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ABSTRAK 

PENGARUH CITRA MEREK, HARGA, KUALITAS PRODUK DAN 

KEPUASAN KONSUMEN TERHADAP LOYALITAS PELANGGAN PADA 

PRODUK SABUN PEMBERSIH WAJAH GARNIER 

(Studi pada Konsumen di Kota Surabaya) 

Ine Febrian R 

Program Studi Administrasi Bisnis, Fakultas Ilmu Sosial dan Ilmu Politik 

Universitas Pembangunan Nasional “Veteran” Jawa Timur 

inefebrianrachman12@gmail.com 

Penelitian ini bertujuan untuk mengetahui: (1) pengaruh citra merek, harga, kualitas 

produk dan kepuasan konsumen terhadap loyalitas pelanggan pada pembelian Sabun 

Pembersih Wajah Garnier (2) pengaruh citra merek terhadap loyalitas pelanggan pada 

pembelian Sabun Pembersih Wajah Garnier (3) pengaruh harga terhadap loyalitas 

pelanggan pada pembelian Sabun Pembersih Wajah Garnier (4) pengaruh kualitas produk 

terhadap loyalitas pelanggan pada pembelian Sabun Pembersih Wajah Garnier (5) 

pengaruh kepuasan konsumen terhadap loyalitas pelanggan pada pembelian Sabun 

Pembersih Wajah Garnier. 

Metode penelitian ini menggunakan metode kuantitatif. Sampel penelitian ditarik 

menggunakan metode purposive sampling berjumlah 100 orang yang diambil dari 

populasi konsumen Sabun Pembersih Wajah Garnier di Wilayah Kota Surabaya. Teknik 

analisis data yang digunakan adalah regresi linier berganda. 

Berdasarkan penelitisn ini bahwa Fhitung yaitu H0 ditolak H1 diterimasehingga dapat 

disimpulkan bahwa variabel bebas Citra Merek, Harga, Kualitas Produk, dan Kepuasan 

Konsumen memiliki pengaruh signifikan terhadap variabel terikat Loyalitas Pelanggan. 

Pada pembelian Sabun Pembersih Wajah Garnier. Hasil Thitung Citra Merek H0 ditolak 

dan H1 diterima, hal ini berarti Citra Merek berpengaruh signifikan secara parsial 

terhadap Loyalitas Pelanggan. Hasil Thitung Harga H0 ditolak dan H1 diterima, hal ini 

berarti harga berpengaruh signifikan secara parsial terhadap Loyalitas Pelanggan. Hasil 

Thitung Kualitas Produk H0 ditolak dan H1 diterima, hal ini berarti Kualitas Produk 

berpengaruh signifikan secara parsial terhadap Loyalitas Pelanggan. Sedangkan Hasil 

Thitung Kepuasan Konsumen H0 ditolak dan H1 diterima, hal ini berarti Kepuasan 

Konsumen berpengaruh signifikan secara parsial terhadap Loyalitas Pelanggan Pada 

Pembelian Sabun Pembersih Wajah Garnier di Wilayah Kota Surabaya. 

Kata Kunci : Citra Merek, Harga, Kualitas Produk, Kepuasan Konsumen 
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ABSTRACT 

THE EFFECT OF BRAND IMAGE, PRICE, PRODUCT QUALITY AND 

CUSTOMER SATISFACTION ON CUSTOMER LOYALTY TO GARNIER 

FACIAL WASH  

(Study on Consumers in Surabaya City) 

Ine Febrian R 

 

Business Administration Study Program, Faculty of Social and Political Sciences of 

University of Pembangunan Nasional “Veteran” East Java 

inefebrianrachman12@gmail.com 

 

This study aims to determine: (1) the effect of brand image, price, product quality and 

consumer satisfaction on customer loyalty to the purchase of Garnier Facial Wash (2) the 

effect of brand image on customer loyalty to the purchase of Garnier Facial Wash (3) the 

effect of price on customer loyalty to the purchase of Garnier Facial Wash (4) the effect 

of product quality on customer loyalty to the purchase of Garnier Facial Wash (5) the 

effect of consumer satisfaction on customer loyalty to the purchase of Garnier Facial 

Wash. 

This research method uses quantitative methods. The research sample was drawn using a 

purposive sampling method consist of 100 people taken from the consumer of Garnier 

Facial Wash in the Surabaya city. The data analysis technique used is multiple linear 

regression. 

Based on this research, F-count, shows that H0 is rejected, H1 is accepted, thus can be 

concluded that the independent variables namely Brand Image, Price, Product Quality, 

and Consumer Satisfaction have a significant influence on the dependent variable 

Customer Loyalty on purchasing Garnier Facial Wash. The results of T-count Brand 

Image H-0 are rejected and H-1 are accepted, this means that Brand Image variable has a 

significant partial effect on Customer Loyalty. The result of T-count of Price variable H0 

is rejected and H1 is accepted, this means that the price has a partial significant effect on 

Customer Loyalty. The results of the T-count of Product Quality variable H0 are rejected 

and H1 is accepted, this means that Product Quality has a partially significant effect on 

Customer Loyalty. While the results of the T-count of Consumer Satisfaction variable H0 

are rejected and H1 is accepted, this means that consumer satisfaction has a partially 

significant effect on customer loyalty in purchasing Garnier Facial Wash in the Surabaya 

city. 

Keywords: Brand Image, Price, Product Quality, Consumer Satisfaction 
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