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PENGARUH BRAND IMAGE, BRAND EXPERIENCE DAN BRAND
TRUST TERHADAP BRAND LOYALTY MELALUI CUSTOMER
SATISFACTION PADA ROLAG KOPI SURABAYA

ABSTRAK

Munculnya industri coffee shop yang sangat pesat ini membawa dampak
baru kedalam gaya hidup konsumen. Makna coffee shop saat ini mengalami
perubahan, dimana mengunjungi coffee shop bukan hanya sebagai tempat untuk
melakukan aktivitas mengkonsumsi kopi, namun juga dapat digunakan sebagai
tempat mengisi waktu luang, rapat kerja, dan bertemu kerabat. Seiring
berkembangnya industri ini, coffee shop di Indonesia mengalami banyak perubahan
khususnya perubahan konsep sehingga marak bermunculan coffee shop bernuansa
modern yang disesuaikan dengan gaya hidup konsumen di era saat ini. Penelitian
ini dilakukan untuk mengetahui apakah Brand Image, Brand Experience dan Brand
Trust dapat berpengaruh pada Brand Loyalty melalui Customer Satisfaction pada
Rolag Kopi di Surabaya. Teknik penyampelan yang digunakan dalam penelitian ini
adalah nonprobability sampling dan pengambilan sampel adalah dengan
menggunakan teknik purposive sampling. Sampel berjumlah sebanyak 150
responden yang berusia 17 tahun keatas, berdomisili di Surabaya, pernah
berkunjung dan membeli di Rolag Kopi Surabaya minimal 2 kali dalam 1 bulan
terakhir dan mengetahui pesaing Rolag Kopi Surabaya. Data diperoleh dari
kuesioner yang disebar secara offline. Teknik analisis data yang digunakan adalah
menggunakan Structural Equation Modeling (SEM) dengan program LISREL.

Hasil pengujian menunjukkan bahwa Brand Image berpengaruh signifikan
terhadap Customer Satisfaction, Brand Experience berpengaruh signifikan terhadap
Customer Satisfaction, Brand Trust berpengaruh signifikan terhadap Customer
Satisfaction dan Customer Satisfaction berpengaruh signifikan terhadap Brand
Loyalty. Brand Image berpengaruh namun tidak signifikan terhadap Brand Loyalty
melalui Customer Satisfaction, Brand Experience berpengaruh signifikan terhadap
Brand Loyalty melalui Customer Satisfaction dan Brand Trust berpengaruh
signifikan terhadap Brand Loyalty melalui Customer Satisfaction.

Dalam penelitian ini terdapat saran yang dapat diberikan peneliti yaitu agar
Rolag Kopi Surabaya dapat meningkatkan atau memiliki atribut yang berbeda
dengan pesaing agar dapat selalu diingat oleh konsumen saat melihat atau
mengkonsumsi produk yang serupa. Sebagai saran akademis diharapkan penelitian
berikutnya menggunakan variabel-variabel lain seperti Product Quality, Service
Quality dan Price.

Kata Kunci: Brand Image, Brand Experience, Brand Trust, Customer
Satisfaction, Brand Loyalty.
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THE INFLUENCE OF BRAND IMAGE, BRAND EXPERIENCE AND
BRAND TRUST IN LOYALTY BRAND THROUGH CUSTOMER
SATISFACTION IN ROLAG COFFEE SURABAYA

ABSTRACT

The emergence of the coffee shop industry that is very fast has brought a
new impact into the lifestyle of consumers. The meaning of the coffee shop is
currently experiencing changes, where visiting the coffee shop is not only as a place
to do coffee consuming activities, but can also be used as a place to fill leisure time,
work meetings, and meet relatives. Along with the development of this industry,
coffee shops in Indonesia have experienced many changes, especially the change in
concept so that the emergence of modern coffee shops is emerging which is adapted
to the lifestyle of consumers in the current era. This research was conducted to find
out whether Brand Image, Brand Experience and Brand Trust can influence Brand
Loyalty through Customer Satisfaction at Rolag Kopi in Surabaya. The sampling
technique used in this study is nonprobability sampling and sampling is using
purposive sampling technique. The sample consisted of 150 respondents aged 17
years and over, domiciled in Surabaya, had visited and bought at Rolag Kopi
Surabaya at least 2 times in the last 1 month and knew of Rolag Kopi Surabaya
competitors. Data obtained from questionnaires distributed offline. The data
analysis technique used is using Structural Equation Modeling (SEM) with the
LISREL program.

The test results show that Brand Image has a significant effect on Customer
Satisfaction, Brand Experience has a significant effect on Customer Satisfaction,
Brand Trust has a significant effect on Customer Satisfaction and Customer
Satisfaction has a significant effect on Brand Loyalty. Brand Image has significant
but not significant effect on Brand Loyalty through Customer Satisfaction, Brand
Experience has a significant effect on Brand Loyalty through Customer Satisfaction
and Brand Trust has a significant effect on Brand Loyalty through Customer
Satisfaction.

In this study there are suggestions that can be given by researchers that is
that Rolag Kopi Surabaya can improve or have different attributes with competitors
so that it can always be remembered by consumers when viewing or consuming
similar products. As an academic suggestion, it is hoped that subsequent research
will use other variables such as Product Quality, Service Quality and Price.

Keywords: Brand Image, Brand Experience, Brand Trust, Customer Satisfaction,
Brand Loyalty.
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