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Pengaruh Brand Image, Brand Identification, dan Experiential
Marketing Terhadap Brand Love dan Consumer Loyalty pada Kedai
Kopi Starbucks di Surabaya

ABSTRAK

Tujuan penelitian ini adalah untuk menguji pengaruh brand
image, brand identification dan experiential marketing terhadap brand
love dan consumer loyalty pada kedai kopi Starbucks di Surabaya.
Penelitian ini merupakan penelitian kausal dengan menggunakan alat
pengumpulan data berupa kuisioner.Teknik pengambilan sampling yang
digunakan adalah nonprobability sampling. Data primer dikumpulkan
dari 150 reponden. Penelitian ini dianalisis dengan menggunakan
metode analisis structural equation modeling dengan program LISREL
8.70.

Hasil dari penelitian menunjukkan bahwa brand image dan
brand identification, berpengaruh secara signifikan terhadap brand love.
Sedangkan experiential marketing dan brand love memberikan pengaruh
positif dan signifikan terhadap consumer loyalty pada kedai kopi
Starbucks di Surabaya.

Berdasarkan penelitian yang dilakukan, maka peneliti
merekomendasikan kepada pihak manajemen Starbucks di Surabaya
untuk lebih mengedepankan aspek brand identification dan experiential
marketing untuk membuat konsumen mencintai dan loyal terhadap
Starbucks.

Kata kunci: Brand Image, Brand Identification, Experiential
Marketing, Brand Love, Consumer Loyalty.
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The Effect of Brand Image, Brand Identification and Experiential
Marketing on Brand Love and Consumer Loyalty in Starbucks Coffee
in Surabaya

ABSTRACT

The purpose of this study was to examine the effect of brand
image, brand identification and experiential marketing on brand love
and consumer loyalty in Starbucks Coffee in Surabaya. This research is
a causal research using quisionare method. This type of method is
nonprobability sampling. The primary data collected from 150
respondents. This research was analysis by structural equation
modeling with LISREL 8.70 program.

The results of this analysis indicate that found that brand
image and brand identification have a significant influence on brand
love. Meanwhile experiential marketing and brand love have a positive
and significant influence on consumer loyalty in Starbucks Coffee in
Surabaya .

Based on the research, the researchers recommend to the
management of Starbucks in Surabaya for priority in brand
identification and experiential marketing aspecs to make the consumer
love and loyal to the Starbucks.

Keywords: Brand Image, Brand Identification, Experiential
Marketing, Brand Love, Consumer Loyalty.
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