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ABSTRAK 

 

Industri kosmetik khususnya skincare di Indonesia terus mengalami 

peningkatan setiap tahunnya. Hal ini terbukti dengan semakin banyaknya jenis 

kosmetik khususnya skincare yang beredar berupa produk kosmetik buatan 

dalam negeri maupun luar negeri. Salah satu produk kosmetik khususnya 

skincare yang terkenal adalah Nature Republic. Populasi dari penelitian ini 

adalah konsumen yang berusia 17 keatas, berdomisili di Surabaya, dan pernah 

menggunakan produk Nature Republic minimal 2 kali dalam 3 bulan terakhir. 

Sampling yang digunakan dalam penilitian ini adalah nonprobability sampling 

dan pengambilan sampel adalah menggunakan teknik purposive sampling. 

Sampel berjumlah sebanyak 160 responden yaitu pri dan wanita. Teknik 

analisis data yang digunakan dalam penelitian adalah SEM (structural 

equation modeling). 

Hasil pengujian menunjukan bahwa electronic word of mouth mempunyai 

pengaruh terhadap experiential marketing, electronic word of mouth 

mempunyai pengaruh terhadap brand image, experiential marketing 

mempunyai pengaruh terhadap brand loyalty dan brand image mempunyai 

pengaruh terhadap brand loyalty. Electronic word of mouth mempunyai 

pengaruh terhadap brand loyalty melalui experiential marketing, dan 

electronic word of mouth mempunyai pengaruh terhadap brand loyalty melalui 

brand image. 

Dalam penilitian ini terdapat saran yang dapat diberikan peneliti yaitu 

diharapkan penelitian selanjutnya dapat meneliti variabel-variabel yang 

memiliki pengaruh terhadap brand loyalty seperti persepsi kualitas, harga dan 

variabel lain yang mungkin juga dapat dipengaruhi oleh electronic word of 

mouth seperti kepercayaan, dan persepsi nilai. Selain itu perlu 

dipertimbangkan bagi penelitian selanjutnya dapat menggunakan model 

penelitian dan indikator yang sama untuk mengukur variabel yang berbeda 

pada obyek penelitian dari perusahaan pesaing lainnnya. Sebagai saran praktis 

lebih memperhatikan Electronic Word of Mouth, Experiential Marketing dan 

Brand Image pada konsumen Nature Republic di Surabaya sebab dengan 

memperhatikan ketiga variabel tersebut dapat meningkatkan Brand Loyalty 

konsumen Nature Republic di Surabaya. 

 

Kata Kunci: Electronic Word of Mouth, Experiential Marketing, Brand 

Image, Brand Loyalty 
 

 

 

 



“THE EFFECT OF ELECTRONIC WORD OF MOUTH ON BRAND 

LOYALTY THROUGHT EXPERIENTIAL MARKETING AND BRAND 

IMAGE ON THE SKINCARE OF ALOE VERA BRAND NATURE 

REPUBLIC IN SURABAYA” 

 

 The cosmetic industry specifically for skin care in Indonesia continues to 

grow every year. This is evidenced by the increasing number of types of special 

skin care cosmetics issued by domestic and foreign cosmetic products. One of the 

famous skin care cosmetics products is Nature Republic. The population of this 

study is a study involving 17 and above, domiciled in Surabaya, and has used Nature 

Republic products at least 2 times in the last 3 months. Sampling used in this 

research is nonprobability sampling and sampling using purposive sampling 

technique. Payment samples were 160 respondents namely pri and women. The data 

analysis technique used in the study was SEM (structural equation modeling). 

The test results show that the electronic word has an influence on marketing 

experience, the electronic word has an influence on brand image, experience 

marketing has an influence on brand loyalty and brand image has an influence on 

brand loyalty. Word of mouth electronics has an influence on brand loyalty through 

experience marketing, and electronic word of mouth has an influence on brand 

loyalty through brand image. 

 In this study, there are suggestions that can be given by researchers who are 

expected to further research, variables that have an influence on brand loyalty, such 

as perceptions of quality, price and other variables that may be used by electronic 

word of mouth such as trust, and exchange rates. In addition, research needs for 

further research can use the same research model and indicators to measure different 

variables on the object of research from other companies. As practical advice, more 

attention is paid to the Electronic Word of Mouth, Experiential Marketing and 

Brand Image to Nature Republic consumers in Surabaya because paying attention 

to these variables can increase the loyalty of Nature Republic customers in 

Surabaya. 

 
Keywords: Electronic Word of Mouth, Experiential Marketing, Brand Image, Brand 

Loyalty 
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