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ABSTRAK

Pada era ini, perusahaan sedang berlomba untuk menjadi yang terbaik dalam
bisnis yang digelutinya, termasuk bisnis minuman. Terlebih saat ini semakin banyaknya
kebutuhan serta keinginan konsumen untuk memenuhi kepuasannya, salah satunya adalah
bisnis minuman kopi. Dalam bisnis minuman kopi yang saat ini berkembang sangat pesat
di Indonesia telah menuntut perusahaan agar mampu menjadi yang terbaik dan ingin
selalu menjaga eksistensinya, salah satunya dengan meningkatkan kualitas rasa dan
mempermudah konsumen untuk mengonsumsi kopi. Saat ini kopi sudah dianggap
menjadi minuman yang cukup digemari berbagai jenis masyarakat serta dipandang
sebagai penghilang kantuk yang paling praktis dan disukai oleh semua kalangan.

Penelitian ini bertujuan untuk menganalisis pengaruh brand communciation dan
brand image terhadap brand loyalty melalui brand trust pada produk minuman Good Day
di Surabaya. Objek penelitian adalah konsumen yang pernah meminum produk minuman
Good Day di Surabaya. Sampel penelitian yang digunakan dalam penelitian ini sebanyak
150 sampel dengan teknik purposive sampling. Data yang digunakan adalah data primer
yang diperolen dengan menyebarkan kuesioner kepada konsumen yang pernah
menggunakan produk minuman Good Day di Surabaya melalui google form. Teknik
analisis data yang digunakan adalah menggunakan SEM dengan bantuan PLS.

Hasil penelitian menunjukkan bahwa brand communication positif signifikan
terhadap brand image, brand communication positif signifikan terhadap brand trust,
brand image positif signifikan terhadap brand trust, brand trust positif signifikan
terhadap brand loyalty.

Kata Kunci: brand communciation, brand image, brand trust, brand loyalty
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EFFECT OF BRAND COMMUNICATION AND BRAND IMAGE
ON BRAND LOYALTY THROUGH BRAND TRUST ON GOOD
DAY COFFEE PRODUCT IN SURABAYA

ABSTARCT

In this era, companies are competing to be the best in the business they do,
including the coffee business. Especially at this time more and more the needs and desires
of consumers to meet their satisfaction, one of which is the coffee business. In the coffee
business which is currently growing very rapidly in Indonesia has demanded that the
company be able to be the best and want to always maintain its existence, one of which
is by improving the quality of taste and making it easier for consumers to consume coffee.
Nowadays coffee is considered to be a drink that is quite popular with various types of
people. And is seen as the most practical sleep remover and liked by all circles.

This aim of study was to analyze the effect of brand communiction and brand
image on brand loyalty through brand trust on Good Day coffee products in Surabaya.
The object of research is consumers who have already consumed Good Day coffee
products in Surabaya. The research sample used in this study were 150 samples with a
purposive sampling technique. The data used are primary data obtained by distributing
questionnaires to consumers who have used Good Day coffee products in Surabaya
through Google form. The data analysis technique used is using SEM with the help of
PLS.

The results showed that positive brand communication has significant influence
on brand image, positive brand communication has significant influence on brand trust,
positive brand image has significant influence on brand trust, positive brand trust has
significant influence on brand loyalty.

Keywords: brand communciation, brand image, brand trust, brand loyalty
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