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PENGARUH BRAND IMAGE, PRODUCT QUALITY, SERVICE QUALITY
TERHADAP CUSTOMER LOYALY DENGAN CUSTOMER
SATISFACTION SEBAGAI VARIABEL INTERVENING PADA
PELANGGAN CHATIME DI SURABAYA

ABSTRAK

Persaingan antar bisnis yang berkembang sangat ketat menuntut perusahaan untuk
tetap mempertahankan kepuasan serta loyalitas pelanggan dengan cara memiliki
brand image, product quality, dan service quality yang baik dimata pelanggan.
Agar tetap dapat bersaing di persaingan bisnis global saat ini. Penelitian ini
merupakan penelitian kuantitatif kausalitas. Dengan  menggunakan metode
kuesioner yang disebarkan melalui google form.

Sampel penelitian ini adalah 150 responden yang menjadi pelanggan Chatime di
Surabaya. Penelitian ini di analisis dengan menggunakan teknik analisis data
Structural Equation Modelling (SEM) dan memberikan hasil yang signifikan dari
brand image terhadap customer satisfaction, product quality terhadap customer
satisfaction, service quality terhadap customer satisfaction, customer satisfaction
terhadap customer loyalty, brand image terhadap customer loyalty melalui
customer satisfaction, product quality terhadap customer loyalty melalui customer
satisfaction, dan service quality terhadap customer loyalty melalui customer
satisfaction. Pada hasil penelitian ini, saran yang diberikan terhadap pihak Chatime
adalah diharapkan Chatime dapat memberikan peningkatan terhadap brand image
khusunya dalam kesesuaian ukuran porsi minuman yang tersedia. Lalu pada
product quality, Chatime perlu meningkatkan lagi dalam desain kemasan yang
dimiliki. Karena saat ini konsumen tidak hanya menikmati rasa dari minuman
Chatime tapi juga melihat desain kemasan yang dapat berbeda dari kompetitor.
Pada service quality, hal yang perlu diperbaiki adalah pada fasilitas umum outlet
yakni parkir dan tempat duduk. Chatime perlu menambahkan fasilitas umum
tersebut agar pelanggan dapat lebih nyaman berkunjung dan lebin menikmati

produk Chatime di outletnya.

Kata kunci: Brand Image, Product Quality, Service Quality, Customer
Satisfaction, Customer Loyalty
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THE EFFECT OFBRAND IMAGE, PRODUCT QUALITY,SERVICEQUALITYON
CUSTOMERLOYALYWITHCUSTOMERSATISFACTIONASINTERVENING
VARIABLES IN CHATIME CUSTOMERSIN SURABAYA

ABSTRACT

Competition between developing businesses is very strict demanding companies to
maintain customer satisfaction and loyalty by having good Brand Image, Product
Quality, and Service Quality in the eyes of customers. In order to remain
competitive in today's global business competition.

This research is quantitative causality research. By using a distributed
questionnaire method through google forms. The sample of this study was 150
respondents who were Chatime customers in Surabaya. This study was analyzed
using Structural Equation Modeling (SEM) data analysis techniques and gave
significant results from brand image to customer satisfaction, product quality to
customer satisfaction, service quality to customer satisfaction, customer
satisfaction to customer loyalty, brand image to customer loyalty through customer
satisfaction, product quality towards customer loyalty through customer
satisfaction, and service quality towards customer loyalty through customer
satisfaction.

In the results of this study, the advice given to Chatime is that Chatime is expected
to be able to provide an increase in the brand image, especially in the suitability of
available beverage portion sizes. Then on product quality, Chatime needs to
improve again in supported packaging designs. Because now consumers not only
enjoy the taste of Chatime drinks but also see packaging designs that can be
different from competitors. On the quality of services, things that need to be
improved are on public outlet facilities, namely parking lots and seating. Chatime
needs to add public facilities so that visitors can be more comfortable visiting and
enjoying Chatime products at their.

Keywords: Brand Image, Product Quality, Service Quality, Customer Satisfaction,
Customer Loyalty
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