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ABSTRAK

Garuda Indonesia adalah maskapai penerbangan nasional yang dimiliki
Indonesia. Garuda Indonesia juga telah masuk dalam peringkat dunia dan bersaing
dengan penerbangan diberbagai negara. Dalam perjalanannya Garuda Indonesia
telah memberikan pelayanan dengan kualitas yang diberikan untuk memuaskan
para pengguna jasa Garuda Indonesia. Sehingga penelitian ini memiliki tujuan
untuk meneliti pengaruh service quality dan perceived value terhadap brand
loyalty melalui customer satisfaction pada maskapai penerbangan Garuda
Indonesia di Surabaya.

Teknik pengambilan sampel yang digunakan adalah non probability
sampling dengan cara purposive sampling. Sampel yang digunakan sebesar 150
responden yaitu pengguna jasa penerbangan Garuda Indonesia di Surabaya.
Teknik analisis data yang digunakan adalah Structural Equations Modeling
dengan menggunakan program LISREL.

Hasil dari penelitian ini membuktikan bahwa service quality berpengaruh
positif dan signifikan terhadap customer satisfaction, perceived value berpengaruh
positif dan signifikan terhadap customer satisfaction, customer satisfaction
berpengaruh positif dan signifikan terhadap brand loyalty, service quality
berpengaruh positif dan signifikan terhadap brand loyalty, perceived value
berpengaruh positif dan signifikan terhadap brand loyalty, service quality
berpengaruh positif dan signifikan terhadap customer satisfaction melalui brand
loyalty, perceived value berpengaruh positif dan signifikan terhadap customer
satisfaction melalui brand loyalty. Dengan demikian bahwa hasil dari penelitian
ini menunjukan adanya pengaruh yang positif dan signifikan terhadap hubungan
antar variabel.

Kata Kunci : Service Quality, Perceived Value, Customer Satisfaction, Brand
Loyalty.
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THE EFFECT OF SERVICE QUALITY AND PERCEIVED VALUE ON
BRAND LOYALTY THROUGH CUSTOMER SATISFACTION ON
GARUDA INDONESIA AIRLINES IN SURABAYA

ABSTRACT

Garuda Indonesia is a national airline owned by Indonesia. Garuda
Indonesia has also entered the world rankings and competed with flights in
various countries. In its history, Garuda Indonesia has provided quality services to
satisfy Garuda Indonesia pasangers. So this research has goal to examine the
effect of service quality and perceived value on brand loyalty through customer
satisfaction on Garuda Indonesia airlines in Surabaya.

The sampling technique which used is non probability sampling by
purposive sampling. The sampling used was 150 respondents, Garuda Indonesia
flight service users in Surabaya. The data analysis technique used is Structural
Equations Modeling using the LISREL program.

The results of this study prove that Garuda Indonesia service quality has a
positive and significant effect on customer satisfaction, perceived value has a
positive and significant effect on customer satisfaction, customer satisfaction has a
positive and significant effect on brand loyalty, service quality has a positive and
significant effect on brand loyalty, perceived value has a positive effect and
significant on brand loyalty, service quality has a positive and significant effect on
customer satisfaction through brand loyalty, perceived value has a positive and
significant effect on customer satisfaction through brand loyalty. Therefore the
results of this study showing a positive and significant effect on the correlation
between variables.

Keywords : Service Quality, Perceived Value, Customer Satisfaction, Brand
Loyalty.
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