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ABSTRAK 

 

NURUL HIDAYATI (21042010012), Pengaruh Brand Image, Brand Love Dan 

Perceived Value Terhadap Loyalitas Pelanggan Pada Kosmetik Luxcrime di Surabaya 

Timur 

Perkembangan dunia kosmetik yang semakin meningkat dan menimbulkan persaingan 

antar perusahaan untuk menarik pelanggan. Tujuan dari penelitian ini adalah untuk 

mengetahui adanya pengaruh Brand Image, Brand Love Dan Perceived Value Terhadap 

Loyalitas Pelanggan Pada Kosmetik Luxcrime di Surabaya Timur. Penelitian ini termasuk 

dalam jenis asosiatif dengan pendekatan kuantitatif, data dianalisis menggunakan softwere 

Statistical Packagel for the Social Sciences 27 for windows dengan (uji validitas, uji 

realibilitas, uji hipotesis, uji asumsi klasik). Teknik pengumpulan data ini menggunakan 

kuisoner dengan teknik penarikan sampel dari populasi pengguna produk kosmetik 

luxcrime yang ada di Surabaya timur dengan teknik probability sampling. Sehingga 

didapatkan 150 reponden berlandaskan pada rumus Yamane dan Isaac and Michael dengan 

kriteria berdomisili di Surabaya Timur dan pernah membeli / menggunakan Luxcrime 

minimal 2 kali. Hasil penelitian ini menunjukkan bahwa 1) variabel brand image 

berpengaruh secara parsial terhadap loyalitas pelanggan 2) variabel brand love tidak 

berpengaruh secara parsial terhadap loyalitas pelanggan 3) variabel perceived value 

berpengaruh secara parsial terhadap loyalitas pelanggan, Adapun hasil lain yang 

menunjukkan bahwa variabel independen yaitu brand image, brand love, perceived value 

berpengaruh positif dan signifikan terhadap loyalitas pelanggan secara simultan.  

Kata Kunci : Brand Image, Brand Love, Perceived Value, Loyalitas Pelanggan 
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ABSTRACT 

NURUL HIDAYATI (21042010012), The Effect of Brand Image, Brand 

Love and Perceived Value on Customer Loyalty at Luxcrime Cosmetics in East 

Surabaya 

The development of the cosmetic world is increasing and creates competition 

between companies to attract customers. The purpose of this study was to determine 

the effect of Brand Image, Brand Love and Perceived Value on Customer Loyalty 

at Luxcrime Cosmetics in East Surabaya. This research is included in the 

associative type with a quantitative approach, the data was analyzed using the 

Statistical Packagel for the Social Sciences 27 for windows software with (validity 

test, reliability test, hypothesis testing, classical assumption test). This data 

collection technique uses questionnaires with sampling techniques from the 

population of users of luxcrime cosmetic products in East Surabaya with probability 

sampling techniques. So that 150 respondents were obtained based on the Yamane 

and Isaac and Michael formulas with the criteria that they live in East Surabaya 

and have bought / used Luxcrime at least 2 times. The results of this study indicate 

that 1) the brand image variable partially affects customer loyalty 2) the brand love 

variable has no partial effect on customer loyalty 3) the perceived value variable 

partially affects loyalty. The other results show that the independent variables, 

namely brand image, brand love, perceived value, have a positive and significant 

effect on customer loyalty simultaneously.  

Keywords: Brand Image, Brand Love, Perceived Value, Customer Loyalty 

 

 

 

 

 

 

 

 

 

 

 

 


