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ABSTRAKSI

MAKNA BRAND AWARENESS, BRAND EXPERIENCE, DAN BRAND
ENGAGEMENT DALAM MEMBANGUN LOYALITAS KONSUMEN
KOPI TUKU DI SURABAYA

Citra Nia Ramadhani, Maharani Ikaningtyas

Penelitian ini bertujuan untuk menganalisis loyalitas konsumen
Kopi Tuku melalui tiga variabel utama, yaitu brand awareness, brand
experience, dan brand engagement. Penelitian ini menggunakan jenis
penelitian deskriptif dengan pendekatan kualitatif. Subjek penelitian ini
terdiri dari 6 konsumen yang telah melakukan pembelian kopi tuku secara
konstan selama 2 tahun terakhir. Teknik pengumpulan data dalam penelitian
ini dilakukan melalui observasi, wawancara juga dokumentasi. Teknik
analisis data yang digunakan yaitu dari miles huberman yang terdiri dari
pengumpulan data, reduksi data, penyajian data serta membuat kesimpulan.
Hasil dari penelitian ini menunjukkan bahwa brand awareness kopi tuku
tidak hanya terbentuk dari pengenalan visual seperti logo atau kemasan, tetapi
konsumen telah berhasil mencapai tingkatan tertinggi yakni fop of mind.
Brand experience dirasakan melalui dimensi sensorik, afeksi, intelektual serta
perilaku, yang menjadikan kopi tuku bukan sekadar penyedia minuman,
tetapi bagian dari rutinitas serta identitas konsumen. Sementara itu, brand
engagement tercermin dari keterlibatan emosional yang kuat, kebiasaan
pembelian berulang, partisipasi dalam mencoba produk baru, hingga
kepemilikan merchandise. Penelitian ini menegaskan bahwa loyalitas
konsumen kopi tuku yang terbentuk bukan hanya karena kualitas produk
maupun harga, tetapi melalui sinergi antara brand awareness, brand
experience, dan brand engagement yang membangun hubungan terasa
personal dan emosional antara konsumen dengan brand.

Kata Kunci : Brand Awareness, Brand Experience, Brand Engagement,
Loyalitas Konsumen.
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ABSTRACT

The Meaning of Brand Awareness, Brand Experience, and Brand
Engagement in Building Consumer Loyalty of Tuku Coffee in Surabaya

Citra Nia Ramadhani, Maharani Ikaningtyas

This study aims to analyze consumer loyalty towards Kopi Tuku through
three main variables, namely brand awareness, brand experience, and brand
engagement. This research uses a descriptive method with a qualitative
approach. The research subjects consist of six consumers who have
consistently purchased Kopi Tuku for the past two years. Data collection
techniques in this study were carried out through observation, interviews, and
documentation. The data analysis technique used is the Miles and Huberman
model, which consists of data collection, data reduction, data presentation,
and drawing conclusions.The results of this study indicate that Kopi Tuku's
brand awareness is not only formed from visual recognition such as logos or
packaging but has reached the highest level, namely top of mind. Brand
experience is felt through sensory, affective, intellectual, and behavioral
dimensions, making Kopi Tuku not only a beverage provider but also part of
the consumers’ routines and identities. Meanwhile, brand engagement is
reflected in strong emotional involvement, repeated purchasing habits,
participation in trying new products, and ownership of merchandise. This
study emphasizes that consumer loyalty towards Kopi Tuku is not solely built
on product quality or price but through the synergy between brand awareness,
brand experience, and brand engagement, which creates a personal and
emotional connection between consumers and the brand.

Keywords: Brand Awareness, Brand Experience, Brand Engagement,
Consumer Loyalty.



