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ABSTRAK 

 

AZARIA PUTRI MARDANI, 17042010103, Pengaruh Brand Image Dan 

Customer Relationship Management Melalui Kepuasan Pelanggan Sebagai 

Variabel Intervening Terhadap Loyalitas Pelanggan (Studi Pada Viva 

Cosmetics Di Surabaya) 

 

Penelitian ini bertujuan untuk mengetahui : (1) pengaruh brand image dan 

customer relationship management terhadap kepuasan pelanggan Viva Cosmetics; 

(2) pengaruh brand image, customer relationship management, kepuasan 

pelanggan terhadap loyalitas pelanggan Viva Cosmetics. Populasi penelitian ini 

adalah konsumen yang pernah membeli dan menggunakan produk Viva 

Cosmetics di wilayah Surabaya. Dalam penelitian ini menggunakan sampel yaitu 

sebanyak 384 responden. Teknik pengambilan sampel yaitu teknik purposive 

sampling dengan kriteria konsumen wanita usia ± 17 tahun ke atas dan pernah 

menggunakan produk Viva Cosmetics. Teknik analisis data menggunakan Partial 

Least Square dengan software smartPLS 3.0.  

Hasil penelitian ini menunjukkan bahwa brand image dan customer relationship 

management memiliki pengaruh yang positif dan signifikan terhadap kepuasan 

pelanggan. Demikian juga, brand image, customer relationship management, dan 

kepuasan pelanggan memiliki pengaruh yang positif dan signifikan terhadap 

loyalitas pelanggan. Secara tidak langsung brand image dan customer relationship 

management berpengaruh positif dan signifikan terhadap loyalitas pelanggan 

melalui kepuasan pelanggan. 

Kata Kunci : Brand Image, Customer Relationship Management, Kepuasan 

Pelanggan, Loyalitas Pelanggan. 



 

xi 
 

ABSTRACT 

AZARIA PUTRI MARDANI, THE EFFECT OF BRAND IMAGE AND 

CUSTOMER RELATIONSHIP MANAGEMENT THROUGH CUSTOMER 

SATISFACTION AS INTERVENING VARIABLES ON CUSTOMER 

LOYALTY. (Case Study on Viva Cosmetics in Surabaya) 

The purpose of this research : (1) the effect of brand image and customer 

relationship management on customer satisfaction at Viva Cosmetics; (2) the 

influenced of brand image, customer relationship management, customer 

satisfaction on customer loyalty of Viva Cosmetics. The population in this 

research is consumers who have bought and used Viva Cosmetics products in the 

Surabaya area. In this study using a sample of 384 respondents. The sampling 

technique is purposive sampling technique with the criteria of female consumers 

aged ± 17 years and over and have used Viva Cosmetics products. Data analysis 

techniques used Partial Least Square with smartPLS 3.0 software. 

 
The results of this research indicated that brand image and customer relationship 

management have a positive and significant effect on customer satisfaction. 

Likewise, brand image, customer relationship management, and customer 

satisfaction have a positive and significant effect on customer loyalty. Indirectly, 

brand image and customer relationship management have a positive and 

significant effect on customer loyalty through customer satisfaction. 

Keywords: Brand Image, Customer Relationship Management, Customer 

Satisfaction, Customer Loyalty. 

 




