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Pengaruh Brand Positioning Dan Perceived Quality Terhadap Customer

Loyalty Melalui Customer Satisfaction Sebagai Variabel Intervening

(Studi Pada Pengguna Pond’s Whitening Cream Di Kabupaten Sleman)

ABSTRAK

Kebutuhan akan produk kecantikan dari tahun ke tahun semakin meningkat. Hal ini
disebabkan masyarakat yang sudah sadar akan pentingnya menjaga kecantikan
kulit. Potensi ini mendorong berkembangnya industri produk kecantikan atau
skincare. Hal ini ditandai dengan semakin ketatnya persaingan antar brand
kecantikan. Unilever merupakan perusahaan yang bergerak di bidang fast moving
consumer goods, salah satunya produk kecantikan seperti Pond’s. Produk unggulan
Pond’s dengan manfaat mencerahkan wajah disebut Pond’s White Beauty.
Berdasarkan data penjualannya, Distributor Unilever Cabang Sleman mengalami
pendapatan yang menurun pada tahun 2019-2021.

Tujuan penelitian ini yakni untuk mengetahui pengaruh Brand Positioning dan
Perceived Quality terhadap Customer Loyalty melalui Customer Satisfaction
Sebagai Variabel Intervening pada pengguna Whitening Cream Pond’s di Sleman.
Sampel penelitian ini sebanyak 100 responden dengan teknik pengambilan sampel
nonprobability sampling yaitu purposive sampling. Teknik pengumpulan data
dilakukan melalui kuesioner, studi pustaka, serta wawancara. Penelitian ini
menggunakan SmartPLS 3.3.3 beserta analisis kuantitatif. Analisis yang dilakukan
meliputi analisis outer model dan inner model.

Hasil penelitian ini menunjukkan bahwa brand positioning dan perceived quality
terbukti mempengaruhi customer satisfaction dan customer loyalty. Brand
positioning dan perceived quality menyumbang 68% terhadap customer loyalty,
brand positioning dan perceived quality menyumbang sebesar 60% terhadap
customer satisfaction. Customer satisfaction signifikan dalam memediasi variabel
independen terhadap variabel dependen yakni memberikan mediasi partial.

Berdasarkan hasil tersebut maka disarankan agar Pond’s Whitening Cream
memberikan keunggulan penawaran produk yang berbeda agar konsumen dapat
mengenali produk dengan lebih baik. Pond’s whitening cream juga perlu
meningkatkan quality control sebelum produk dipasarkan. Serta perlu melakukan
riset kebutuhan dan harapan konsumen untuk evaluasi peningkatan kualitas dan
manfaat produk.

Kata kunci : brand positioning, perceived quality, customer satisfaction, customer
loyalty



The Influence of Brand Positioning and Perceived Quality on Customer Loyalty
Through Customer Satisfaction as Intervening Variables

(Study on Pond's Whitening Cream Consumers in Sleman Regency)

ABSTRACT

The need for beauty products is increasing from year to year. This is because people
are already aware of the importance of protecting skin beauty. This potential
encourages the development of the beauty or skincare product industry. This is
marked by the increasingly tight competition between beauty brands. Unilever is a
company engaged in the field of fast-moving consumer goods, one of which is
beauty products such as Pond's. Pond's flagship product with the benefit of
brightening the face is called Pond's White Beauty. Based on sales data, Unilever
Distributors of the Sleman Branch experienced decreased revenue in 2019-2021.

The purpose of this study is to determine the effect of Brand Positioning and
Perceived Quality on Customer Loyalty through Customer Satisfaction as
Intervening Variables for Pond's Whitening Cream consumers in Sleman. The
sample for this research was 100 respondents using a non-probability sampling
technique, namely purposive sampling. Data collection techniques were carried out
through questionnaires, literature studies, and interviews. This study uses
SmartPLS 3.3.3 along with quantitative analysis. The analysis carried out includes
the analysis of the outer model and the inner model.

The results of this study indicate that brand positioning and perceived quality are
proven to influence customer satisfaction and customer loyalty. Brand positioning
and perceived quality contribute 68% to customer loyalty, brand positioning and
perceived quality contribute 60% to customer satisfaction. Customer satisfaction is
significant in mediating the independent variable on the dependent variable,
namely providing partial mediation.

Based on these results, it is suggested that Pond's Whitening Cream offers the
advantage of offering different products so that consumers can recognize the
product better. Pond's whitening cream also needs to improve quality control
before the product is marketed. It is also necessary to research consumer needs and
expectations to evaluate product quality improvement and benefits.

Keywords: brand positioning, perceived quality, customer satisfaction, customer
loyalty
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