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  2. Agung Subono, SE, M.Si. 

 

 

UNIVERSITAS MURIA KUDUS 

FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN 

 
Penelitian ini memiliki tujuan untuk menganalisis pengaruh asosiasi merek, 

citra merek dan persepsi kualitas terhadap loyalitas konsumen dengan kepuasan 

konsumen sebagai mediasi pada konsumen merek Yongki Komaladi. Penelitian 

ini menggunakan dua variabel endogen, yaitu kepuasan konsumen dan loyalitas 

konsumen, dan tiga variabel eksogen, yaitu asosiasi merek, citra merek dann 

persepsi kualitas. Pengumpulan data yang digunakan pada penelitian ini adalah 

metode kuesioner dan wawancara. Dalam penelitian ini menggunakan sampel 

yang terdiri dari 180 responden dengan teknik purposive sampling yaitu 

Mahasiswa Manajemen Fakultas Ekonomi dan Bisnis Universitas Muria Kudus 

angkatan 2016/2017 dan 2017/2018 yang merupakan konsumen sepatu Yongki 

Komaladi yang pernah melakukan pembelian minimal sebanyak 3 kali dalam 

kurun waktu 2 bulan terakhir. Analisis data yang digunakan (SEM) Structual 

Equatuion Modeling yang di operasikan melalui program AMOS. Hasil penelitian 

menunjukkan asosiasi merek, citra merek dan persepsi kualitas memiliki pengaruh 

positif dan signifikan terhadap kepuasan konsumen dan loyalitas konsumen, serta 

asosiasi merek, citra merek dan persepsi kualitas memiliki pengaruh positif dan 

signifikan terhadap loyalitas konsumen melalui kepuasan konsumen. 
 

 

Kata kunci: asosiasi merek, citra merek, persepsi kualitas, kepuasan konsumen 

dan loyalitas konsumen.  
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ABSTRACT 

 

THE INFLUENCE OF BRAND ASSOCIATION, BRAND IMAGE, QUALITY 

PERCEPTION ON CUSTOMER LOYALTY DIMEDIATED BY YONGKI 

KOMALADI BRAND CUSTOMER SATISFACTION (CASE STUDY IN 

FACULTY OF ECONOMICS AND BUSINESS STUDENTS OF MURIA 

KUDUS UNIVERSITY) 

 
Ayu Ulfa Subkhiyana 

NIM. 2016-11-398 

 

Guidance Lecturer : 1. Dr. Mokhamad. Arwani, SE. MM. 

  2. Agung Subono, SE, M.Si. 

 

UNIVERSITAS MURIA KUDUS 

FACULTY OF ECONOMICS AND AND BUSINESS STUDY PROGRAM  

OF MANAGEMENT 

 

This study aims to analyze the effect of brand association, brand image and 

perceived quality on consumer loyalty with customer satisfaction as a mediation 

for the Yongki Komaladi brand consumers. This study uses two endogenous 

variables, namely customer satisfaction and customer loyalty, and three 

exogenous variables, namely brand association, brand image and perceived 

quality. The data collection used in this research is a questionnaire and interview 

method. In this study using a sample consisting of 180 respondents with a 

purposive sampling technique, namely Management Students of the Faculty of 

Economics and Business, Muria Kudus University, batch 2016/2017 and 

2017/2018 who are consumers of Yongki Komaladi shoes who have made at least 

3 purchases in a period of 2 last month. Data analysis used (SEM) Structual 

Equation Modeling which is operated through the AMOS program. The results 

showed that brand association, brand image and perceived quality have a positive 

and significant effect on consumer satisfaction and consumer loyalty, and brand 

association, brand image and perceived quality have a positive and significant 

effect on consumer loyalty through customer satisfaction. 

 

Keywords:  brand association, brand image, perceived quality, customer 

satisfaction and consumer loyalty. 
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