keputusan Pembelian
Kembali Yang Dimediasi Oleh Kepuasan Pelanggan (Suatu
Studi Pada Scarlett Whitening Mitra Tokopedia).

Hamid, Rahmad Solling, & Anwar, Suhardi M. (2019). Structural
Equation Modeling (Sem) Berbasis Varian: Konsep Dasar
dan Aplikasi dengan Program SmartPLS 3.2.8 dalam Riset
Bisnis. In PT Inkubator Penulis Indonesia (Vol. 01).

Hariyati, Farida, & Sovianti, Rina. (2021). Strategi Komunikasi
Pemasaran dalam Mempertahankan Customer Loyalty
pada Hotel Salak Bogor, Indonesia. CoverAge. Journal of
Strategic Communication, 11(2), 52-66.
https://doi.org/10.35814/coverage.v11i2.2019

Hermawan, Eric. (2022). Competitive Strategy, Competitive
Advantages, dan Marketing Performance pada E-
Commerce Shopee Indonesia. Jurnal Kewirausahaan Dan
Multi Talenta, 1(2), 1-13.

UKInstitute



https://doi.org/10.38035/jkmt.v1il.7

Irsyi, Salsabilla Putri, & Sabrina, Hesti. (2024). Pengaruh
Competitive Advantage danDigital Marketingterhadap
Loyalitas Pelanggan Raja Foto Studio Medan. 4, 2765-
2779.

Kasmawati, Kasmawati. (2021). Sumber Daya Manusia Sebagai
Sumber Keunggulan Kompetitif. /daarah: Jurnal
Manajemen Pendidikan, 22), 229.

https://doi.org/10.24252/idaarah.v2i2.6864

Listawati et al. (2024). Pengaruh Strategi Competitive Advantage
dan Citra Merek Terhadap Minat Beli Produk Smartphone
OPPO di Kalangan Mahasiswa. /ska Nadiyatus Solihah,
23).

Nalita, Shela et al. (2022). Membentuk Loyalitas Pelanggan
Dengan Penggunaan Artis Korea Sebagai Brand
Ambassador E-Commerce di Indonesia. Jurnal Bisnis,
Manajemen, Dan  Keuangan, 31), 171-185.
https://doi.org/10.21009/jbmk.0301.13

Nurudin, Nurudin et al. (2021). Competitive Advantage:
Influence of Innovativeness, Marketing Sensing
Capabilities and Brand Image on Marketing Performance
MSE’s. At-Tagaddum, 13(2), 197-212.

Panguriseng, Andi Anisah, & Nur, lrawati. (2022). Analisis
Strategi Promosi dan Pengaruh Promosi Terhadap
Keputusan Pembelian Konsumen. Jurnal Illmiah
Multidisiplin Amsir, 1(1), 55-66.

Rendelangi, Aikal Bisma et al. (2023). Pengaruh Strategi
Pemasaran Dalam Meningkatkan Volume Penjualan Pada
Toko Alvian Resa Prianto Desa Ambaipua Kecamatan
Ranomeeto Kabupaten Konawe Selatan. Sultra Journal of
Economic and Business, 4(1), 60-71.
https://doi.org/10.54297/sjeb.v4il.454

Riadi, Muhammad et al. (2021). Pengaruh Harga, Promosi Dan
Kualitas Layanan Terhadap Kepuasan Konsumen Mobil
Toyota (Studi Kasus Pada PT. Hadji Kalla Cabang

Journal of Research in Social Science And Humanities (2025); 5(2)

Alauddin). Journal of Management Science (IMS), 2Z(1),
41-60. https://doi.org/10.52103/jms.v2i1.320

Setyaningrum, Retno Purwani. (2021). Enhancing customer
loyalty through product innovation and perceived value.
Linguistics and Culture Review, 5(S3), 1337-1355.
https://doi.org/10.21744/lingcure.v5ns3.1816

Suryani, Indri, & Syafarudin, Afriapollo. (2021). The Effect of
Sales Promotion on Purchasing Decisions. /lomata
International Journal of Tax and Accounting, 22), 122-
133. https://doi.org/10.52728/ijtc.v2i2.216

Tarigan, Nerys Lourensius L. et al. (2024). Pengaruh Strategi
Diferensiasi dan Promosi terhadap Keunggulan Bersaing
Maskapai Penerbangan Garuda Indonesia. Journal of
Information System, Applied, Management, Accounting
and Research, 81), 151.
https://doi.org/10.52362/jisamar.v8i1.1363

Tjiptono, Fandy. (2023). Strategi Pemasaran. In Makalah llmiah
Ekonomika (Vol. 14).

Tumbuan, Willem. (2022). Analisis Tows Terhadap Penentuan
Strategi Pemasaran Di Cafe Time420S Kecamatan
Langowan Utara Tows Analysis of Marketing Strategy
Determination At Cafe Time420S, Langowan Utara
District. Mandagie 101 Jurnal EMBA, 10(1), 101-112.

Yani, Masriati Indah, & Sugiyanto, Sugiyanto. (2022). Pengaruh
Kualitas Layanan, Kepercayaan, Citra Merek Dan
Kepuasan Pelanggan Terhadap Loyalitas Pelanggan Edwin
Jeans Indonesia Pada E-Commerce Shopee. SINOMIKA
Journal: Publikasi llmiah Bidang Ekonomi Dan Akuntansi,
1(3), 443-472.
https://doi.org/10.54443/sinomika.v1i3.285

Yudanto, Andreas Adri et al. (2020). Analisis Competitive
Advantage Bisnis Coffee-Shop Di Kabupaten Sleman.
Jurnal Ekonomi & Manajemen Universitas Bina Sarana
Informatika, 18(2).

UKInstitute



