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ABSTRAK 

Billy Oto Ardian & Christian Ade Wijaya 

 Skripsi 

 Analisa Pengaruh Asosiasi Merek Terhadap Loyalitas Pelanggan JW 

Marriott Surabaya dengan Kepuasan Pelanggan sebagai Variabel Perantara 

 

Penelitian ini bertujuan untuk mengukur pengaruh asosiasi merek terhadap 

kepuasan pelanggan pada JW Marriott Surabaya yang berujung pada loyalitas 

merek JW Marriott Surabaya. Partial Least Square (PLS) digunakan sebagai 

metode pengolahan data. Hasil penelitian ini adalah: (1) Favorability of brand 

association (keuntungan asosiasi merek) tidak berpengaruh positif maupun 

signifikan terhadap kepuasan pelanggan, (2) strength of brand association 

(kekuatan asosiasi merek) berpengaruh positif dan signifikan terhadap kepuasan 

pelanggan, (3) uniqueness of brand association (keunikan asosiasi merek) tidak 

berpengaruh positif maupun signifikan terhadap kepuasan pelanggan, (4) 

kepuasan pelanggan tidak berpengaruh positif maupun signifikan terhadap 

loyalitas pelanggan, (5) favorability of brand association berpengaruh negatif 

tetapi tidak signifikan terhadap loyalitas pelanggan, (6) strength of brand 

association tidak berpengaruh positif maupun signifikan terhadap loyalitas 

pelanggan, (7) uniqueness of brand association tidak berpengaruh positif maupun 

signifikan terhadap loyalitas pelanggan. 

 

Kata Kunci: 

Asosiasi Merek, Kepuasan Pelanggan, Loyalitas Pelanggan 

 

ABSTRACT 

Billy Oto Ardian & Christian Ade Wijaya 

Thesis 

Brand Association Influence Analysis towards Customer Loyalty on JW 

Marriott Surabaya with Customer Satisfaction as Mediator Variable  

 

 This study aims to measure the influence of brand association on customer 

satisfaction on JW Marriott Surabaya that leads to brand loyalty. Partial Least 

Square (PLS) used as analysis method. The results of this study show that: (1) 

Favorability of brand association has no positive nor significant impact on 

customer satisfaction, (2) strength of brand association has a positive and 

significant impact on customer satisfaction, (3) uniqueness of brand association 

has no positive nor significant impact on customer satisfaction, (4) customer 

satisfaction has no positive nor significant impact on customer loyalty, (5) 

favorability of brand association has a negative but not significant impact on 

customer loyalty, (6) favorability of brand association has no positive nor 

significant impact on customer loyalty, (7) uniqueness of brand association has no 

positive nor significant impact on customer loyalty. 
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