ABSTRAKSI

Penelitian ini bertujuan untuk mengetahui pengaruh brand image dan perceived
value terhadap customer loyalty dengan customer satisfaction sebagai variabel
mediasi pada konsumen sepatu Aerostreet di Kabupaten Kebumen. Penelitian ini
dilakukan karena persaingan antar merek sepatu lokal semakin ketat. Oleh karena
itu, perusahaan perlu membangun citra merek yang baik, memberikan nilai yang
sesuai dengan harapan konsumen, serta meningkatkan kepuasan pelanggan agar
konsumen tetap loyal terhadap produk. Penelitian ini menggunakan metode
kuantitatif dengan teknik survei. Responden dalam penelitian ini berjumlah 150
orang yang merupakan konsumen sepatu Aerostreet di Kabupaten Kebumen.
Pengambilan sampel dilakukan menggunakan teknik purposive sampling. Data
dikumpulkan melalui penyebaran kuesioner dengan skala Likert empat poin,
kemudian dianalisis menggunakan metode Partial Least Squares-Structural
Equation Modeling (PLS-SEM) dengan bantuan software SmartPLS 3.0. Hasil
penelitian menunjukkan bahwa brand image dan perceived value berpengaruh
positif dan signifikan terhadap customer satisfaction. Selain itu, brand image,
perceived value, dan customer satisfaction juga berpengaruh positif dan signifikan
terhadap customer loyalty. Hasil penelitian juga menunjukkan bahwa customer
satisfaction mampu menjadi variabel mediasi dalam hubungan antara brand image
dan perceived value terhadap customer loyalty. Hal ini berarti semakin baik citra
merek dan semakin tinggi nilai yang dirasakan konsumen, maka kepuasan
pelanggan akan meningkat. Kepuasan tersebut akan mendorong konsumen untuk
tetap setia menggunakan dan membeli kembali sepatu Aerostreet.

Kata kunci: Brand Image, Perceived Value, Customer Satisfaction, Customer
Loyalty, Aerostreet.



ABSTRACT

This study aims to determine the effect of brand image and perceived value on
customer loyalty with customer satisfaction as a mediating variable on Aerostreet
shoe consumers in Kebumen Regency. This study was conducted because
competition between local shoe brands is getting tighter. Therefore, companies
need to build a good brand image, provide value that meets consumer expectations,
and increase customer satisfaction so that consumers remain loyal to the product.
This study uses a quantitative method with a survey technique. Respondents in this
study amounted to 150 people who are Aerostreet shoe consumers in Kebumen
Regency. Sampling was carried out using a purposive sampling technique. Data
were collected through distributing questionnaires with a four-point Likert scale,
then analyzed using the Partial Least Squares-Structural Equation Modeling (PLS-
SEM) method with the help of SmartPLS 3.0 software. The results of the study
indicate that brand image and perceived value have a positive and significant effect
on customer satisfaction. In addition, brand image, perceived value, and customer
satisfaction also have a positive and significant effect on customer loyalty. The
results also show that customer satisfaction can be a mediating variable in the
relationship between brand image and perceived value on customer loyalty. This
means that the better the brand image and the higher the perceived value, the higher
the customer satisfaction. This satisfaction will encourage consumers to remain
loyal and repurchase Aerostreet shoes.

Keywords: Brand Image, Perceived Value, Customer Satisfaction, Customer
Loyalty, Aerostreet
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