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ABSTRAK 

 

Andreas Pangestu/29120128/Analisis pengaruh Service Quality, Brand Image, Price Perception 

terhadap Customer Loyalty melalui Satisfaction pada PT Indonesia Air Asia/Pembimbing: Ir. 

Dergibson Siagian, M.M. 

Munculnya Maskapai Air Asia memberikan warna baru pada bisnis angkutan udara semakin 

menarik. Dimana itu semua didukung sekaligus dengan kualitas servis, citra merek dan persepsi 

harga yang baik yang telah diberikan sehingga para pelanggannya akan merasa sangat puas dan 

akan menjadi pelanggan yang loyal. Namun para peneliti menyakini bahwa faktor faktor tersebut 

belum memiliki bukti yang cukup kuat akan mempengaruhi loyalitas pelanggan melalui 

kepuasan. Oleh karena itu, penulis tertarik umtuk melakukan penelitian tentang analisis 

pengaruh Service Quality, Brand Image, Price Perception terhadap Customer Loyalty melalui 

Satisfaction pada PT Indonesia Air Asia. 

Teori yang digunakan untuk mendukung penelitian ini adalah definisi dari Service Quality, 

Brand Image, Price Perception, Customer Loyalty, dan Satisfaction beserta indikatornya. 

Kemudian didukung teori mengenai hubungan antara Service Quality dengan Satisfaction, Price 

Perception dengan Satisfaction, Brand Image dengan Satisfaction, Satisfaction dengan 

Customer loyalty, lalu Service Quality dengan Customer Loyalty baik secara langsung maupun 

tidak langsung melalui Satisfaction, Price Perception dengan Customer Loyalty baik secara 

langsung maupun tidak langsung melalui Satisfaction, dan Brand Image dengan Customer 

Loyalty baik secara langsung maupun tidak langsung melalui Satisfaction.   

Objek Penelitian ini Pelanggan Air Asia diwilayah Jakarta. Penelitin ini menggunakan penelitian 

kausal dengan menggunkan kuisioner untuk pengumpulan data. Untuk penarikan sampel, cara 

yang digunakan adalah non probality sampling dengan teknik judgement sampling. Prosedur 

yang digunakan untuk pengujian model dan pengolahan data adalah model persamaan Struktural 

(Structural Equation Modeling) dengan menggunakan WarpPls 5.0. 

Output yang dihasilkan WarpPls 5.0 menunjukan Service Quality terhadap Satisfaction 

signifikan dengan koefisien positif, Price Perception terhadap Satisfaction signifikan dengan 

koefisien positif, Brand Image terhadap Satisfaction signifikan dengan koefisien positif, 

Satisfaction terhadap Customer loyalty signifikan dengan koefisien positif, lalu Service Quality 

terhadap Customer Loyalty signifikan dengan koefisien positif baik secara langsung maupun 

tidak langsung melalui Satisfaction, Price Perception terhadap Customer Loyalty tidak 

signifikan dengan koefisien positif baik secara langsung maupun tidak langsung melalui 

Satisfaction, dan Brand Image terhadap Customer Loyalty signifikan dengan koefisien positif 

baik secara langsung maupun tidak langsung melalui Satisfaction.   

Kesimpulan dari penelitian ini adalah Service Quality berpengaruh positif terhadap Satisfaction, 

Price Perception berpengaruh positif terhadap Satisfaction, Brand Image berpengaruh positif 

terhadap Satisfaction , Satisfaction berpengaruh positif terhadap Customer loyalty, lalu Service 

Quality berpengaruh positif terhadap Customer Loyalty baik secara langsung maupun tidak 

langsung melalui Satisfaction, Price Perception terhadap Customer Loyalty tidak berpengaruh 

signifikan baik secara langsung maupun tidak langsung melalui Satisfaction, dan Brand Image 

berpengaruh positif terhadap Customer Loyalty baik secara langsung maupun tidak langsung 

melalui Satisfaction.   
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ABSTRACT 

 

Andreas Pangestu / 29120128 / Analysis of the influence of Service Quality, Brand Image, Price 

Perception towards Customer Loyalty through Satisfaction at PT Indonesia Air Asia / advisor: Ir. 

Dergibson Siagian, M.M. 

The emergence Airlines Air Asia provides a new color in the air transport business more attractive. 

Where it all at once is supported by quality service, brand image and perception of a good price 

that has been given so that customers will feel very satisfied and will be a loyal customer. But 

researchers believe that these factors do not have strong enough evidence would affect customer 

loyalty through satisfaction. Therefore, the authors are interested in the team to conduct research 

on the analysis of the effect of Service Quality, Brand Image, Price Perception towards Customer 

Loyalty through Satisfaction at PT Indonesia Air Asia. 

The theories used to support this research is the definition of Service Quality, Brand Image, Price 

Perception, Customer Loyalty and Satisfaction and its indicators. Then supported the theory of the 

relationship between Service Quality with Satisfaction, Price Perception with Satisfaction, Brand 

Image with Satisfaction, Satisfaction with Customer loyalty and Service Quality in Customer 

Loyalty either directly or indirectly through the Satisfaction, Price Perception with Customer 

Loyalty either directly or indirectly through Satisfaction and Brand Image with Customer Loyalty 

either directly or indirectly through Satisfaction. 

The object of this study Customers Air Asia Jakarta area. This research is conducted using causal 

research by using questionnaires for data collection. For sampling, the methods used are non 

probality sampling technique sampling judgment. The procedure used to test the model and data 

processing is a structural equation model (Structural Equation Modeling) using WarpPls 5.0. 

Output generated WarpPls 5.0 shows the Service Quality towards Satisfaction with significant 

positive coefficient, Price Perception towards Satisfaction with significant positive coefficient, 

Brand Image on Satisfaction with significant positive coefficient, Satisfaction to Customer loyalty 

is significant with a positive coefficient, and Service Quality towards Customer Loyalty with 

significant positive coefficient either directly or indirectly through the Satisfaction, Price 

Perception towards Customer Loyalty is not significant with a positive coefficient either directly 

or indirectly through the Satisfaction and Brand Image on Customer Loyalty significant positive 

coefficient either directly or indirectly through Satisfaction. 

The conclusion of this study is Service Quality positive effect on Satisfaction, Price Perception 

positive effect on Satisfaction, Brand Image positive effect on Satisfaction, Satisfaction positive 

effect on customer loyalty, and Service Quality positive effect on customer loyalty, either directly 

or indirectly through the Satisfaction, Price Perception towards Customer Loyalty does not have 

significant influence either directly or indirectly through the Satisfaction and Brand Image positive 

effect on customer loyalty, either directly or indirectly through Satisfaction. 
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