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ABSTRAK 
 

Rani Nurdiani Sulistyawati, 2006, Pengaruh Pelaksanaan Program 
Periklanan di Media Televisi Terhadap Loyalitas Pelanggan Mira Beauty 
Skin Care & Body Health Di Kota Bandung, di bawah bimbingan 
Surachman Surjaatmadja. 
 
Dari penelitian diketahui besarnya korelasi pearson antara program periklanan di 
media televisi dengan loyalitas pelanggan adalah 0.602. kemudian didapat besaran 
koefisien determinasi sebesar 36.2% yang artinya 36.2% dari loyalitas pelanggan 
dipengaruhi oleh periklanan di media televisi, sisanya sebesar 63.8% mempunyai 
arti bahwa loyalitas pelanggan dipengaruhi oleh variable-variabel lain. Program 
periklanan skin care Mira Beauty di media televisi di tinjau dari enam aspek, yaitu 
: Frekuensi, Durasi, Media Konteks/Event, Jam Tayang, Musik/jingle, Bahasa. 
Sedangkan untuk mengetahui besarnya loyalitas pelanggan dapat di lihat dari tiga 
aspek, yaitu : Raferall, Retention, Repeatition.  Metode penelitian yang 
digunakan penulis adalah metode deskriptif dan verifikatif, tipe penelitian ini 
adalah tipe penelitian korelasional dan kausalitas. Unit analisis (unit of analysis) 
penelitian ini adalah individual yaitu para pengguna skin care Mira Beauty di kota 
Bandung khususnya wanita yang telah melihat iklan skin care Mira Beauty di 
televisi dan juga para pemirsa iklan skin care Mira Beauty di televisi. Dilihat dari 
waktu pengumpulan datanya (time horizon) penelitian ini bersifat cross section.   
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ABSTRACT 
 

Rani Nurdiani Sulistyawati, 2006, The Effect of The Advertising of Skin Care 
Facial Whitening ‘Mira Beauty’ on The Television Media to The Customer 
Loyalty in Bandung City, under supervision of Surachman Surjaatmadja 
 
Based on the observation, identified that Pearson Correlation number between the 
advertising program and the customer loyalty is 0.602, Then obtained that  
determination coefficient number is 36.2 % which mean that 36.2 % of customer 
loyalty are effected by television media advertising, and the 63.8 % remaining 
means that the customer loyalty is effected by other variables. Mira Beauty Skin 
care advertising program on the television is noticed by 6 (six) aspects, such as: 
frequencies, duration, contexts/events media, show time, music/jingle, and 
language. Meanwhile to define how big the customer loyalty, it can be 
distinguished by 3 (three) aspects, comprise of:   Raferall, Retention, Repetition. 
Observation method that been employed by writer are descriptive and verificative 
methods. These kinds of observation are correlational and causality type of 
observation. The unit of analysis on this observation is individual, comprise of:  
the user of Mira Beauty skin care in Bandung that have already watched the 
advertising (especially for woman) and the viewers of Mira Beauty Skin Care 
advertising on the television.  Based on the time collecting data (time horizon) this 
observation is typically cross-section. 
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