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ABSTRAK 

“PENGARUH PERCEIVED QUALITY, PRICE, BRAND EXPERIENCE TERHADAP 

BRAND LOYALTY PRODUK SUNLIGHT DI TRANSMART NGAGEL SURABAYA” 

Oleh : 

Nur Chotimah Hidayati 

Dosen Pembimbing : 

Dr. Sengguruh Nilowardono SE, M.Si 

 

Penelitian ini bertujuan untuk menganalisis pengaruh  Perceived  quality, Price, Brand experience 

terhadap Brand loyalty produk sunlight di Transmart Ngagel Surabaya. Penelitian berikut 

dilakukan untuk menganalisis ada atau tidaknya hubungan antara variabel independen dan 

dependen. Oleh karena itu, peneliti menggunakan metode kuantitatif menggunakan pengukuran 

objektif dan analisis matematis. Teknik analisis data dalam penelitian ini menggunakan analisis 

linier berganda. Populasi dalam penelitian ini adalah customer yang berbelanja sabun cuci piring 

sunlight di Transmart Ngagel Surabaya dengan mengambil sampel sebanyak 96 responden. Hasil 

analisis data pengaruh variabel independen yaitu Perceived  quality, Price, Brand experience 

terhadap variabel dependen Brand loyalty maka didapat nilai signifikan yaitu 0,000 < 0,05, yang 

dapat menunjukkan bahwa penelitian ini pada variabel perceived quality, price, dan brand 

experience secara simultan  mampu mempengaruhi variabel brand loyalty. Hasil ini dapat 

mengindikasikan bahwa naik turunnya brand loyalty pada produk Sunlight di Transmart Ngagel 

Surabaya ditentukan oleh seberapa baik persepsi mereka atas perceived quality, price, dan brand 

experience yang ada. Dalam penelitian ini memiliki keterbatasan waktu yang digunakan dalam 

melakukan penelitian ini yaitu data yang diambil dari konsumen yang melakukan pembelian 

produk Sunlight pada bulan Desember 2022 dan Januari 2023. Penelitian ini terbatas hanya pada 

tiga faktor yang mempengaruhi brand loyalty diantaranya adalah perceived quality, price dan 

brand experience. Sedangkan masih banyak faktor faktor lainnya yang dapat mempengaruhi 

brand loyalty. 

Kata Kunci : perceived quality,price,brand experience,brand loyalty 
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ABSTRACT 
 

THE INFLUENCE OF PERCEIVED QUALITY,PRICE, BRAND EXPERIENCE ON BRAND LOYALTY  

OF PRODUCT SUNLIGHT AT TANSMART NGAGEL SURABAYA 

 

Oleh : 

Nur Chotimah Hidayati 

Advisor Lecturer:  

Dr. Sengguruh Nilowardono SE, M.Si 

 

This study aims to analyze the influence of Perceived quality, Price, Brand 

experience on brand loyalty of sunlight products at Transmart Ngagel Surabaya. 

The following study was conducted to analyze the presence or absence of a 

relationship between independent and dependent variables. Therefore, 

researchers use quantitative methods using objective measurements and 

mathematical analysis. The data analysis technique in this study uses multiple 

linear analysis. The population in this study were customers who shopped for 

sunlight dish soap at Transmart Ngagel Surabaya by sampling 96 respondents. The 

results of data analysis of the influence of independent variables, namely 

Perceived quality, Price, Brand experience on the dependent variables Brand 

loyalty, obtained a significant value of 0.000 < 0.05, which can show that this 

study on the perceived quality, price, and brand experience variables is 

simultaneously able to influence the brand loyalty variable. These results may 

indicate that the rise and fall of brand loyalty in Sunlight products at 

Transmart Ngagel Surabaya is determined by how well they perceive perceived 

quality, price, and brand experience. In this study, there is a limited time 

used in conducting this study, namely data taken from consumers who purchased 

Sunlight products in December 2022 and January 2023. This research is limited 

to only three factors that affect brand loyalty including perceived quality, 

price and brand experience. Meanwhile, there are many other factors that can 

affect brand loyalty.  

 

 

Keywords : Perceived quality,Price,Brand experience,Brand loyalty 
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