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ABSTRAK 

 

     Michelle Halim / 25190010 / 2023 / Dampak Persepsi Harga dan Citra Merek pada 

Attitudinal Loyalty Konsumen Skincare Innisfree / Pembimbing: Prof. Dr. Ir. Bilson 

Simamora, M.M. 

     Beberapa faktor yang menjadi pertimbangan konsumen dalam membeli skincare adalah 

persepsi harga dan citra merek. Studi sebelumnya menunjukkan bahwa kedua faktor ini 

tidak menjamin konsumen berkomitmen terhadap suatu merek. Pada konteks Innisfree, 

peneliti ingin mempelajari apakah persepsi harga dan citra merek berpengaruh terhadap 

attitudinal loyalty.  

     Penelitian ini merekonstruksi model penelitian Adawiah (2015). Penyesuaian model 

penelitian dilakukan dengan menambahkan konsep attitudinal loyalty sebagai konstruk 

endogen. Konsep yang digunakan untuk mendukung penelitian ini adalah persepsi harga, 

citra merek, dan attitudinal loyalty.  

     Objek penelitian ini adalah Skincare Innisfree. Data dikumpulkan dengan menyebarkan 

kuesioner dalam bentuk google form terhadap 150 responden yang direkrut menggunakan 

purposive sampling. Teknik analisis data yang digunakan adalah Structural Equation 

Modeling (SEM) dengan bantuan software WarpPLS 7.0.  

     Penelitian menunjukkan bahwa persepsi harga dan citra merek berpengaruh positif dan 

signifikan terhadap attitudinal loyalty konsumen Innisfree.  

    Perusahaan disarankan untuk mengurangi biaya pembelian dengan memberikan insentif, 

memperkuat citra merek sebagai skincare yang cocok untuk kulit berjerawat, serta 

meningkatkan keunggulan Innisfree dibanding brand pesaing. Peneliti selanjutnya 

disarankan untuk membahas mengenai pengaruh persepsi harga terhadap citra merek serta 

dapat menambahkan behavioral loyalty sebagai konstruk endogen. 

 

Kata Kunci: Persepsi Harga, Citra Merek, dan Attitudinal Loyalty 
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ABSTRACT 

 

     Michelle Halim / 25190010 / 2023 / Impact of Perceived Price and Brand Image on 

Attitudinal Loyalty of Innisfree Skincare Consumers / Advisor: Prof. Dr. Ir. Bilson 

Simamora, M.M. 

      Some of the factors considered by consumers in buying skincare are price perceptions 

and brand image. Previous studies have shown that these two factors do not guarantee 

consumer commitment to a brand. In the context of Innisfree, researchers want to study 

whether perceived price and brand image have an effect on attitudinal loyalty. 

      This study reconstructs Adawiah's research model (2015). Adjustment of the research 

model was carried out by adding the concept of attitudinal loyalty as an endogenous 

construct. The concepts used to support this research are price perception, brand image, 

and attitudinal loyalty. 

      The object of this research is Skincare Innisfree. Data was collected by distributing 

questionnaires in the form of a Google form to 150 respondents who were recruited using 

purposive sampling. The data analysis technique used is Structural Equation Modeling 

(SEM) with the help of WarpPLS 7.0 software. 

      Research shows that perceived price and brand image have a positive and significant 

effect on the attitudinal loyalty of Innisfree consumers. 

     Companies are advised to reduce purchasing costs by providing incentives, 

strengthening the brand's image as skincare suitable for acne-prone skin, and increasing 

Innisfree's advantages over competing brands. Further researchers are advised to discuss 

the effect of price perceptions on brand image and to add behavioral loyalty as an 

endogenous construct. 

 

Keywords: Perceived Price, Brand Image, and Attitudinal Loyalty 
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