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ABSTRAK 

Starbucks merupakan perusahaan kedai kopi yang telah berekspansi dan sudah 

memiliki banyak cabang di dunia termasuk Indonesia. Meskipun Starbucks sudah 

memiliki image yang besar tetapi Starbucks tetap mengandalkan kualitas 

produknya dalam menggait kepercayaan pelanggannya. Penetapan harga minuman 

Starbucks yang sejalan dengan kualitas produknya membuat pelanggannya tetap 

loyal dan melakukan pembelian ulang.  Penelitian ini bertujuan untuk menganalisis 

dan mengetahui pengaruh dari brand image, product quality, dan harga terhadap 

brand loyalty produk minuman Starbucks di Surabaya secara parsial maupun 

simultan.  Populasi yang diambil peneliti adalah pelanggan Starbucks di Kota 

Surabaya yang pernah melakukan pembelian minimal dua kali. Oleh karen itu, 

teknik analisis dalam penelitian ini menggunakan teknik purposive sampling 

sehingga mendapatkan sampel sebanyak 100 responden. Sampel diperoleh dan 

diambil melalui pengisian Google Form. Teknis analisis data yang digunakan dalam 

penelitian ini yairu uji validitas, uji reliabilitas, teknik asumsi klasik, teknis analisis 

linear berganda dan uji hipotesis meliputi uji parsial dan uji simultan. Dengan 

demikian hasil penelitian menunjukkan bahwa brand image, product quality, dan 

harga secara simultan berpengaruh signifikan terhadap brand loyalty. Brand image 

secara parsial tidak berpengaruh terhadap brand loyalty, product quality secara 

parsial berpengaruh signifikan terhadap brand loyalty, dan harga secara parsial 

berpengaruh signifikan terhadap brand loyalty. 

Kata Kunci : Brand Image, Product Quality, Harga, Brand Loyalty 

 

 

 

 

 

 

 

 



 

x 

ABSTRACT 

Starbucks is a coffee shop company that has expanded and has many branches in 

the world including Indonesia. Even though Starbucks already has a big image, 

Starbucks still relies on the quality of its products in gaining the trust of its 

customers. Starbucks beverage pricing in line with the quality of its products keeps 

its customers loyal and makes repeat purchases. This study aims to analyse and 

determine the effect of brand image, product quality, and price on brand loyalty for 

Starbucks beverage products in Surabaya partially or simultaneously. The 

population taken by researchers is Starbucks customers in Surabaya City who have 

made at least two purchases. Therefore, the analysis technique in this study used 

purposive sampling technique to get a sample of 100 respondents. Samples were 

obtained and taken through filling out Google Forms. The data analysis techniques 

used in this study are validity test, reliability test, classical assumption technique, 

multiple linear analysis technique and hypothesis testing including partial test and 

simultaneous test. Thus the results showed that brand image, product quality, and 

price simultaneously had a significant effect on brand loyalty. Brand image 

partially has no effect on brand loyalty, product quality partially has a significant 

effect on brand loyalty, and price partially has a significant effect on brand loyalty. 

Keywords : Product Quality, Brand Image, Price, and Brand Loyalty 
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