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ABSTRAK

Fara Aulia Wulandari (20042010259), Pengaruh Perceived Quality dan Brand
Image Terhadap Brand Loyalty (Studi Pada Konsumen Produk ESQA di Kota
Surabaya)

Seiring dengan perkembangan pesat industri kosmetik dan persaingan antar
merek di Indonesia yang semakin ketat, mempertahankan pelanggan mejadi fokus
utama bagi perusahaan. Dalam menghadapi tantangan ini, strategi pemasaran yang
efektif menjadi kunci keberhasilan bagi merek kosmetik. Salah satunya brand
kosmetik ESQA yang menggunakan Perceived Quality dan Brand Image sebagai
aspek penting dalam memahami dinamika loyalitas merek. Adanya penelitian ini
bertujuan untuk mengidentifikasi pengaruh Perceived Quality dan Brand Image
terhadap Brand Loyalty pada konsumen produk kosmetik ESQA di Kota Surabaya.
Populasi dari penelitian ini merupakan konsumen produk ESQA di Kota Surabaya
dengan jumlah sampel sebanyak 100 orang responden. Melalui pendekatan
kuantitatif, pengumpulan data dikumpulkan dari responden yang merupakan
konsumen produk ESQA di Kota Surabaya menggunakan kuisioner. Penerapan
analisis data menggunakan Partial Least Square (PLS) dengan skala likert. Hasil
dari penelitian ini adalah 1) Perceived Quality berpengaruh positif dan signifikan
terhadap Brand Loyalty pada konsumen ESQA di Kota Surabaya, 2) Brand Image
juga berpengaruh positif dan signifikan terhadap Brand Loyalty pada konsumen
produk ESQA di Kota Surabaya.

Kata Kunci : Perceived Quality, Brand Image, Brand Loyalty, ESQA
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ABSTRACT

Fara Aulia Wulandari (20042010259), The Effect of Perceived Quality and
Brand Image on Brand Loyalty (Study on ESQA Product Consumers in
Surabaya City)

Along with the rapid development of the cosmetics industry and the
increasingly fierce competition between brands in Indonesia, retaining customers
is the main focus for companies. In facing this challenge, an effective marketing
strategy is the key to success for cosmetic brands. One of them is the cosmetic brand
ESQA which uses Perceived Quality and Brand Image as important aspects in
understanding the dynamics of Brand Loyalty. This study aims to identify the effect
of Perceived Quality and Brand Image on Brand Loyalty for consumers of ESQA
cosmetic products in Surabaya City. The population and sample of this study
amounted to 100 respondents who were consumers of ESQA products in Surabaya
City. Through a quantitative approach, data collection is collected from
respondents who are consumers of ESQA products in Surabaya City using a
questionnaire. Application of data analysis using Partial Least Square (PLS) with
a Likert scale. The results of this study are 1) Perceived Quality has a positive and
significant effect on Brand Loyalty for ESQA consumers in Surabaya City, 2) Brand
Image also has a positive and significant effect on Brand Loyalty for ESQA product
consumers in Surabaya City.

Keywords : Perceived Quality, Brand Image, Brand Loyalty, ESQA
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