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ABSTRAK 

DUTA AKBAR PRATAMA, 20042010099, PENGARUH BRAND IMAGE, 

BRAND AWARENESS DAN BRAND TRUST TERHADAP CUSTOMER 

LOYALTY  PADA DEE COFFEE HOUSE SIDOARJO 

 

Dalam beberapa tahun terakhir, telah terjadi peningkatan jumlah coffee shop di 

Indonesia. Para pebisnis perlu menerapkan kreativitas dan inovasi agar dapat 

berkembang dalam lingkungan bisnis yang sangat kompetitif pada saat ini. 

Penelitian ini bertujuan untuk mengetahui pengaruh brand image, brand 

awareness dan brand trust terhadap customer loyalty pada Dee Coffee House 

Sidoarjo. Metode yang digunakan dalam penelitian ini adalah metode kuantitatif. 

Jenis penelitian ini menggunakan asosiatif. Populasi dalam penelitian ini adalah 

customer Dee Coffee House. Sampel yang digunakan sebanyak 100 responden. 

Penelitian ini menggunakan teknik pengambilan sampel non probability 

sampling. Penelitian ini menggunakan sumber data primer dan sekunder. Teknik 

pengumpulan data pada penelitian ini adalah kuesioner. Perhitungan data 

menggunakan bantuan alat program SPSS 27 For Windows. Hasil penelitian 

menunjukkan perhitungan nilai T hitung = 3,405 dan nilai signifikansi = 0,001. 

Maka, Brand Image berpengaruh positif dan signifikan secara parsial terhadap 

Customer Loyalty. Nilai T hitung = 2,772 dan nilai signifikansi = 0,008. Maka, 

Brand Awareness berpengaruh positif dan signifikan secara parsial terhadap 

Customer Loyalty. Nilai T hitung = 5,687 dan nilai signifikansi = 0,000. Maka, 

Brand Trust berpengaruh positif dan signifikan secara parsial terhadap Customer 

Loyalty. Nilai F hitung = 20,764 dan nilai signfikansi = 0.000. Maka, Brand 

Image, Brand Awareness dan Brand Trust secara simultan berpengaruh terhadap 

Customer Loyalty. 

Kata Kunci: Brand Image, Brand Awareness, Brand Trust, Customer Loyalty 
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ABSTRACT 

DUTA AKBAR PRATAMA, 20042010099, THE INFLUENCE OF BRAND 

IMAGE, BRAND AWARENESS AND BRAND TRUST ON CUSTOMER 

LOYALTY AT DEE COFFEE HOUSE SIDOARJO 

 

In recent years, there has been an increase in the number of coffee shops in 

Indonesia. Business people need to apply creativity and innovation in order to 

thrive in today's highly competitive business environment. This study aims to 

determine the effect of brand image, brand awareness and brand trust on 

customer loyalty at Dee Coffee House Sidoarjo. The method used in this 

research is quantitative method. This type of research uses associative. The 

population in this study were Dee Coffee House customers. The sample used 

was 100 respondents. This study uses non probability sampling techniques. 

This study uses primary and secondary data sources. The data collection 

technique in this study was a questionnaire. Data calculations using the help 

of the SPSS 27 For Windows program tool. The results showed the calculation 

of the T value = 3.405 and the significance value = 0.001. So, Brand Image 

has a positive and significant effect partially on Customer Loyalty. T value = 

2.772 and significance value = 0.008. So, Brand Awareness has a positive and 

significant effect partially on Customer Loyalty. T value = 5.687 and 

significance value = 0.000. So, Brand Trust has a positive and significant effect 

partially on Customer Loyalty. The calculated F value = 20,764 and the 

significance value = 0.000. So, Brand Image, Brand Awareness and Brand 

Trust simultaneously affect Customer Loyalty. 

Keywords: Brand Image, Brand Awareness, Brand Trust, Customer Loyalty 

  


