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ABSTRAK 

 

Penelitian ini dilakukan untuk mengetahui pengaruh Self Congruity, 

Brand Satisfaction, dan Brand Experience terhadap Brand Loyalty pada 

konsumen kosmetik Wardah di Kecamatan Purwosari. Jenis penelitian ini 

menggunakan penelitian asosiatif dengan pendekatan kuantitatif, dengan 

penyebaran kuesioner sebagai teknik pengumpulan data.Metode 

pengambilan sampel menggunakan purposive sampling, yaitu teknik 

penentuan sampel dimana orang yang dipilih sebagai sampel sesuai dengan 

tujuan dilakukannya penelitian, sampel yang digunakan sebanyak 100 

responden melalui penyebaran kuesioner.Metode analisis data yang 

digunakan dalam penelitian ini adalah analisis regresi linier berganda. Hasil 

penelitian ini menunjukkan bahwa self congruity tidak berpengaruh 

signifikan terhadap brand loyalty, brand satisfaction berpengaruh signifikan 

terhadap brand loyalty, brand experience berpengaruh positif terhadap 

brand loyalty, dan self congruity, brand satisfaction, dan brand experience 

secara bersama-sama berpengaruh simultan terhadap brand loyalty. 

 

Kata kunci :self congruity, brand satisfaction, dan brand experience 
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ABSTRAK 

 

This study was conducted to determine the effect of Self Congruity, 

Brand Satisfaction, and Brand Experience on Brand Loyalty on Wardah 

cosmetic consumers at Purwosari District. This type of research uses 

associative research with a quantitative approach, with questionnaires as a 

data collection technique. The sampling method used purposive sampling, 

which is a sampling technique where people are selected as samples 

according to the purpose of the research, the sample used is 100 

respondents through questionnaires. The data analysis method used in this 

research is multiple linear regression analysis. The results of this study 

indicate that self-congruity has no significant effect on brand loyalty, brand 

satisfaction has a significant effect on brand loyalty, brand experience has a 

positive effect on brand loyalty, and self-congruity, brand satisfaction, and 

brand experience simultaneously have a simultaneous effect on brand 

loyalty. 

 

Keywords: self congruity, brand satisfaction, and brand experience 
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