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ABSTRAK 

Riset ini bertujuan untuk menganalisis pengaruh Citra Merek dan Persepsi 

Harga terhadap Loyalitas Pelanggan, dengan Kepuasan Pelanggan sebagai 

mediator, khususnya pengguna smartphone Samsung di kalangan mahasiswa se-

Surabaya. Studi ini mengadopsi metodologi kuantitatif, dengan populasi target 

berupa mahasiswa aktif di Surabaya. Pengambilan sampel dilaksanakan melalui 

teknik sampling non-probabilitas, yaitu sampling purposive, dengan total 80 

responden. Data dikumpulkan menggunakan kuesioner, dan analisis data dilakukan 

dengan menggunakan Analisis Jalur. Hasil dari penelitian ini menunjukkan bahwa 

baik citra merek maupun persepsi harga berdampak signifikan terhadap kepuasan 

dan loyalitas pelanggan. Namun, kepuasan pelanggan tidak bertindak sebagai 

mediator dalam hubungan antara citra merek dan persepsi harga terhadap loyalitas 

pelanggan. 

Kata kunci: Citra Merek, Persepsi Harga, Kepuasan Pelanggan, Loyalitas 

Pelanggan
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ABSTRACT 

This research aims to analyze the effect of Brand Image and Price 

Perception on Customer Loyalty, with Customer Satisfaction acting as a mediator, 

especially among Samsung smartphone users within the student population of 

Surabaya. This study employs a quantitative methodology, targeting active students 

in Surabaya. Sample collection was conducted through non-probability sampling 

techniques, specifically purposive sampling, with a total of 80 respondents. Data 

were gathered using questionnaires, and data analysis was performed using Path 

Analysis. The findings of this study indicate that both brand image and price 

perception significantly affect customer satisfaction and loyalty. However, customer 

satisfaction does not serve as a mediator in the relationship between brand image 

and price perception towards customer loyalty. 

Keywords: Brand Image, Price Perception, Customer Satisfaction, Customer 

Loyalty 


