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ABSTRAK

Penelitian ini bertujuan menganalisis pengaruh Brand Image dan Perceived
Quality terhadap Customer Loyalty melalui Customer Trust pada produk kosmetik
Wardah di Surabaya. Persaingan yang ketat dalam industri kosmetik memunculkan
berbagai nama merek. Hal ini tentu menjadi tantangan tersendiri bagi kosmetik
Wardah. Kosmetik Wardah harus memiliki citra merek yang positif untuk dapat
memenangkan persaingan industri yang ketat. Tidak hanya itu, kosmetik Wardah
juga harus menjaga kualitas dan kemanan produk untuk memperoleh kepercayaan
dan loyalitas konsumen.

Teknik pengambilan sampel yang digunakan adalah non probability sampling
dengan cara purposive sampling. Sampel yang digunakan dalam penelitian ini
sebesar 150 responden. Karakterstik responden dalam penelitian ini adalah
responden yang menggunakan minimal dua produk kosmetik Wardah dalam satu
tahun terakhir. Data dikumpulkan menggunakan kuesioner. Teknik analisis data
yang digunakan adalah analisis SEM dengan program LISREL.

Hasil penelitian membuktikan bahwa Brand Image dan Perceived Quality
memiliki pengaruh yang signifikan terhadap Customer Trust; Brand Image dan
Perceived Quality memiliki pengaruh yang signifikan terhadap Customer Loyalty
melalui Customer Trust; Customer Trust memiliki pengaruh yang signifikan
terhadap Customer Loyalty.

Saran penelitian yang dapat diterapkan kosmetik Wardah adalah melakukan
seleksi yang ketat dalam pemilihan ambassador, membuat iklan dan event yang
dapat mengedukasi dan mengingatkan konsumen akan image halal kosmetik
Wardah, mengembangkan produk sesuai dengan kebutuhan dan keinginan
konsumen, serta memberikan promo atau diskon agar konsumen tetap loyal.

Kata Kunci: Brand Image, Perceived Quality, Customer Trust, Customer Loyalty
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THE EFFECT OF BRAND IMAGE AND PERCEIVED QUALITY TOWARDS
CUSTOMER LOYALTY THROUGH CUSTOMER TRUST ON WARDAH

COSMETIC PRODUCTS IN SURABAYA

ABSTRACT

This study aimed to analyze the effect of Brand Image and Perceived Quality
towards Customer Loyalty through Customer Trust on Wardah cosmetic products
in Surabaya. The intense competition in the cosmetics industry raises various brand
names. This is certainly a challenge for Wardah cosmetics. Wardah cosmetics must
have a positive brand image to able to win in a tight industry competition. Not only
that, Wardah cosmetics also have to maintain the quality and safety of products to
gain customer trust and loyalty.

Sampling technique used is nonprobability sampling by way of purposive
sampling. The sample used in this research is 150 respondents. Requirements to be
respondents in this study are respondents who have used at least two Wardah
cosmetic products in the past year. Data were collected using questionnaires. Data
analysis technique used is SEM analysis with LISREL program.

The results prove that Brand Image and Perceived Quality have a significant
effect on Customer Trust; Brand Image and Perceived Quality have significant
effect on Customer Loyalty through Customer Trust; Customer Trust has
significant effect on Customer Loyalty.

The research suggestion that Wardah must carefully select the ambassadors of
brand, create advertisements and events that can educate and remind consumers of
Wardah's halal image, develop products according to the needs and desires of
consumers, and provide promotions or discounts to keep consumers loyal.

Keywords: Brand Image, Perceived Quality, Customer Trust, Customer Loyalty


