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ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui Analisis Pengaruh Customer 
Satisfaction dan Brand Trust    terhadap Customer Behaviour Intention melalui 
Customer Retention pada Airy di Surabaya.  

Teknik pengambilan sampel yang dalam penelitian ini menggunakan non 
probability sampling dengan cara purposive sampling. Sampel yang digunakan 
dalam penelitian ini berjumlah 150 orang responden yang pernah menggunakan 
Airy dan berniat untuk menggunakan Airy lagi dikemudian hari. Teknik analisis 
data yang digunakan adalah Structural Equations Modeling dengan menggunakan 
program LISREL. 

Hasil penelitian ini membuktikan bahwa Customer Satisfaction berpengaruh 
positif dan signifikan terhadap Customer Behaviour Intention, Customer 
Satisfaction berpengaruh positif dan signifikan terhadap Customer Retention, 
Brand Trust berpengaruh positif dan signifikan terhadap Customer Retention, 
Brand Trust berpengaruh positif dan signifikan terhadap Customer Behaviour 
Intention, Customer Retention berpengaruh positif dan signifikan terhadap 
Customer Behaviour Intention, Customer Satisfaction berpengaruh positif dan 
signifikan terhadap Customer Behaviour Intention melalui Customer Retention, 
Brand Trust berpengaruh positif dan signifikan terhadap Customer Behaviour 
Intention melalui Customer Retention. 

Saran untuk penelitian ini adalah agar perusahaan Airy dapat memperhatikan 
setiap layanan yang diberikan kepada konsumen, informasi yang diberikan secara 
detail, dan selalu cepat dalam menanggapi masukan dari konsumen agar dapat 
terciptanya persepsi yang baik dibenak konsumen dan dapat mempertahankan 
konsumennya. Untuk penelitian yang akan datang diharapkan peneliti untuk lebih 
memperdalam variabel-variabel yang akan diteliti. 

 
Kata Kunci: Customer Satisfaction, Brand Trust, Customer Behaviour 

Intention, Customer Retention 
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ABSTRACT 
 

This study aims to determine the Analysis of the Effect of Customer 
Satisfaction and Brand Trust on Customer Behavior Intention through Customer 
Retention on Airy in Surabaya. 

The sampling technique in this study uses non probability sampling by 
means of purposive sampling. The sample used in this study amounted to 150 
respondents who had used Airy and intended to use Airy again in the future. The 
data analysis technique used is Structural Equations Modeling using the LISREL 
program. 
 Finding of this research, it is produced that Customer Satisfaction has a 
positive and significant effect on Customer Behavior Intention, Customer 
Satisfaction has a positive and significant effect on Customer Retention, Brand 
Trust has a positive and significant effect on Customer Retention, Brand Trust has 
a positive and significant effect on Customer Behavior Intention, Customer 
Retention has a positive and significant effect on Customer Behavior Intention, 
Customer Satisfaction has a positive and significant effect on Customer Behavior 
Intention through Customer Retention, Brand Trust has a positive and significant 
effect on Customer Behavior Intention through Customer Retention. 
 The Suggestions for this research are that Airy companies can pay attention 
to every service provided to consumers, information provided in detail, and always 
be quick in responding to input from consumers in order to create good perceptions 
in the minds of consumers and can retain consumers. For future research, research 
is expected to further deepen the variables that will be studied. 
 
Keywords: Customer Satisfaction, Brand Trust, Customer Behaviour Intention, 

Customer Retention 
 


