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ABSTRAK 

 

Peneliti tertarik untuk melakukan penelitian dengan judul “Pengaruh citra merek, 

persepsi kualitas, harga, promosi terhadap loyalitas konsumen produk kosmetik merek 

Make Over” sebagai topik dari penelitian ini. Penelitian ini menggunakan jenis penelitian 

causal explanatory. Populasi yang digunakan peneliti yaitu Mahasiswi Fakultas Bisnis 

Jurusan Manajemen. Sampel dalam penelitian ini adalah Mahasiswi yang menggunakan 

produk Make Over. Teknik yang digunakan peneliti yaitu dengan non-probability 

sampling. Pengukuran dalam pengisian kuisioner penelitian ini menggunakan skala likert. 

Data Primer adalah data yang diperoleh langsung dari jawaban responden melalui 

kuesioner. Peneliti menggunakan kuesioner tertutup yaitu dalam kuesioner ini peneliti 

menyediakan jawaban sehingga responden tinggal memilih. Citra Merek, Persepsi 

Kualitas, Harga, Promosi berpengaruh terhadap Loyalitas Merek Kosmetik Make Over 

sebesar 83,5%. Pada Mahasiswi Fakultas Bisnis Jurusan Manajemen. Peneliti 

menyarankan sebaiknya perusahaan mengeluarkant inovasi produk varian baru. Sehingga 

citra merek kosmetik Make Over akan lebih meningkat dan memasyarakat. 
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ABSTRACT 

 

Researchers are interested in conducting research with the title "The influence of brand image, 

perceived quality, price, promotion on consumer loyalty of Make Over brand cosmetic products" 

as the topic of this research. This research uses causal explanatory research. The population used 

by the researcher is the students of the Faculty of Business, Department of Management. The 

sample in this study were female students who used Make Over products. The technique used by 

the researcher is non-probability sampling. Measurements in filling out the questionnaire in this 

study used a Likert scale. Primary data is data obtained directly from respondents' answers 

through questionnaires. The researcher uses a closed questionnaire, in this questionnaire the 

researcher provides answers so that the respondents just have to choose. Brand Image, Perceived 

Quality, Price, Promotion have an effect on Make Over Cosmetic Brand Loyalty by 83.5%. For 

students of the Faculty of Business, Department of Management. Researchers suggest that 

companies should issue new variants of product innovation. So that the brand image of Make 

Over cosmetics will increase and become more popular in society. 
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