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ABSTRAK 

This study is motivated by the intense competition in the bath soap industry, which 

makes consumer loyalty a challenge for every brand. Although Lifebuoy 

consistently holds the top position in the Top Brand Index, fluctuations in the index 

score indicate that consumer loyalty still needs improvement. This study aims to 

assess the status of Green Product, Brand Image, and Consumer Loyalty, and to 

analyze the influence of Green Product and Brand Image on the Consumer Loyalty 

of Lifebuoy bath soap in Garut Regency. The study employs a quantitative method 

with descriptive and verificative approaches. The population consists of Lifebuoy 

bath soap consumers in Garut Regency; a non-probability sampling technique—

specifically purposive sampling—was used to select a sample of 384 respondents. 

Data analysis involved descriptive analysis, multiple linear regression, t-tests, and 

F-tests. Descriptive analysis results indicate that Green Product, Brand Image, and 

Consumer Loyalty fall into the high category. T-test results show that Green Product 

and Brand Image each have a positive and significant partial effect on Consumer 

Loyalty. F-test results demonstrate that Green Product and Brand Image 

simultaneously exert a positive and significant influence on the Consumer Loyalty 

of Lifebuoy bath soap in Garut Regency. 
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ABSTRAK 

Penelitian ini dilatarbelakangi oleh tingginya persaingan industri sabun mandi yang 
menyebabkan loyalitas konsumen menjadi tantangan bagi setiap merek. Meskipun 
Lifebuoy secara konsisten menempati posisi teratas dalam Top Brand Index, 
fluktuasi nilai indeks menunjukkan bahwa loyalitas konsumen masih perlu 
ditingkatkan. Penelitian ini bertujuan untuk mengetahui gambaran Green Product, 
Brand Image, dan Loyalitas Konsumen, serta menganalisis pengaruh Green 
Product dan Brand Image terhadap Loyalitas Konsumen produk sabun mandi 
Lifebuoy di Kabupaten Garut. Penelitian ini menggunakan metode kuantitatif 
dengan pendekatan deskriptif dan verifikatif. Populasi penelitian adalah konsumen 
produk sabun mandi Lifebuoy di Kabupaten Garut, dengan teknik Non Probability 
Sampling melalui Purposive Sampling dan jumlah sampel sebanyak 384 responden. 
Analisis data menggunakan analisis deskriptif, regresi linear berganda, uji t, dan uji 
F. Hasil analisis deskriptif menunjukkan bahwa Green Product, Brand Image, dan 
Loyalitas Konsumen berada pada kategori tinggi. Hasil uji t menunjukkan bahwa 
Green Product dan Brand Image berpengaruh positif dan signifikan terhadap 
Loyalitas Konsumen secara parsial. Hasil uji F menunjukkan bahwa Green Product 
dan Brand Image secara simultan berpengaruh positif dan signifikan terhadap 

Loyalitas Konsumen produk sabun mandi Lifebuoy di Kabupaten Garut. 

 
Keywords: Brand Image, Green Product, Loyalitas Konsumen 
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