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ABSTRAK 

Tujuan dilakukannya penelitian ini adalah untuk mengetahui pengaruh sustainable 

marketing activities terhadap brand image, customer satisfaction, customer trust 

dan customer loyalty. Populasi dalam penelitian ini adalah pengguna Dowa di 

Jawa dengan kriteria wanita yang pernah membeli produk Dowa serta mengetahui 

bahwa Dowa menerapkan sustainable marketing activities. Penelitian ini 

menggunakan pendekatan kuantitatif dengan metode pengumpulan data melalui 

survey, kuesioner disebarkan secara online menggunakan Google Form dengan 

total jawaban responden yang berjumlah 210 orang responden. Teknik sampling 

yang digunakan adalah purposive sampling yakni pengambilan sampel 

berdasarkan kriteria tertentu. Adapun kriteria yang telah ditentukan adalah 

responden seorang wanita dan pernah membeli produk Dowa. Jawaban responden 

diolah menggunakan aplikasi Partial Least Square (PLS) serta melalui teknik 

analisis data Structural Equation Model (SEM). Hasil dari penelitian 

menunjukkan bahwa sustainable marketing activities berpengaruh positif terhadap 

brand image, customer satisfaction, customer trust dan customer loyalty. 

 Kata Kunci : Sustainable Marketing Activities, Brand Image, Customer 

Satisfaction, Customer Trust, Customer Loyalty. 
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ABSTRACT 

The purpose of this study was to determine the effect sustainable 

marketing activities toward brand image, customer satisaction, customer trust 

and customer loyalty on Dowa brand. The population in this study is Dowa user 

in Java. Questionnaires are distributed online using Google Forms with a total of 

210 respondents' answers. The sampling technique used is purposive sampling, 

namely sampling based on certain criteria. The criteria that have been 

determined are that the respondent is a woman and has bought Dowa products. 

Respondents' answers were processed using the Partial Least Square (PLS) 

application and through the Structural Equation Model (SEM) data analysis 

technique. The results from this study shows that sustainable marketing activities 

have a positive influence on brand image, customer satisfaction, customer trust 

and customer loyalty. 

Keyword : Sustainable Marketing Activities, Brand Image, Customer 

Satisfaction, Customer Trust, Customer Loyalty. 
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