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ABSTRAK 

 

Kepuasan konsumen merupakan hal yang penting dilakukan 

perusahaan untuk mengatasi persaingan yang ketat di dunia usaha. Salah 

satu cara untuk meraih dan mendapatkan kepuasan konsumen adalah 

dengan membentuk persepi kualitas, persepsi nilai, dan kualitas layanan 

yang baik. Sehingga dengan terciptanya kepuasan konsumen akan dapat 

menimbulkan loyalitas terhadap merek tersebut. 

Tujuan penelitian ini adalah untuk mengetahui kepuasan konsumen 

dan loyalitas merek pada Starbucks Coffee yang didasarkan pada persepsi 

kualitas, persepsi nilai, dan kualitas layanan. Data diperoleh dari 150 

konsumen yang pernah mengkonsumsi Starbucks Coffee di Galaxy Mall 

Surabaya. Teknik analisis yang digunakan adalah Structural Equation 

Modeling (SEM). 

Hasil penelitian menunjukkan bahwa semua variabel independen 

(persepsi kualitas, persepsi nilai, dan kualitas layanan) berpengaruh 

signifikan terhadap kepuasan konsumen dan variabel intervening (kepuasan 

konsumen) berpengaruh signifikan terhadap loyalitas merek. 

 

Kata Kunci: Perceived Quality, Perceived Value, Service Quality, 

Customer Satisfaction, Brand Loyalty. 

  



 

xvi 
 

ABSTRACT 

 

Customer satisfaction is an important thing that a company do to 

reduce tight competition in business world. One of the ways to reach and 

get customer satisfaction is build a good perceived quality, perceived value, 

and service quality. So expected that can impact on brand loyalty. 

The purpose of this research is to find out about customer 

satisfaction and brand loyalty in using the Starbucks Coffee with perceived 

quality, perceived value, and service quality. Data were obtained from 150 

customers who had used Starbucks Coffe in Galaxy Mall Surabaya. The 

analysis technique used is Structural Equation Modeling (SEM). 

 The results showed that all independent variables (perceived 

quality, perceived value, service quality) have significant effect on customer 

satisfaction and intervening variable (customer satisfaction) have 

significant effect on brand loyalty. 

  

Key Words: Perceived Quality, Perceived Value, Service Quality, 

Customer Satisfaction, Brand Loyalty. 

 

 

 


