
i 
 

 

MARKETING STRATEGY ANALYSIS IN 

INCREASING PURCHASE INTENTION IN RIA 

BUSANA BRANCH PRINGGAN, MEDAN 

 

UNDERGRADUATE THESIS 

Submitted as one of the requirements to obtain  

Sarjana Manajemen  

 

By : 

Febe Aloina Br Sembiring 

014201900129 

 

FACULTY OF BUSINESS  

MANAGEMENT STUDY PROGRAM  

CIKARANG 

February, 2023

 



ii 
 

PANEL OF EXAMINERS APPROVAL SHEET 

The Panel of Examiners declare that the thesis entitled 

MARKETING STRATEGY ANALYSIS IN INCREASING 

PURCHASE INTENTION IN RIA BUSANA BRANCH 

PRINGGAN, MEDAN that was submitted by Febe Aloina Br 

Sembiring majoring in Management from the School of Business was 

assessed and approved to have passed the Oral Examinations on 23
th
 

February 2023.  

Panel of Examiners 

 

Chair – Panel of Examiners 

 

Hernawati Wibawati Retno Wiratih, S.Pd, M.Sc  

Examiner 1 



iii 
 

STATEMENT OF ORIGINALITY 

In my capacity as an active student of President University and as the 

outher of the thesis / final project / business plan stated below :  

Name    : Febe Aloina Br Sembiring 

Student ID number  : 014201900129 

Study Program  : Management 

Faculty   : Business 

 

I hereby declare that my thesis/final project/business plan entitled   

“MARKETING STRATEGY ANALYSIS IN INCREASING 

PURCHASE INTENTION IN RIA BUSANA BRANCH 
PRINGGAN, MEDAN” is, to the best of my knowledge and belief, 

an original piece of work based on sound academic principles. If there 

is any plagiarism, including but not limited to Artificial Intelligence 

plagiarism, is detected in this undergraduate thesis/final 

project/business plan, I am willing to be personally responsible for the 

consequences of these acts of plagiarism, and accept the sanctions 

against these acts in accordance with the rules and policies of 

President University. 

I also declare that this work, either in whole or in part, has not been 

submitted to another university to obtain a degree.  

 

 Cikarang, 06 February 2023  

     

      Febe Aloina Br Sembiring  

 



iv 
 

SCIENTIFIC PUBLICATION APPROVAL FOR 

ACADEMIC INTEREST 

As a student of the President University, I, the undersigned : 

 

Name     : Febe Aloina Br Sembiring 

Student ID number  : 014201900129 

Study program    : Management 

For the purpose of development of science and technology, certify, 

and approve to give President University a non-exclusive royalty-free 

right upon my final report with the title : 

MARKETING STRATEGY ANALYSIS IN INCREASING 

PURCHASE INTENTION IN RIA BUSANA BRANCH 

PRINGGAN, MEDAN 

With this non-exclusive royalty-free right, President University is 

entitled to converse, to convert, to manage in a database, to maintain, 

and to publish my final report. There are to be done with the 

obligation from President University to mention my name as the 

copyright owner of my final report.  

This statement I made in truth. 

      Cikarang, 06 February 2023  

         

          Febe Aloina Br Sembiring 

 



v 
 

ADVISOR APPROVAL FOR JOURNAL OR 

INSTITUTION’S REPOSITORY 

As a lecturer of the President University, I, the undersigned : 

Name  : Dr. Jean Richard Jokhu, B.Sc., MM  

Employee Number   : 0406108805 

Study program : Management 

Faculty : Business 

 

declare that following thesis: 

Title of undergraduate thesis : MARKETING STRATEGY 

ANALYSIS IN   INCREASING PURCHASE 

INTENTION IN RIA BUSANA BRANCH 
PRINGGAN, MEDAN 

Thesis Author      : Febe Aloina Br Sembiring  

Student ID Number  : 014201900129 

will be published in institution’s repository  

 

                                     

 



vi 
 

PLAGIARISM REPORT / TURNITIN 

 

 



vii 
 

RESULT OF GPTZERO  

 

 

 

 



viii 
 

ABSTRACT 

This research was conducted to determine the effect of marketing conducted by 

Ria Busana Branch Pringgan, Medan. This study uses a quantitative variable 

method. The marketing strategy is a very important step that must be carried out 

by Ria Busana Branch  Pringgan, Medan to benefit from buying interest in the 

products being marketed. Marketing is also carried out to deal with competitors 

which are increasing from time to time, marketing activities carried out by a 

company have several goals to be achieved, both short term and long term goals. 

To conduct this research a quantitative methodology was used and a survey was 

used to collect the data. Questionnaires were distributed via the internet to clients 

who had visited or customers who shopped at Ria Busana Branch Pringgan, 

Medan. This study involved 305 participants. PLS-SEM is used for data 

evaluation and hypothesis testing. Thus, questionnaire reviews are significantly 

and directly influenced by factors such as brand awareness, excellent customer 

service, and perceived product quality thus having a direct impact on purchase 

intentions. 

Keywords : Brand Awareness, Service Quality, Peer Pressure, Perceived 

Product Quality, and Purchase Intention 
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