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ABSTRAK 

 

Grania / 27090465 / 2013 / Pengaruh Brand Image dan Perceived Quality terhadap Brand 

Loyalty iPhone melalui Customer Satisfaction / Pembimbing: Agus Salim, 

S.E.,M.B.A.,M.M. 

Penelitian ini bertujuan untuk meneliti pengaruh citra merek dan persepsi kualitas 

terhadap loyalitas merek iPhone melalui kepuasan pelanggan. Citra merek yang ditetapkan 

melalui penyesuaian strategi positioning yang tepat akan memaksimalkan potensi kepuasan 

pelanggan yang menyebabkan adanya peningkatan loyalitas. Selain itu, adanya kualitas 

yang lebih unggul dari pesaing dan sesuai dengan persepsi konsumen akan menciptakan 

kepuasan bagi pelanggan yang berujung kepada loyalitas pelanggan terhadap suatu merek. 

Pelanggan yang loyal akan melakukan pembelian ulang, menggunakan dalam jangka 

panjang serta merekomendasikan merek tertentu kepada orang lain. 

Sampel penelitian ini adalah konsumen yang menggunakan iPhone saat ini dan 

sudah lebih dari tiga bulan. Pengambilan sampel berlokasi di Kawasan Kelapa Gading 

periode April – Mei 2013. Teknik pengambilan sampel yang akan digunakan adalah teknik 

Non-Probability Sampling dengan menggunakan Judgmental/Purposive Sampling yaitu 

teknik pengambilan sampel dengan pertimbangan kriteria tertentu yang telah ditentukan 

terlebih dahulu oleh peneliti. Teknik analisis data untuk menguji masing-masing variabel 

dan pengujian hipotesis melalui Model Persamaan Struktural (SEM) menggunakan metode 

Linear Structural Relationship (Lisrel) melalui software Lisrel 8.50. 

 Penelitian ini menghasilkan temuan bahwa brand image berpengaruh positif 

signifikan terhadap customer satisfaction, brand image tidak berpengaruh secara signifikan 

terhadap brand loyalty, customer satisfaction berpengaruh positif signifikan terhadap 

brand loyalty, perceived quality tidak berpengaruh secara signifikan terhadap customer 

satisfaction dan perceived quality tidak berpengaruh secara signifikan terhadap brand 

loyalty. 
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ABSTRACT 

 

Grania / 27090465 / 2013 / Effect of Brand Image and Perceived Quality on iPhone’s 

Brand Loyalty through Customer Satisfaction / Adviser: Agus Salim, S.E.,M.B.A.,M.M. 

This study aims to investigate the influence of brand image and perceived quality 

of the iPhone’s brand loyalty through customer satisfaction. Established brand image 

through proper adjustment positioning strategy will maximize the potential of customer 

satisfaction leading to an increase in loyalty. In addition, the superior quality of the 

competitors and in accordance with the consumer perception will create customer 

satisfaction which leads loyalty to a brand. Loyal customers will repurchase again, using 

for long term and recommend a particular brand to others. 

Samples of this study is that consumers who use the iPhone at the moment and has 

been more than three months. The sampling are is located in Kelapa Gading during the 

period April – Mei 2013. Sampling technique that will be used is Non-Probability 

Sampling technique that using judgemental/purposive sampling, the sampling technique 

with consideration of certain criteria that have been determined in advance by the 

researcher. Data analysis techniques to examine each of the variables and testing 

hypothesis through Structural Equation Model (SEM) using the method of Linear 

Structural Relationship (Lisrel) through Lisrel 8.50 software. 

The research resulted in findings that brand image has significant positive effect on 

customer satisfaction, brand image does not significantly affect the brand loyalty, customer 

satisfaction has significant positive effect on brand loyalty, perceived quality does not 

significantly affect customer satisfaction and perceived quality does not significantly affect 

brand loyalty. 
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