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ABSTRAK

FIRDA IKHWANTINI, PENGARUH BRANDING STRATEGY TERHADAP
LOYALITAS PELANGGAN MELALUI KEPUASAN PADA BERGAS
COFFEE SURABAYA

Penelitian ini bertujuan untuk mengetahui : (1) pengaruh brand image terhadap
kepuasan pada Bergas Coffee Surabaya, (2) pengaruh brand personality terhadap
kepuasan pada Bergas Coffee Surabaya, (3) pengaruh brand image terhadap
loyalitas pelanggan pada Bergas Coffee Surabaya, (4) pengaruh brand personality
terhadap loyalitas pelanggan pada Bergas Coffee Surabaya, (5) pengaruh kepuasan
terhadap loyalitas pelanggan pada Bergas Coffee Surabaya, (6) pengaruh brand
image terhadap loyalitas pelanggan melalui kepuasan pada Bergas Coffee
Surabaya, (7) pengaruh brand personality terhadap loyalitas pelanggan melalui

kepuasan pada Bergas Coffee Surabaya.

Data dianalisis menggunakan model Partial Least Square dengan software
smartPLS 3.0. Populasinya adalah seluruh konsumen yang membeli dan
mengkonsumsi produk Bergas. Dan sampel terdiri dari 100 responden yang
membeli dan mengkonsumsi produk Bergas. Hasil penelitian menunjukkan bahwa
Brand Image berpengaruh positif dan signifikan terhadap Kepuasan pada Bergas
Coffee Surabaya. Brand Personality berpengaruh positif dan signifikan terhadap
Kepuasan pada Bergas Coffee Surabaya. Brand image berpengaruh negatif dan
tidak signifikan terhadap loyalitas pelanggan pada Bergas Coffee Surabaya. Brand
personality berpengaruh positif dan signifikan terhadap loyalitas pelanggan pada
Bergas Coffee Surabaya. Kepuasan berpengaruh positif dan signifikan terhadap
loyalitas pelanggan pada Bergas Coffee Surabaya. Brand image berpengaruh positif
dan signifikan terhadap loyalitas pelanggan melalui kepusan pada Bergas Coffee
Surabaya. Brand personality berpengaruh positif dan tidak signifikan terhadap

loyalitas pelanggan melalui kepuasan pada Bergas Coffee Surabaya.

Kata Kunci : Brand Image, Brand Personality, Kepuasan, Loyalitas
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ABSTRACT

FIRDA IKHWANTINI, THE EFFECT OF STRATEGY BRANDING ON
CUSTOMER LOYALTY THROUGH SATISFACTION IN BERGAS
COFFEE SURABAYA

The purpose of this research : (1) the influence of brand image on satisfaction at
Bergas Coffee Surabaya, (2) the influence of brand personality on satisfaction at
Bergas Coffee Surabaya, (3) the influence of brand image on customer loyalty at
Bergas Coffee Surabaya, (4) the influence brand personality on customer loyalty at
Bergas Coffee Surabaya, (5) the influence of satisfaction on customer loyalty at
Bergas Coffee Surabaya, (6) the influence of brand image on customer loyalty
through satisfaction at Bergas Coffee Surabaya, (7) the influence of brand

personality on customer loyalty through satisfaction at Bergas Coffee Surabaya.

This data were analyzed using a method of Partial Least Square model with
smartPLS 3.0 software. The population is all consumers who buy and consume
Bergas products. And the sample consisted of 100 respondents who bought and
consumed Bergas products. The results showed that Brand Image had a positive
and significant effect on Satisfaction at Bergas Coffee Surabaya. Brand Personality
has a positive and significant effect on Satisfaction at Bergas Coffee Surabaya.
Brand image has a negative and not significant effect on customer loyalty at Bergas
Coffee Surabaya. Brand personality has a positive and significant effect on
customer loyalty at Bergas Coffee Surabaya. Satisfaction has a positive and
significant effect on customer loyalty at Bergas Coffee Surabaya. Brand image has
a positive and significant effect on customer loyalty through the decision on Bergas
Coffee Surabaya. Brand personality has a positive and not significant effect on
customer loyalty through satisfaction at Bergas Coffee Surabaya.

Keywords : Brand Image, Brand Personality, Satisfaction, Loyalty
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