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ABSTRAK 

 

PENGARUH BRAND IMAGE, PRODUCT QUALITY, EXPERIENTIAL 

MARKETING TERHADAP CUSTOMER SATISFACTION DAN 

DAMPAKNYA TERHADAP CUSTOMER LOYALTY 

(STUDI KASUS PADA LARISSA AESTHETIC CENTER KUDUS) 

 

NELAM AJENG PRAHASTY 

NIM. 201811035 

 

Pembimbing 1: Drs. H. Muhammad Masruri,MM. 

2: Nurul Rizka Arumsari, SE., MM. 

 

UNIVERSITAS MURIA KUDUS 

FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN

 Penelitian ini bertujuan untuk menganalisis pengaruh brand image, product 

quality, experiential marketing terhadap customer satisfaction dan dampaknya 

terhadap customer loyalty (studi kasus pada Larissa Aesthetic Center Kudus). Pada 

penelitian ini menggunakan metode kuantitatif. Populasi penelitian ini adalah 

seluruh konsumen yang menggunakan produk Larissa Aesthetic Center Cabang 

Kudus. Sampel penelitian ini sebanyak 125 responden. Analisis data yang 

digunakan (SEM) Structual Equatuion Modeling yang di operasikan melalui 

program AMOS. Hasil analisis dalam penelitian sebagai berikut: (1) brand image 

berpengaruh postif dan signifikan terhadap customer satisfaction. (2) product 

quality berpengaruh postif dan signifikan terhadap customer satisfaction. (3) 

experiential marketing berpengaruh postif dan signifikan terhadap customer 

satisfaction. (4) customer satisfaction mampu menjadi variabel intervening antara 

pengaruh langsung brand image terhadap customer loyalty. (5) customer 

satisfaction mampu menjadi variabel intervening antara pengaruh langsung brand 

image terhadap customer loyalty. (6) customer satisfaction tidak menjadi variabel 

intervening antara pengaruh langsung experiential terhadap customer loyalty. (7) 

customer satisfaction berpengaruh positif dan signifikan terhadap customer 

loyalty. 

Kata Kunci : Brand Image, Product Quality, Experiential Marketing, 

Customer Satisfaction, Customer Loyalty 
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ABSTRACT 

 

THE EFFECT OF BRAND IMAGE, PRODUCT QUALITY, EXPERIENTIAL 

MARKETING ON CUSTOMER SATISFACTION AND THEIR IMPACT ON 

CUSTOMER LOYALTY 

(CASE STUDY ON LARISSA AESTHETIC CENTER KUDUS) 

 

NELAM AJENG PRAHASTY 

NIM. 201811035 

 

Advisor 1: Drs. H. Muhammad Masruri, MM. 

2: Nurul Rizka Arumsari, SE., MM. 

 

UNIVERSITAS MURIA KUDUS 

FACULITY OF EKONOMICS AND BUSINESS  

MANAGEMENT STUDY PROGRAM 

 

 This study aims to analyze the effect of brand image, product quality, 

experiential marketing on customer satisfaction and their impact on customer 

loyalty (case study on Larissa Aesthetic Center Kudus). In this study using 

quantitative methods. The population of this research is all consumers who use the 

product Larissa Aesthetic Center Kudus Branch. The sample of this research is 125 

respondents. Analysis of the data used (SEM) Structural Equatuion Modeling which 

is operated through the AMOS program. The results of the analysis in the study are 

as follows: (1) brand image has a positive and significant effect on customer 

satisfaction. (2) product quality has a positive and significant effect on customer 

satisfaction. (3) experiential marketing has a positive and significant effect on 

customer satisfaction. (4) customer satisfaction can be an intervening variable 

between the direct influence of brand image on customer loyalty. (5) customer 

satisfaction can be an intervening variable between the direct influence of brand 

image on customer loyalty. (6) customer satisfaction is not an intervening variable 

between the direct effect of experiential on customer loyalty. (7) customer 

satisfaction has a positive and significant effect on customer loyalty. 

Keywords : Brand Image, Product Quality, Experiential Marketing, 

Customer Satisfaction, Customer Loyalty 
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