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ABSTRAK 

 

 

 

Penelitian ini bertujuan untuk menganalisis pengaruh digital marketing, 

kualitas produk, dan citra merek terhadap loyalitas pelanggan, dengan kepuasan 

pelanggan sebagai variabel mediasi. Pendekatan kuantitatif digunakan dalam studi 

ini dengan metode analisis Structural Equation Modeling–Partial Least Squares 

(SEM-PLS). Sampel diperoleh menggunakan teknik purposive sampling terhadap 

92 responden yang merupakan pelanggan aktif dari Penerbit Erlangga Jabodetabek 

 

Hasil penelitian menunjukkan bahwa digital marketing berpengaruh positif 

dan signifikan terhadap kepuasan pelanggan, namun tidak berpengaruh langsung 

secara signifikan terhadap loyalitas pelanggan. Kualitas produk menunjukkan 

pengaruh positif, namun tidak signifikan baik terhadap kepuasan maupun loyalitas 

pelanggan. Sementara itu, citra merek berpengaruh positif dan signifikan terhadap 

kepuasan pelanggan, namun tidak signifikan terhadap loyalitas secara langsung. 

Kepuasan pelanggan terbukti berpengaruh positif dan signifikan terhadap loyalitas 

pelanggan. Secara mediasi, digital marketing dan citra merek berpengaruh 

signifikan terhadap loyalitas melalui kepuasan pelanggan, sedangkan kualitas 

produk tidak menunjukkan pengaruh mediasi yang signifikan. temuan ini 

merekomendasikan agar perusahaan lebih fokus pada pengembangan konten digital 

marketing yang bernilai edukatif dan solutif, bukan hanya promosi produk semata. 

Selain itu, penerapan layanan pelanggan otomatis yang tetap human-friendly dan 

responsif di kanal digital seperti WhatsApp, Instagram, dan website, dinilai penting 

untuk meningkatkan kepuasan dan loyalitas pelanggan. 

 

Kata Kunci : digital marketing, kualitas produk, citra merek, kepuasan pelanggan, 

loyalitas 

 

ABSTRACT 

This study aims to analyze the influence of digital marketing, product quality, and 

brand image on customer loyalty, with customer satisfaction as a mediating 

variable. A quantitative approach was used in this study with the Structural 

Equation Modeling–Partial Least Squares (SEM-PLS) analysis method. The 

sample was obtained using purposive sampling techniques from 92 respondents 

who were active customers of Penerbit Erlangga Jabodetabek. 

The results of the study indicate that digital marketing has a positive and significant 

effect on customer satisfaction, but does not have a direct significant effect on 

customer loyalty. Product quality shows a positive effect, but is not significant for 

either customer satisfaction or loyalty. Meanwhile, brand image has a positive and 

significant effect on customer satisfaction, but not a significant direct effect on 

loyalty. Customer satisfaction is proven to have a positive and significant effect on 
customer loyalty. Through mediation, digital marketing and brand image have a 

significant effect on loyalty through customer satisfaction, while product quality 

does not show a significant mediating effect. Recommend that companies focus 
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more on developing digital marketing content that is educational and solution-

oriented, rather than merely promoting products. Additionally, the implementation 

of automated customer service that remains human-friendly and responsive on 

digital channels such as WhatsApp, Instagram, and websites is considered 

important for enhancing customer satisfaction and loyalty. 

Keywords: digital marketing, product quality, brand image, customer satisfaction, 

customer loyalty, SEM-PLS, mediation. 

 



Universitas Bakrie 

ix 
 

DAFTAR ISI 

 

HALAMAN PERNYATAAN ORISINALITAS ...................................................... i 

HALAMAN PENGESAHAN ................................................................................. ii 

KATA PENGANTAR ........................................................................................... iii 

HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI ............................. vi 

ABSTRAK ............................................................................................................ vii 

DAFTAR ISI .......................................................................................................... ix 

DAFTAR TABEL................................................................................................... xi 

DAFTAR GAMBAR ............................................................................................ xii 

DAFTAR LAMPIRAN……………………………………………………….....xiii 

BAB I PENDAHULUAN ....................................................................................... 1 

1.1 Latar Belakang .................................................................................................. 1 

1.2 Rumusan Masalah ............................................................................................. 6 

1.3 Tujuan Penelitian ............................................................................................... 7 

1.4 Manfaat Penelitian ............................................................................................ 7 

BAB II KAJIAN PUSTAKA, KERANGKA PIKIR DAN HIPOTESIS ................ 8 

2.1 Landasan Teori .................................................................................................. 8 

2.1.1 Manajemen Pemasaran............................................................................... 8 

2.1.2 Loyalitas Pelanggan ................................................................................... 9 

2.1.3 Digital Marketing ...................................................................................... 11 

2.1.4 Kualitas Produk ........................................................................................ 12 

2.1.5 Citra Merek .............................................................................................. 13 

2.1.6 Kepuasan Pelanggan ................................................................................ 14 

2.2 Penelitian Terdahulu ........................................................................................ 16 

2.3 Hubungan Antar Variabel ................................................................................ 18 

2.4 Kerangka Pemikiran ........................................................................................ 25 

2.5 Hipotesis .......................................................................................................... 26 

BAB III METODE PENELITIAN ........................................................................ 28 

3.1 Jenis Penelitian ................................................................................................ 28 

3.2 Populasi, Sampel dan Teknik  Pengambilan Sampel ...................................... 28 

3.3 Jenis Dan Sumber Data ................................................................................... 30 

3.4 Defenisi Operasional Variabel ......................................................................... 31 

3.5 Teknik Pengumpulan Data .............................................................................. 35 

3.6 Teknik Analisis Data ....................................................................................... 36 



Universitas Bakrie 

x 
 

BAB IV HASIL DAN ANALISIS ........................................................................ 43 

4.1 Karakteristik Responden ................................................................................. 43 

4.2 Analisis Deksriptif ........................................................................................... 46 

4.3 Asumsi dan Kualitas  Instrumen  Penelitian ................................................... 47 

4.4 Pembahasan ..................................................................................................... 65 

BAB V KESIMPULAN DAN SARAN ................................................................ 76 

5.1 Kesimpulan ..................................................................................................... 76 

5.2 Saran ................................................................................................................ 77 

DAFTAR PUSTAKA ............................................................................................ 79 

LAMPIRAN .......................................................................................................... 83 

 

 

 

 

  



Universitas Bakrie 

xi 
 

DAFTAR TABEL 

 

Tabel 2. 1 Penelitian Terdahulu……………………….……….…………………16 

Tabel 3. 1 Operasional Variabel……………………….…………………………. 31 

Tabel 3. 2 Rule of Thumb Outer Model...…………..……………………………. 39 

Tabel 3. 3 Rule of Thumb Inner Model...…………..…………………………….41 

Tabel 4. 1 Validitas Konvergensi (Convergent Validity)…………………………48 

Tabel 4. 2 Validitas Diskriminan (Discriminant Validity) ..................................... 50 

Tabel 4. 3 Reliabilitas Komposit (Composite Reliability) .................................... 52 

Tabel 4. 4 Nilai R-Square ...................................................................................... 55 

Tabel 4. 5 Nilai F-Square ...................................................................................... 56 

Tabel 4. 6 Nilai SRMR. ......................................................................................... 58 

Tabel 4. 7 Path Coefficients (Mean, STDEV, T Values) ....................................... 59 

Tabel 4. 8 Specific Indirect Effects (Mean, STDEV, T Values) ............................ 63 

Tabel 4. 9 Rekapitulasi  Hasil Analisis .................................................................. 65 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

xii 
 

DAFTAR GAMBAR 

 

Gambar 2.1 Kerangka Pemikiran…………………….……….……….…………25 

Gambar 4.6 Hasil Uji Bootstrepping.………………….…………………………60 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Universitas Bakrie 

xiii 
 

DAFTAR LAMPIRAN 

 

Lampiran 1. Kuesioner Penelitian 

Lampiran 2. Hasil Kuesioner 

Lampiran 3. Hasil Uji  Olahan Data Smart PLS 

 

 

 

 

 

 

 

 

 

 

 


