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ABSTRAK 

 

DINI ARISTANTI PRIHATINI, 20042010008, PENGARUH BRAND 

IMAGE, BRAND AWARENESS, BRAND TRUST TERHADAP BRAND 

LOYALTY MELALUI KEPUASAN KONSUMEN SEBAGAI VARIABEL 

INTERVENING PADA PELANGGAN PRODUK KECANTIKAN WARDAH 

(Studi Pada Mahasiswa FISIP Universitas Pembangunan Nasional “Veteran” 

Jawa Timur) 

Penelitian ini menyelidiki hubungan antara citra merek (Brand Image), 

kesadaran merek (Brand Awareness), kepercayaan merek (Brand Trust), kepuasan 

konsumen, dan loyalitas merek (Brand Loyalty) terhadap produk kecantikan 

Wardah. Data diperoleh dari sejumlah penelitian terdahulu yang telah dilakukan 

terhadap produk serupa. Berbagai analisis dilakukan terhadap respons dari para 

responden dan diolah menggunakan teknik statistik. Hasil penelitian menunjukkan 

bahwa Brand Image, Brand Awareness, dan Brand Trust memiliki pengaruh positif 

yang signifikan terhadap kepuasan konsumen terhadap produk Wardah. Selain itu, 

kepuasan konsumen juga memiliki dampak positif yang signifikan terhadap Brand 

Loyalty. Artinya, semakin baik citra merek, kesadaran merek, dan kepercayaan 

merek Wardah, semakin tinggi tingkat kepuasan konsumen terhadap produk 

tersebut. Hal ini juga berdampak pada loyalitas konsumen terhadap merek Wardah. 

Dari penelitian ini dapat disimpulkan bahwa Brand Image, Brand Awareness, dan 

Brand Trust secara signifikan mempengaruhi kepuasan konsumen, yang pada 

gilirannya juga berkontribusi secara signifikan terhadap Brand Loyalty. Dalam 

konteks produk kecantikan Wardah, kepuasan konsumen menjadi faktor penting 

yang menjembatani pengaruh citra merek, kesadaran merek, dan kepercayaan 

merek terhadap loyalitas konsumen terhadap produk tersebut. Penelitian ini 

membantu memahami hubungan yang kompleks antara faktor-faktor kunci dalam 

membangun loyalitas merek pada produk kecantikan Wardah. 

 

Kata Kunci : Citra Merek, Kesadaran Merek, Loyalitas Merek 
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ABSTRACT 

 

DINI ARISTANTI PRIAHTINI, 20042010008, THE EFFECT OF BRAND 

IMAGE, BRAND AWARENESS, AND BRAND TRUST ON BRAND 

LOYALTY THROUGH CONSUMER SATISFACTION AS AN 

INTERVENING VARIABLE IN THE CUSTOMERS PF WARDAH BEAUTY 

PRODUCTS (A Study on FISIP Students at the Universitas Pembangunan 

Nasional “Veteran” Jawa Timur) 

This study investigates the relationship between brand image, brand 

awareness, brand trust, customer satisfaction, and brand loyalty concerning 

Wardah beauty products. Data were obtained from several previous studies 

conducted on similar products. Various analyses were conducted on respondent 

responses and processed using statistical techniques. The research results indicate 

that brand image, brand awareness, and brand trust have a significant positive 

influence on customer satisfaction with Wardah products. Furthermore, customer 

satisfaction also has a significant positive impact on brand loyalty. It means that 

the better the brand image, brand awareness, and brand trust of Wardah, the higher 

the level of customer satisfaction with the products. This, in turn, affects consumer 

loyalty to the Wardah brand. From this research, it can be concluded that brand 

image, brand awareness, and brand trust significantly affect customer satisfaction, 

which, in turn, significantly contributes to brand loyalty. In the context of Wardah 

beauty products, customer satisfaction becomes an essential factor that bridges the 

influence of brand image, brand awareness, and brand trust on consumer loyalty 

to the products. This study aids in understanding the complex relationship between 

key factors in building brand loyalty for Wardah beauty products. 

 

 

Keywords : Brand Image, Brand Awareness, Brand Loyalty 
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