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ABSTRAK

Persaingan antar klinik kecantikan saat ini semakin ketat sehingga
perusahaan harus memperhatikan kebutuhan dan keinginan konsumennya.
Penelitian ini bertujuan untuk mengetahui adanya pengaruh brand trust
terhadap brand loyalty pada pelanggan klinik kecantikan Natasha Skin Care
di Kota Surabaya, Untuk mengetahui adanya pengaruh perceived value
terhadap brand loyalty pada pelanggan klinik kecantikan Natasha Skin Care
di Kota Surabaya, dan untuk mengetahui adanya pengaruh customer
satisfaction terhadap brand loyalty pada pelanggan klinik kecantikan
Natasha Skin Care di Kota Surabaya.

Penelitian ini menggunakan 150 responden yang ditujukan pada
pelanggan klinik kecantikan Natasha Skin Care. Analisis yang digunakan
pada penelitian ini adalah analisis regresi linear berganda.

Hasil penelitian mengungkapkan bahwa brand trust berpengaruh
positif terhadap brand loyalty, perceived value berpengaruh positif terhadap
brand loyalty, customer satisfaction berpengaruh positif terhadap brand
loyalty.

Dengan mengetahui pengaruh antara brand trust, perceived value,
customer satisfaction dan brand loyalty dapat membantu perusahaan untuk
bisa meningkatkan profitabilitas pelanggan serta menciptakan loyalitas

pelanggan.

Kata Kunci : Brand Trust, Perceived Value, Customer Satisfaction, Brand

loyalty
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ABSTRACT

In today’s world, the competition amongbeauty clinics is becoming
more intense. As a result, the need and the desire of the consumers must be
considered by companies. This objective of this study is toinvestigate the
effect ofbrand truston brand loyaltyinbeauty clinic Natasha Skin Care in
Surabaya. In specific, the study also determine the influence of perceived
value on brand loyalty and the influence of customer satisfaction on brand
loyalty for the clinic’s customer.

This study examines 150 respondents, who are the clinic’s
customer. The type of analysis being used in this study is multiple linear
regression analysis.

The results indicated that brand trust affects brand loyalty in a
positive manner, perceived value has a positive effect on brand loyalty and
customer satisfaction also has a positive effect on brand loyalty.

To sum up, by knowing the effect of brand trust, perceived value,
customer satisfaction and brand loyalty, it can help companies to improve
the profitability of customers which ultimately establish the customer

loyalty.

Keywords: Brand Trust,Perceived Value, Customer Satisfaction, Brand

loyalty.
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