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ABSTRAKSI 

Analisis Pengaruh Service Quality dan Brand Associations terhadap Brand 
Image yang berdampak pada Lovality Intentions 

Dheta Arlinta 
20082075024 

Penelitian ini bertujuan untuk mengetahui pengaruh service quality dan brand 
associations terhadap brand image yang berdampak pada loyality intentions 
customer. Penelitian ini dilakukan terhadap 150 customer Oriflame 
Daanmogot Jakarta sebagai sampel penelitian . Data primer didapat melalui 
observasi , wawancara, dan kuesioner yang validitas dan reliabilitasnya telah 
diuji terlebih dahulu . 
Data yang didapat dianalisis secara deskriptif menggunakan metode analisis 
deskriptif untuk mengetahui sejauhmana pengaruh service quality dan brand 
associations terhadap brand image yang berdampak pada loyality intentions 
customer Oriflame. Analisis pengaruh dengan menggunakan metode uj i 
goodness of fit model Struktur dan uji hipotesis yang menggunakan bantuan 
software Lisrel 8.30 untuk menilai besarnya pengaruh service quality dan 
brand associations terhadap brand image yang berdampak pada loyality 
intentions. 
Berdasarkan hasil penelitian didapati bahwa analisis statistik deskriptif dan 
dari hasil pengujian hipotesis secara simultan, Service quality dan brand 
associations berpengaruh signifikan terhadap brand image, sehingga brand 
image memberikan dampak pada loyality intentions. Service quality memiliki 
pengaruh yang signifikan sebesar 22% dan brand association memiliki 
pengaruh yang signifikan sebesar 35% terhadap pembentukan brand image. 
Dari presentase pengaruh bahwa brand associations pengaruhnya lebih 
tinggi daripada service quality berarti brand Oriflame memiliki brand 
associations yang baik sehingga mampu mempengaruhi brand image lebih 
kuat, tetapi hal tersebut juga diperlukan pengaruh service quality yang baik 
sebab untuk membentuk suatu brand image yang positif juga diperlukan 
hubungan yang baik dengan konsumen dengan memberikan service quality 
yang baik. Berarti kedua hal tersebut berpengaruh terhadap pembentukan 
brand image. Berdasarkan hasil pengujian dalam analisis path dapat 
disimpulkan bahwa brand image memiliki pengaruh yang signifikan sebesar 
78% terhadap pembentukan loyality intentions. Berarti brand image 
berpengaruh kuat terhadap loyality intentions customer. 
Key Factor : Service Quality, Brand Associations, Brand Image, Loyality 
Intentions 
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ABSTRACT 

Analysis of Service Quality and Brand Associations on Brand Image which 
has an impact on Loyality Intentions 

Dheta Arlinta 
20082075024 

This study aimed to investigate the influence of service quality and brand to 
brand image Associations that have an impact on intentions customer loyality. 
This research was conducted on 150 customers Oriflame Daanmogot Jakarta 
as samples. The primary data obtained through observation , interviews, and 
questionnaires that have been tested for validity and reliability first. 

The collected data were analyzed descriptively using descriptive analysis 
method to identify the influence of service quality and brand to brand image 
Associations that have an impact on customer loyality Oriflame intentions. 
Analysis of the effect test using the goodness of fit model structure and 
hypothesis testing using software lisrel 8:30 assistance to assess the 
influence of service quality and brand to brand image Associations that have 
an impact on intentions loyality. 

Based on this research found that the analysis of descriptive statistics and 
hypothesis testing results simultaneously, service quality and brand 
Associations significant impact on brand image, so the brand image of an 
impact on intentions loyality. Service quality has a significant influence 
amounted to 22% and brand association has a significant effect of 35% 
against the formation of brand image. From the percentage of influence that 
brand influence Associations higher than the service quality means the 
Associations brand Oriflame has a good brand so that it can affect a stronger 
brand image, but it also required the influence of service quality is good 
reason to establish a positive brand image is also necessary that the 
relationship both with consumers by providing a good service quality. Means 
that both of these affect the formation of brand image. Based on test results 
in the path analysis can be concluded that the brand image has a significant 
influence on the formation of 78% loyality intentions. Means brand image 
strongly affected intentions customer loyality. 

Key Factor Service Quality, Brand Assotiations, Brand Image, Loyal ity 
Intentions 

Vlll 
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