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ABSTRACT 

 

Brand image an important role in the marketing strategy that can be implemented by the originote company 

by providing the best facilities for its users to be able to provide trust, satisfaction so that consumers make 

continuous purchases of the product. The purpose of this study was conducted to determine the greatest 

influence on customer loyalty. This type of research is quantitative with a purposive sampling technique 

distributed through questionnaires to 100 male and female respondents who use originote products aged 18-

45 years who have made at least 2 purchases in the last 3 months and domiciled in West Jakarta. Primary 

data analysis was carried out using the Structural Equation Modeling (SEM) method. The results of this 

study indicate that the 5 proposed hypotheses are accepted, and the product quality variable has the greatest 

direct influence on customer satisfaction. This study contributes to the originote company in maintaining 

and increasing customer loyalty by looking at several factors formed from each consumer complaint 

optimally and measurably. For further research, the researcher suggests expanding the research area and 

looking for objects in other fields. 
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INTRODUCTION 

Customer loyalty plays a crucial role in any business organization or endeavor. Customer loyalty 

encompasses both attitudinal and behavioral components. The attitudinal component encompasses concepts 

such as repurchase intentions for additional products or services from the same company, willingness to 

recommend the company to others, demonstration of commitment to the company by resisting switching to 

competitors, and willingness to pay a premium. The behavioral aspect of customer loyalty, on the other 

hand, refers to actual repeat purchases of a product or service, including purchasing more of the same 

product or service or alternative products from the same company, recommending the company to others, 

and the likelihood of long-term use of the product while maintaining its quality (Tran et al., 2021). 

Nawa and Hidayat (2020) state that product quality is a crucial factor in marketing strategies because 

it affects customer satisfaction. In addition to customer retention, another factor that every company needs to 

improve is brand image. Brand image is another supporting factor in building customer loyalty (Bergkvist & 

Zhou, 2016). The better the product and brand quality, the higher the customer satisfaction and loyalty 

towards the company (Boateng & Okoe, 2015). 

Cosmetics are a broad and popular category among teenagers and adults because they identify with a 

relaxed lifestyle, great flexibility, and convenience (Boerman & Kruikemeier, 2016). Diputra and Yasa 

(2021) stated that the cosmetics market in Asia is one of the fastest-growing markets, increasing 

significantly to more than US$70 billion, the second highest after the Western European market. Ismail and 

Spinelli (2012) stated that in this competitive and aggressive market, companies realize the importance of 

retaining existing customers, and several companies have undertaken various activities to build long-term 

relationships, or can be called increasing customer loyalty. Companies with loyal consumers will have a 

competitive advantage over other companies, and this loyalty will be related to the company's success and 

profitability because loyal consumers will repurchase, spend more money, trying new products, and tell 

others about the product (Anagnostopoulos et al., 2018). Amos et al. (2008) stated that many companies lose 
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about 13% of their customer base every year, showing a challenge in the competitive world of modern 

competition to achieve only 1% annual growth in sales growth. 

Previous research related to Product Quality, Brand Image, Customer Satisfaction, and Customer 

Loyalty has been conducted. Product Quality and Brand Image have a positive effect on Customer 

Satisfaction (Darmawan, 2019; Wilis & Nurwulandari, 2020). Customer Satisfaction influences Customer 

Loyalty (Khairawati, 2019; Hayati et al., 2020). Product Quality influences Customer Loyalty (Jack & Choi, 

2018; Saputra & Djumarno, 2021). Furthermore, Brand Image influences Customer Loyalty (Wilis & 

Nurwulandari, 2020; Dam & Dam, 2021). 

This study adapted the research conducted by Wantara and Tambrin (2019) on the marketing of the 

Madurese batik garment industry. However, this study differs from previous studies. First, we added a 

brand-image variable. Second, previous studies have focused more on the Madurese batik industry in 

Indonesia. This study focuses on customers of Jakarta’s origin industry in Jakarta (Kittur & Chatterjee, 

2021). 

The purpose of this study is to explore the influence of brand image on customer satisfaction and 

loyalty in the origin industry. Furthermore, we aim to identify the variables that have the greatest influence 

on customer loyalty. It is hoped that this research will contribute to marketing management theory and 

science, and improve customer loyalty in the service sector (Tran et al., 2021). 

 
LITERATURE REVIEW 

Product Quality 

Kotler and Keller (2018) described product quality as the overall characteristics and attributes of a 

product or service that depend on its capacity to meet explicit or implicit needs. According to Saputra and 

Djumarno (2021), superior products often result in loyal customers. The product quality indicators used in 

this study—performance, features, reliability, compliance, durability, serviceability, aesthetics, and 

perceived quality—were obtained from (Diputra & Yasa, 2021). 

 

Brand Image 

Brand image is a clue used by consumers to evaluate a product when they do not have sufficient 

knowledge about the product, and consumers tend to choose products that are well known through 

experience using the product or based on information obtained from various sources (Kotler, 2018). 

Mohammed and Rashid (2018) stated that brand image is a set of beliefs in the name, symbol, design, and 

impression that consumers have towards a brand obtained from factual information, and then they use the 

brand. According to Diputra and Yasa (2021), brand image is a set of associations about a brand that is 

stored in the minds or memories of consumers, and brand image is formed in the minds of consumers 

because they are accustomed to using certain brands and there is consistency in brand image. 

 

Customer satisfaction 

Soliz et al. (2011) argued that customer satisfaction can be defined as the gap between a customer's 

expectations before consuming a product or service and their actual experience. Jack and  Choi (2018) in 

their research state that customer satisfaction is a person's feeling of pleasure or disappointment that arises 

after comparing the perceived performance (result) of a product with the expected performance (result). If 

performance is below expectations, the customer is dissatisfied. According to Darmawan (2019), satisfaction 

is an emotion resulting from comparing a person's expectations with the perceived performance of a product 

or result, and feeling happy or disappointed. This phrase is often used to assess how well a company's goods 

and services meet or exceed client expectations. Consumer satisfaction is viewed as a unique type of attitude 

in the service industry. 

Customer Loyalty 

According to Ndubisi (2006), customer loyalty is defined as a firm’s commitment to consistently 

purchasing or prioritizing a product or service. This results in repeat purchases of the same brand, even 

though the customer experiences situational or marketing influences from competitors in switching to 

another brand. According to Wilis and Nurwulandari (2020), loyalty is an old term that often refers to 

loyalty and submission to the government, group, or person. According to Tran et al. (2021), loyalty is a 

strong willingness to continue using or purchasing a preferred product or service in the future, even when 

faced with external factors and marketing campaigns that may cause customer switching. 
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THEORETICAL FRAMEWORK AND HYPOTHESES 

Relationship Between Product Quality and Customer Satisfaction 

Better product quality will maintain a high level of customer satisfaction, thus motivating customers 

to make repeat purchases, according to research by Kulsum and Syah (2018), who also consider product 

quality when making decisions about what to buy, and if buyers are positive that the goods meet the 

requirements, then they will be satisfied (Naini et al., 2022). When consumers compare their impressions of 

the performance of a product or service to their desired expectations, clients may feel satisfied or 

disappointed. Customer happiness is very important, as it increases the company's financial performance and 

ensures the company's long-term survival (Mary & John, 2018). Based on this statement, the following 

hypothesis is proposed: 

H1: Product Quality has a positive effect on Customer Satisfaction. 

Relationship between Brand Image and Customer Satisfaction 

Brand image provides a perception of a brand that reflects consumers' memories of their association 

with the brand (Wilis & Nurwulandari, 2020) and focuses on parts of a brand that are recognizable but 

cannot be spoken of, such as symbols, certain letter designs or colors, or customer perceptions of a product 

or service represented by the brand (Abdullaeva, 2020). Brand image is often used as a benchmark for the 

impressions that arise and are felt by consumers towards a brand that is stored in consumers' memories and 

can influence consumer behavior (Susanto et al., 2022). One measure of marketing success is a product's 

ability to maintain and increase market share (Kittur & Chatterjee, 2021), another measure for maintaining 

and increasing market share is customer satisfaction with the same product or brand and loyalty to that brand 

(Ogba & Tan, 2009). Thus, consumer satisfaction is the level of a person's feelings resulting from comparing 

the reality and expectations of a product or service (Ismail & Spinelli, 2012). Therefore, based on the above 

statement, the following hypothesis is proposed. 

H2: Brand Image has a positive influence on Customer Satisfaction. 

Relationship Between Product Quality and Customer Loyalty 

Product quality serves to fulfill functions and loyalty as a model of consumer behavior influenced by 

the product; in this case, product quality is part of the marketing stimuli (Aydin & Ozer, 2005). The role of 

product quality is crucial in determining consumer desires; thus, with product quality, consumers achieve 

their own satisfaction (Darmawan, 2019). Theoretically, the relationship between product quality and 

customer loyalty is demonstrated by Naini et al. (2022), who stated that customers will be loyal if the 

company sets the product quality comparable to the value of the benefits provided to customers. Customer 

loyalty is formed through a learning process, namely a process through which consumers try to find the 

product quality that is most suitable for them, meaning that the quality of the product can provide desires 

that match their expectations and needs (Diputra & Yasa, 2021). Based on this statement, we propose the 

following hypothesis: 

H3: Product Quality has a positive effect on Customer Loyalty. 

 

Relationship Between Customer Satisfaction and Customer Loyalty 

According to Khairawati (2019), customers who are satisfied with a company's offerings or even love 

their services are more likely to become loyal customers and promote it. Customer criticism occurs when 

dissatisfaction is a determining factor for behavioral changes. Another explanation is provided by Hayati et 

al. (2020), who statedd that customer satisfaction influences brand loyalty. Susanto et al. (2022) showed that 

customer satisfaction influences brand loyalty. Generally, companies gain two main benefits from customer 

satisfaction: encouraging referrals and profitable word-of-mouth loyalty (Harzaviona & Syah, 2020). A 

company's long-term goals include customer loyalty and happiness. Any company seeking to improve 

business performance and foster greater customer loyalty must prioritize customer satisfaction (Naini et al., 

2022). Based on the above literature, the following hypothesis is proposed. 

H4: Customer Satisfaction has a positive effect on Customer Loyalty. 

Relationship Between Brand Image and Customer Loyalty 

Brand image leads to customer evaluations of a brand's quality (Ogba & Tan, 2009). The positive 

value of a company's brand embedded in customers' minds results in a sense of satisfaction, and customers 

are more likely to recommend an organization's brand based on their experiences (Safira & Lestariningsih, 

2021). The fact remains that Brand image exists as a result of the interaction between customers' relative 
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H3 

H1 

H2 

H5 

Product 

Quality 

attitudes toward a particular brand and their repeat purchasing behavior for that brand (Saeed et al., 2013). 

Therefore, brand loyalty arises from repeat purchases or the absence of perceived differences between brand 

alternatives (Upamannyu & Sankpal, 2014). It can also occur as a result of simple habitual buying behavior 

(Durmaz et al., 2018), meaning long-or short-term involvement in repeat purchases. This means that 

customer engagement in repeat purchasing behavior for a brand and the success or failure of this process 

determine the degree of brand loyalty and will likely influence long-term consumer loyalty (Rudzewicz & 

Strychalska, 2021). Based on the above literature, the following hypothesis is proposed. 

H5: Customer Satisfaction has a positive effect on Customer Loyalty. 

 

From the explanation of the relationship between the variables above and forming a hypothesis, the 

following is a picture of the research model. 
 

 

 

 

Figure 1. Conceptual Framework 

 

RESEARCH METHOD 

There are 20 indicators in this research questionnaire, the measurement related to the Product Quality 

variable consists of 5 statements adopted from Roshan et al. (2020), the measurement of the Brand Image 

variable consists of 5 statements adopted from Salehzadeh et al. (2018), the measurement of the Customer 

Satisfaction variable consists of 5 statements adopted from Chikazhe et al. (2021), the measurement of the 

Customer Loyalty variable consists of 5 statements adopted from (Chikazhe et al., 2021). 

The population in this study comprised male and female users of origin products domiciled in West 

Jakarta. Due to limited research resources, a purposive sampling method was used with the criteria 

determined by the researcher: men and women aged 18-45 years who use originote products and have made 

at least two purchases in the last three months. The data collection technique used was by distributing an 

online questionnaire via Google Forms for a period of two months in January and February 2024. Data 

collection was performed once. The questionnaire used a Likert scale, with a rating scale of 1 to 5. A score 

of five means strongly agree (SS), a score of four agree (S), a score of three neutral (N), a score of two 

disagree (TS), and a score of one strongly disagree (STS). The type of research used was quantitative 

research using the Structural Equation Modeling (SEM) method, with the determination of the number of 

samples based on Hair et al. (2021) stating that the sample that can be used is at least five times the number 

of questions, so the sample size used in this study was (20×5) 100 respondents. 

The data collection technique began with the distribution of an initial questionnaire (pre-test) to the 30 

respondents. Validity and reliability tests were conducted using Confirmatory Factor Analysis (CFA) to test 

and measure the hypothesized model. Validity testing was conducted using the Kaiser Meyer Olkin (KMO) 

and Measures of Sampling Adequacy (MSA) anti-image matrix correlation measurements, with the 

condition that acceptable factor analysis values were if KMO ≥ 0.5 and MSA 

≥ 0.5. Furthermore, the reliability test examined Cronbach's alpha value, with the condition that an 

acceptable value was ≥ 0.6 (Hair et al., 2021). 

Then, the analysis of primary data from 100 respondents used the structural equation Modeling 

method, which tested the outer and inner models. The outer model testing consisted of convergent validity, 

discriminant validity, reliability, collinearity, and adjusted R-squared. The inner model testing used p-values, 

t-statistics, and original sample criteria. 

 

RESULTS AND DISCUSSION 

Based on the results of the pretest of 30 respondents with Confirmatory Factor Analysis (CFA), there 

Brand 

Image 

H4 Customer 

Loyalty 

Customer 

Satisfaction 
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are four variables with Kaiser Msyer Olkin (KMO) and Measures of Sampling Adequacy (MSA) anti image 

matrix correlation values ≥ 0.50, then Cronbach's alpha ≥ 0.6, which can be declared valid and reliable, so 

that the research can be continued. 

The respondents in this study were male and female users of original products domiciled in West 

Jakarta. Based on the results of the distribution of online questionnaires via Google Form, 100 respondents 

were obtained, consisting of 82 males (82.5%) and 18 females (17.5%). For the age range of 18-25 years as 

many as 49 people (49.1%, 26-30 years as many as 42 people (42.1%, 31-40 years as many as 9 people 

(8.8%). The occupation is dominated by private/state employees (63 people or 63.2%), students (26 people 

or 26.3%), housewives (seven people or, and other jobs (four people or 4.5%). 

 
Outer Model Testing 

Table 1. Outer Model Results 

Variable Indicator 
Outer 

Loading 

Cronbach’s 

Alpha 

Composite 

Reliability 
AVE 

 

Brand Image 

BI1 BI2 

BI3 BI4 
BI5 

0.757 

0.772 

0.765 

0.744 
0.759 

 

 

0.817 

 

 

0.872 

 

 

0.577 

 

Customer 

Satisfaction 

CS1 

CS2 

CS3 

CS4 
CS5 

0.721 

0.772 

0.746 

0.802 
0.724 

 

 

0.810 

 

 

0.868 

 

 

0.568 

Product 

Quality 

PQ1 

PQ2 

0.755 

0.720 

   

 PQ3 

PQ4 
PQ5 

0.719 

0.786 
0.748 

0.801 0.862 0.556 

 

Customer 

Loyalty 

CL1 

CL2 

CL3 

CL4 
CL5 

0.754 

0.769 

0.750 

0.779 
0.751 

 

 

0.818 

 

 

0.873 

 

 

0.579 

Source: Researcher-processed data findings, 2025 

 

The convergent validity value can be determined by looking at the loading factor value in the outer 

loading table and the Average Variance Extracted (AVE) value. According to Hair et al. (2021), the fixed 

values that must be met to measure convergent validity are ≥ 0.7 for the loading factor value, and ≥ 0.5, for 

the AVE value. In thisstudy, the results obtained from 20 indicators had a loading factor value ≥ 0.7, thus 

declaring the 20 indicators acceptable, and an AVE value ≥ 0.5. 

Discriminant validity describes the differences between one latent variable and another (Hair et al., 

2021). Three methods can explain the discriminant validity test: the Heterotrait-Monotrait Ratio (HTMT), 

the Fornell-Larckel Criterion, and Cross-Loading. The Heterotrait-Monotrait Ratio (HTMT) is the ratio of 

the average correlation between items measuring a variable to the geometric mean of the correlation between 

items. According to Henseler et al. (2015), a variable is considered to have good discriminant validity if its 

HTMT value is < 0.90. In this study, all relationships between variables showed HTMT values that met the 

standard, namely, below 0.90. 

The Fornell-Larckel Criterion states that a latent construct should explain the variance of its own 

indicator better than the variance of other latent constructs (Hair et al., 2021). All the variables measured in 

this study met the criteria; thus, all the variables had good discriminant validity. The cross-loading value 

indicates the correlation between an indicator, its construct, and other constructs. The correlation value of an 

indicator with its latent variable should be greater than that with other latent variables (Hair et al., 2021). 

Based on the calculation results, the overall cross-loading value of the measurement items for Product 

Quality, Brand Image, Customer Satisfaction, and Customer Loyalty had a greater value and stronger 

correlation with the main variable being measured compared to other variables, indicating that the variables 

have good discriminant validity. 

The internal consistency reliability test in SEM-PLS can be measured by examining the Composite 
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Reliability (CR) value. According to (Hair et al., 2021), a CR value can be considered reliable if it is> 0.7. 

The results show that all latent variables (constructs) have a composite reliability value of> 0.70. 

Collinearity between indicators was observed in the Collinearity Statistics (VIF) value. In the Outer VIF 

Value table, the VIF value is < 5, indicating that the indicators do not have collinearity problems (Hair et al., 

2021). The calculations show that all indicators have VIF values < 5; therefore, none of the indicators 

experienced multicollinearity problems. 

The coefficient of determination explains the extent to which exogenous variables can explain 

endogenous variables (Hair et al., 2021). Based on calculations, the variables of Product Quality and Brand 

Image can explain the variable of Customer Satisfaction by 57.5%, while the remaining 42.5% is explained 

by other variables not examined in this study. The variables of Product Quality, Brand Image, and Customer 

Satisfaction explain 72.0% of the variable of Customer Loyalty, while the remaining 28.0% is explained by 

other variables not examined in this study.Hypothesis Testing 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 2. Hypothesis Test Results 

 

The inner model (hypothesis test) of this study was developed by examining the significance of the 

path coefficients. According to Hair et al. (2021), if the statistical T-value is greater than the T-table (1.960) 

at the 5% level, with a p-value < 0.05, a significant effect can be observed, while the direction of the 

relationship can be determined by examining the original sample values. 

The calculation results using the bootstrapping method are presented in the table below. 
Table 1. Inner Mode Results 

Variable Hypothesis 
Origiginal 

Sample 

T Statistics 

(|O/STDEV|) 
P Values Information 

PQ → CS H1 0.454 5.095 0.000 The data support the hypothesis 

BI → CS H2 0.379 4.737 0.000 The data support the hypothesis 

CS → CL H3 0.453 3.922 0.000 The data support the hypothesis 

PQ → CL H4 0.317 2.756 0.003 The data support the hypothesis 

CM → CL H5 0.177 1.996 0.043 The data support the hypothesis 

Source: Data processed by the author, 2025 

 

Inner model testing (hypothesis testing) was performed,by examining the results of path coefficient 

significance. If the T-statistic value is greater than the T-table (1.960) at the 5% level, with a p-valueof 

< 0.050, it can be said that there was a significant influence. Testing H1 on the influence of Product Quality 

on Customer Satisfaction obtained T Statistics 5.095 ≥ 1.960 with a p-value of 0.000 < 0.050, indicating a 

significant and positive influence between Product Quality on Customer Satisfaction; thus, H1 can be 

accepted. The results of the H2 test show that Brand Image has a significant and positive effect on Customer 

Satisfaction with a T-statistic value of 4.737 > 1.960 and a p-value of 0.000 < 0.050, so H2 can be accepted. 
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Furthermore, the H3 test shows that Product Quality has a significant and positive effect on Customer 

Loyalty with a T-statistic value of 3.922 > 1.960 and a p-value of 0.000 < 0.050; thus, H3 is accepted. The 

results of the H4 test also show that Brand Image has a significant and positive effect on Customer Loyalty 

with a T-statistic value of 1.996 > 1.960 and a p-value of 0.043 < 0.050, so H4 is accepted. Finally, the H5 
test proves that Customer Satisfaction has a significant and positive effect on Customer Loyalty with a T-

statistic value of 2.756 > 1.960 and a p-value of 0.003 < 0.050; thus, H5 is accepted. Thus, all the 

hypotheses proposed in this study are proven to have a significant relationship in accordance with the initial 

assumptions. 

This study’s first finding proves that product quality can increase customer satisfaction among 

consumers of origin in West Jakarta. Based on the results of respondents, this is because consumers feel 

comfortable when using originote products, which also have high quality, making consumers more satisfied 

with using the product. When consumers feel that Originote products are very suitable for skin health, they 

will feel that Originote products are in accordance with what they expect and will use them continuously. In 

addition, origin products are also suitable for all groups without causing side effects, thus creating a sense of 

satisfaction for its users. The age factor has a high impact on consumer satisfaction, because consumers who 

have long used Originote products can provide good assessments and positive information to colleagues who 

are new to Originote. This finding is in line with previous research that states that product quality has an 

impact on customer satisfaction (Kulsum & Syah, 2018; Mary & John, 2018). 

Further research shows that brand image can increase customer satisfaction among origin users in 

West Jakarta. Originote's brand image meets BPOM standards, giving consumers confidence in using the 

product. Furthermore, the benefits of original products have been proven through positive consumer 

reviews. Originotes are renowned for their high quality and ensuring customer satisfaction, thus meeting 

overall consumer expectations. Regular use of originote can improve users' appearance and confidence, 

thereby meeting their expectations. This study aligns with previous research that suggests that brand image 

impacts customer satisfaction (Abdullaeva, 2020; Susanto et al., 2022). 

Furthermore, this study successfully demonstrated that product quality can increase customer loyalty 

among originote users in West Jakarta. The results of this study demonstrate that originote products offer 

high quality, are suitable for all groups, and have no side effects. This can make consumers loyal to original 

products, who will continue to use them and even recommend them to others. Originote consistently 

provides convenience for consumers when product damage occurs and provides professional solutions to 

increase consumer confidence in the original products. Originote product quality is a top priority in a 

company’s strategy to provide a memorable experience for its consumers, thus meeting consumer 

expectations and ensuring customer loyalty. Therefore, the results of this study align with previous empirical 

evidence that product quality affects customer loyalty (Aydin & Ozer, 2005; Diputra & Yasa, 2021). 

The following results show that customer satisfaction can increase customer loyalty among origin 

users in West Jakarta: Judging from consumer responses, Originote's success in the beauty industry and its 

constant innovation in every product offered are key factors in creating a loyal attitude toward the product. 

Consumers can also motivate someone to purchase original products because of the positive impressions 

they receive. Consumers can even recommend original products without being asked, because they feel they 

are receiving value that is truly commensurate with their expenditure, thus fostering consumer loyalty. If 

consumers are satisfied with the type of beauty product they have received, it will lead to loyalty, as 

customer satisfaction plays a role in fostering customer loyalty. Furthermore, customer loyalty encourages 

strong relationships between companies and customers. Thus, these results align with previous research 

(Harzaviona & Syah, 2020; Naini et al., 2022) which states that customer satisfaction has an impact on 

customer loyalty. 

The final results of this study explain that brand image can increase customer satisfaction because the 

original brand image that meets BPOM standards provides a strength that makes the product the main choice 

of consumers. The Originote brand, which has high quality and proven benefits, makes consumers prefer 

originote products over other beauty products. When consumers feel happy with original products that are 

very suitable for skin health, they will tell positive things about the product to others and make them loyal to 

Originote products, which ultimately makes long-term repeat purchases. Occupation has a high impact on 

customer satisfaction because jobs with higher incomes tend to use and make repeat purchases. Thus, these 

results are in line with those of previous studies that state that brand image has an impact on customer 

loyalty (. 
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& Tan, 2009; Saeed et al., 2013). 

 
CONCLUSION, IMPLICATION, SUGGESTION, AND LIMITATIONS 

This study examines the influence of product quality, brand image, customer satisfaction on customer 

loyalty among Originote product users in West Jakarta as the object of research. This study explains how 

factors, such as product quality, brand image, and customer satisfaction influence customer loyalty. Based 

on the findings of this study, it can be concluded that to be able to improve brand image towards customer 

loyalty among Originote consumers in West Jakarta, companies must prioritize superior brands used by 

consumers and consistently maintain them optimally. Furthermore, to improve customer satisfaction towards 

customer loyalty among originote consumers in West Jakarta, companies must listen to all forms of 

consumer complaints and provide appropriate solutions. Then, to be able to improve customer loyalty among 

Originote consumers in West Jakarta, companies must be able to pay attention to several factors of product 

quality, brand image and customer satisfaction optimally and measurably. 

This study as several limitations that can be improved and developed. First, the respondents in 

this study were consumers using originote products, limited to respondents located in West Jakarta. As a 

result, these findings cannot represent all consumers using original products in DKI Jakarta. Therefore, for 

future research, the researcher suggests expanding the respondent demographics for more 

comprehensive results. Second, the variables in this study still need to be developed so that other 

variables related to this study can be used with various factors. Therefore, in future research, the 

researcher suggests the addition of other variables. Finally, future research can partially distribute the 

questionnaire to prevent a lack of focus when filling out the questionnaire. The results of this study have 

several important implications. First, companies must continuously maintain and improve product 

quality through innovation and quality consistency, as these have been proven to influence customer 

satisfaction and loyalty. Second, brand image needs to be strengthened through consistent marketing 

communications, official certification (BPOM), and the use of positive consumer reviews to foster trust and 

strengthen brand positioning. Third, customer satisfaction must be prioritized by providing responsive 

services, rapid resolution of complaints, and loyalty programs to strengthen long-term relationships 

with consumers. Fourth, the company also needs to consider demographic segments such as age and 

occupation in its marketing strategy so that product messages and offerings are more relevant to 

consumer needs. With this integrated strategy, Originote maintains its competitive advantage, and 

continuously increase consumer loyalty. 

Based on these implications, it can be suggested that if an original company wants to increase 

customer loyalty, it can focus on addressing issues related to product quality and brand image. To that end, 

the original company can consider several aspects, including first, improving product quality by consistently 

maintaining all forms of quality that have been recognized by its consumers. Next, it provides a superior 

brand that meets the expectations and desires of consumers. Then, by looking at the aspects of product 

quality and brand image, the higher the product quality received by the original consumers, the higher the 

chance of maintaining customer loyalty. This can be achieved if the customer satisfaction increases. 

 

REFERENCES 

Abdullaeva, M. (2020). Impact of Customer Satisfaction on Customer Loyalty in Upscale Ethnic 

Restaurants. Theoretical & Applied Science, 86(06), 372–375. 

https://doi.org/10.15863/tas.2020.06.86.71 

Amos, C., Holmes, G., & Strutton, D. (2008). Exploring the relationship between celebrity endorser effects 

and advertising effectiveness: A quantitative synthesis of effect size. International Journal of 

Advertising, 27(2), 209–234. https://doi.org/10.1080/02650487.2008.11073052 

Anagnostopoulos, C., Parganas, P., Chadwick, S., & Fenton, A. (2018). Branding in pictures: using 

Instagram as a brand management tool in professional team sport organisations. European Sport 

Management Quarterly, 18(4), 413–438. https://doi.org/10.1080/16184742.2017.1410202 

Aydin, S., & Ozer, G. (2005). National customer satisfaction indices: An implementation in the Turkish 

mobile telephone market. Marketing Intelligence and Planning, 23(5), 486–504. 

https://doi.org/10.1108/02634500510612654 

Bergkvist, L., & Zhou, K. Q. (2016). Celebrity endorsements: A literature review and research agenda.

 International Journal of Advertising, 35(4), 642–

663. https://doi.org/10.1080/02650487.2015.1137537 



e-ISSN: 2961-712X 

Vol. 4 Issue 2, July-December 2025 

DOI:10.55299/ijec.v4i2.1538 https://ejournal.ipinternasional.com/index.php/ijec 

 

 

1326 

 

Boateng, H., & Okoe, A. F. (2015). Journal of Research in Interactive Marketing, (2015), 299-312, 

9(4). Journal of Research in Interactive Marketing, 9(4), 299–312. 

Boerman, S. C., & Kruikemeier, S. (2016). Consumer responses to promoted tweets sent by brands and 

political parties. Computers in Human Behavior, 65, 285–294. 

https://doi.org/10.1016/j.chb.2016.08.033 

Chikazhe, L., Makanyeza, C., & Chigunhah, B. (2021). Understanding mediators and moderators of the 

effect of customer satisfaction on loyalty. Cogent Business and Management, 8(1). 

https://doi.org/10.1080/23311975.2021.1922127 

Dam, S. M., & Dam, T. C. (2021). Relationships between Service Quality, Brand Image, Customer 

Satisfaction, and Customer Loyalty. Journal of Asian Finance, Economics and Business, 8(3), 585–

593. https://doi.org/10.13106/jafeb.2021.vol8.no3.0585 

Darmawan, D. (2019). Kualitas Produk, Kesadaran Merek dan Harga serta Pengaruhnya Terhadap Kepuasan 

Pelanggan. Jurnal Administrasi Bisnis, 8(2), 75–88. https://doi.org/10.14710/jab.v8i2.25267 

Diputra, I. G. A. W., & Yasa, N. N. (2021). the Influence of Product Quality, Brand Image,Brand Trust on 

Customer Satisfaction andLoyalty. American International Journal of Business Management (AIJBM), 

4(01), 25–34. 

Durmaz, Y., Cavusoglu, S., & Ozer, O. (2018). The Effect of Brand Image and Brand Benefit on Customer 

Loyalty: The Case of Turkey. International Journal of Academic Research in Business and Social 

Sciences, 8(5), 528–540. https://doi.org/10.6007/ijarbss/v8-i5/4140 

Harzaviona, Y., & Syah, T. Y. R. (2020). Effect of Customer Satisfaction on Customer Loyalty and 

Marketing Organization Performance in B2B Market. 

Hayati, S., Suroso, A., Suliyanto, & Elfan Kaukab, M. (2020). Customer satisfaction as a mediation between 

micro banking image, customer relationship and customer loyalty. Management Science Letters, 

10(11), 2561–2570. https://doi.org/10.5267/j.msl.2020.3.039 

Jack, E. P., & Choi, S. (2018). Price And Quality Value Influences On Discount. Journal of Consumer 

Satisfaction, Dissatisfaction & Complaining Behavior JCSDCB, 31. 

Jaya Saputra, A., & Djumarno, D. (2021). Effect of Price and Service Quality on Customer Satisfaction and 

Its Implications for Customer Loyalty at Aston Pluit Hotel & Residence Jakarta. Dinasti International 

Journal of Economics, Finance & Accounting, 2(1), 71–84. https://doi.org/10.38035/dijefa.v2i1.728 

Khairawati, S. (2019). Effect of customer loyalty program on customer satisfaction and its impact on 

customer loyalty. International Journal of Research in Business and Social Science (2147- 4478), 

9(1), 15–23. https://doi.org/10.20525/ijrbs.v9i1.603 

Kittur, P., & Chatterjee, S. (2021). Goods and services related brand image and B2B customer loyalty: 

effects of construal level. Journal of Business and Industrial Marketing, 36(1), 17–30. 

https://doi.org/10.1108/JBIM-06-2019-0284 

Kotler, P. (2018). Philip Kotler: some of my adventures in marketing. Journal of Historical Research in 

Marketing, 9(2), 203–208. https://doi.org/10.1108/JHRM-11-2016-0027 

Kulsum, U., & Syah, T. Y. R. (2018). The Effect of Service Quality on The Patient Satisfaction. 

International Journal of Modern Trends in Engineering & Research, 5(6), 34–36. 

https://doi.org/10.21884/ijmter.2018.5167.hztsj 

Mary, A. M., & John, F. (2018). Impact Of Product Quality On CustomeR. 145–155. 

Mohammed, A., & Rashid, B. (2018). A conceptual model of corporate social responsibility dimensions, 

brand image, and customer satisfaction in Malaysian hotel industry. Kasetsart Journal of Social 

Sciences, 39(2), 358–364. https://doi.org/10.1016/j.kjss.2018.04.001 

Naini, N. F., Sugeng Santoso, Andriani, T. S., Claudia, U. G., & Nurfadillah. (2022). The Effect of Product 

Quality, Service Quality, Customer Satisfaction on Customer Loyalty. Journal of Consumer Sciences, 

7(1), 34–50. https://doi.org/10.29244/jcs.7.1.34-50 

Nawa, N. U., & Hidayat, A. (2020). Peran Self-Brand Connection dalam Memediasi Kredibilitas Endorser 

terhadap Ekuitas Merek pada Marketplace Shopee. INOBIS: Jurnal Inovasi Bisnis Dan Manajemen 

Indonesia, 4(1), 59–71. https://doi.org/10.31842/jurnalinobis.v4i1.166 



e-ISSN: 2961-712X 

Vol. 4 Issue 2, July-December 2025 

DOI:10.55299/ijec.v4i2.1538 https://ejournal.ipinternasional.com/index.php/ijec 

 

 

1327 

 

Ndubisi, N. O. (2006). Effect of gender on customer loyalty: A relationship marketing approach. Marketing 

Intelligence and Planning, 24(1), 48–61. https://doi.org/10.1108/02634500610641552 

Ogba, I., & Tan, Z. (2009). Exploring the impact of brand image on customer loyalty and commitment in 

China. Journal of Technology Management in China, 4(2), 132–144. 

https://doi.org/10.1108/17468770910964993 

Rageh Ismail, A., & Spinelli, G. (2012). Effects of brand love, personality and image on word of mouth: The 

case of fashion brands among young consumers. Journal of Fashion Marketing and Management: An

 International Journal, 16(4), 386–398. 

https://doi.org/10.1108/13612021211265791 

Roshan, R., Guru, D., & Paulssen, M. (2020). Customers ’ experienced product quality : scale development 

and validation. June. https://doi.org/10.1108/EJM-03-2018-0156 

Rudzewicz, A., & Strychalska, A. (2021). The Influence of Brand Trust on Consumer Loyalty. European 

Research Studies Journal, XXIV(Special Issue 3), 454–470. https://doi.org/10.35808/ersj/2439 

Saeed, R., Lodhi, R. N., Mehmood, A., Ishfaque, U., Dustgeer, F., Sami, A., Mahmood, Z., & Ahmad, 

M. (2013). Effect of brand image on brand loyalty and role of customer satisfaction in it. World 

Applied Sciences Journal, 26(10), 1364–

1370. https://doi.org/10.5829/idosi.wasj.2013.26.10.1343 

Safira, B. G., & Lestariningsih, M. (2021). Pengaruh Promosi dan Citra Merek terhadap Loyalitas Pelanggan 

yang dimediasi Kepuasan Pelanggan pada produk Wardah. Ilmu Dan Riset Manajemen, 10(5), 1–14. 

Salehzadeh, R., Pool, J. K., & Najafabadi, A. H. J. (2018). Exploring the relationship between corporate 

social responsibility, brand image and brand equity in Iranian banking industry. Journal 

of Islamic Accounting and Business Research. Journal of Islamic Accounting and Business Research., 

1–33. 

Susanto, E. S., DaengToto, H., Krisnanto, B., & Singkeruang, W. T. F. (2022). The Influence of Brand 

Loyalty and Brand Image on Customer Satisfaction. Point of View Research Management, 3(1), 70–80. 

Tran, P. K. T., Nguyen, V. K., & Tran, V. T. (2021). Brand equity and customer satisfaction: a comparative 

analysis of international and domestic tourists in Vietnam. Journal of Product and Brand Management, 

30(1), 180–194. https://doi.org/10.1108/JPBM-08-2019-2540 

Upamannyu, N. K., & Sankpal, S. (2014). Effect Of Brand Image On Customer Satisfaction & Loyalty 

Intention And The Role Of Customer Satisfaction Between Brand Image And Loyalty Intention 

Council for Innovative Research Council for Innovative Research. Council for Innovative Research 

Peer Review - Journal of Social Science, Vol 3, No(February), 274–285. 

Wilis, R. A., & Nurwulandari, A. (2020). The effect of e-service quality, e-trust, price and brand image 

towards e-satisfaction and its impact on e-loyalty of Traveloka’s customer. Jurnal Ilmiah MEA 

(Manajemen, Ekonomi, & Akuntansi), 4(3). 

 

 

 

 

 

 

 

 

 

 

 

 

  


