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ABSTRAK 

 

PT. Kurniajaya Multisentosa merupakan perusahaan yang 

bergerak dalam bidang penjualan cairan kimia, gelas ukur dan 

alat instrumentasi kimia yang menyuplai laboratorium pabrik, 

universitas dan lembaga riset. Salah satu strategi pemasaran 

yang diterapkan oleh PT. Kurniajaya Multisentosa adalah 

customer oriented. Akan tetapi, tidak ada penelitian mengenai 

customer oriented.  

Tujuan dalam penelitian ini adalah untuk mengkaji dan 

menganalisis pengaruh perceived value, corporate image, 

customer expectation, perceived service quality terhadap 

customer loyalty melalui customer satisfaction pada PT. 

Kurniajaya Multisentosa di Jawa Timur. 

Alat yang digunakan untuk pengumpulan data adalah 

menggunakan metode survei yang dilakukan dengan 

menyebarkan kuesioner. Peneliti akan membagikan kuesioner 

secara langsung kepada pelanggan PT. Kurniajaya Multisentosa 

sebanyak 120 responden yang disusun berdasarkan variabel 

yang telah ditentukan. Teknik analisis data yang digunakan 

dalam penelitian ini adalah SEM. 

Hasil penelitian menunjukkan bahwa perceived value, 

corporate image, customer expectation, perceived service 

quality berpengaruh signifikan terhadap customer satisfaction. 

Customer satisfaction, perceived value, corporate image, 

customer expectation, perceived service quality berpengaruh 

tidak signifikan terhadap customer loyalty. 

 
Kata Kunci: perceived value, corporate image, customer 

expectation, perceived service quality, customer 

satisfaction, customer loyalty. 
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ABSTRACT 

 

PT. Kurniajaya Multisentosa was selling chemical in 

laboratory, university and research department. PT. Kurniajaya 

Multisentosa was selling such as instrumentation device, beaker 

glass and liquid chemical. Marketing strategy was used PT. 

Kurniajaya Multisentosa is customer oriented, but there is no 

research about customer oriented. The researcher interested to 

research about what the customer oriented was used PT. 

Kurniajaya Multisentosa. 

The purpose of this research is analyse influence of 

perceived value, corporate image, customer expectation, 

perceived service quality toward customer loyalty through 

customer satisfaction PT. Kurniajaya Multisentosa in Jawa 

Timur. 

Method of data collection using survey method. Survey 

method of this research using questionnaire to prove variable 

that be formed. The researcher distributing questionnaire to 

customer were respondent in this study. This study using 120 

sample. Analytical data of this research using SEM (Structural 

Equation Modelling).      

The results of research that perceived value, corporate 

image, customer expectation, perceived service quality have 

influence toward customer satisfaction. Customer satisfaction, 

perceived value, corporate image, customer expectation, 

perceived service quality have influence toward customer 

loyalty.   

 

Keyword: perceived value, corporate image, customer 

expectation, perceived service quality, customer 

satisfaction, customer loyalty         

 


