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ABSTRAK 

 Tujuan penelitian ini untuk mengetahui pengaruh relationship marketing, 

citra perusahaan, dan kepuasan pelanggan terhadap loyalitas pelanggan. Pemilihan 

sampel dalam penelitian ini dilakukan dengan purposive sampling. Berdasarkan 

kriteria, didapatkan sebanyak 113 responden yang menjadi sampel. Teknik 

analisis data yang digunakan dalam penelitian ini yaitu uji instrumen, analisis 

statistik deskriptif, uji asumsi klasik, analisis regresi berganda, dan uji hipotesis. 

Hasil analisis menunjukkan bahwa relationship marketing, citra perusahaan, dan 

kepuasan pelanggan secara simultan berpengaruh terhadap loyalitas pelanggan. 

Selanjutnya, secara parsial relationship marketing berpengaruh positif signifikan 

terhadap loyalitas pelanggan. Sementara itu citra perusahaan tidak berpengaruh 

secara positif signifikan terhadap loyalitas pelanggan, kemudian kepuasan 

pelanggan berpengaruh secara positif signifikan terhadap loyalitas pelanggan. 

Kata Kunci: relationship marketing, citra perusahaan, kepuasan pelanggan dan  

         loyalitas pelanggan. 
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ABSTRACT 

 This study aimed to determine the effect of relationship marketing, 

corporate image, and customer satisfaction on customer loyalty. The sample 

selection in this study was done by purposive sampling. Based on the criteria, 113 

respondents became the sample of the study. The data analysis techniques used in 

this research are instrument test, descriptive statistical analysis, classical 

assumption test, multiple regression analysis, and hypothesis testing. The analysis 

results show that relationship marketing, corporate image, and customer 

satisfaction simultaneously affect customer loyalty. Furthermore, partially 

relationship marketing has a significant positive effect on customer loyalty. 

Meanwhile, company image does not have a significant positive effect on 

customer loyalty. Then customer satisfaction has a significant positive effect on 

customer loyalty. 

Keywords: relationship marketing, corporate image, customer satisfaction and  

       customer loyalty 
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