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ABSTRAK 

 

Dimaz Haydar Nasrullah. NRP. 1423020141. Pengaruh Brand Identity 

Afterwork Caffeine terhadap Brand Loyalty pada Followers Instagram 

@afterworkcaffeine. 

 

 Penelitian ini bertujuan untuk menguji teori yang menyatakan bahwa 

ketika brand identity dirancang dan dapat dikomunikasikan dengan baik pada 

konsumen, nantinya akan tercipta kepuasan konsumen dan membuat konsumen 

akan melakukan pembelian berulang terhadap suatu brand sehingga terbentuk 

brand loyalty. Afterwork Caffeine merupakan bisnis minuman kopi yang memiliki 

strategi tersendiri dalam menarik perhatian konsumennya. Afterwork Caffeine 

menggunakan brand identitynya sebagai salah satu strategi komunikasi pemasaran 

untuk memperoleh brand loyalty dari konsumennya di tengah persaingan bisnis 

yang ketat. Brand identitynya tersebut dikenalkan oleh Afterwork Caffeine melalui 

media sosial terutama Instagram. Jenis penelitian ini adalah eksplanatif dengan 

pendekatan kuantitatif. Metode yang digunakan adalah metode survei dan 

pernyataan responden diukur dengan skala likert. Hasil dari penelitian ini 

menemukan bahwa terdapat pengaruh antara brand identity Afterwork Caffeine 

terhadap brand loyalty pada followers Instagram @afterworkcaffeine. Berdasarkan 

hasil perhitungan juga ditemukan bahwa brand identity Afetrwork Caffeine dapat 

diterima dengan baik dan brand loyalty pada followers Instagram 

@afterworkcaffeine dinilai tinggi. 

 

Kata Kunci : Brand, Brand Identity, Brand Loyalty, Afterwork Caffeine 
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ABSTRACT 

 

Dimaz Haydar Nasrullah. NRP. 1423020141. The Influence of Afterwork 

Caffeine's Brand Identity on Brand Loyalty among Instagram Followers 

@afterworkcaffeine. 

 

This study aims to test the theory that states that when brand identity is 

designed and can be communicated well to consumers, it will create consumer 

satisfaction and make consumers make repeat purchases of a brand so that brand 

loyalty is formed. Afterwork Caffeine is a coffee beverage business that has its 

own strategy in attracting the attention of its consumers. Afterwork Caffeine 

uses its brand identity as one of its marketing communication strategies to gain 

brand loyalty from its consumers amidst tight business competition. Its brand 

identity is introduced by Afterwork Caffeine through social media, especially 

Instagram. This type of research is explanatory with a quantitative approach. 

The method used is the survey method and respondent statements are measured 

using a Likert scale. The results of this study found that there is an influence 

between Afterwork Caffeine's brand identity and brand loyalty on Instagram 

followers @afterworkcaffeine. Based on the calculation results, it was also 

found that Afterwork Caffeine's brand identity was well received and brand 

loyalty on Instagram followers @afterworkcaffeine was considered high. 

 

Keywords: Brand, Brand Identity, Brand Loyalty, Afterwork Caffeine 

 

 

 

 

 

 

 

 




