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ANALISIS CUSTOMER TRUST DAN BRAND IMAGE TERHADAP
WORD OF MOUTH MELALUI CUSTOMER SATISFACTION DI

STARBUCKS SURABAYA

AKBAR MARETTIAN FIRDAUS
NIM. 23061020034

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh Customer Trust dan
Brand Image terhadap Word of Mouth dengan Customer Satisfaction sebagai
variabel mediasi pada pelanggan Starbucks di Surabaya. Secara khusus,
penelitian ini menguji: pengaruh Customer Trust terhadap Word of Mouth,
pengaruh Brand Image terhadap Word of Mouth, pengaruh Customer Trust
terhadap Word of Mouth melalui Customer Satisfaction, dan pengaruh Brand
Image terhadapWord of Mouth melalui Customer Satisfaction.
Populasi penelitian ini adalah pelanggan Starbucks Coffee Shop di Surabaya
dengan jumlah sampel 140 responden yang ditentukan menggunakan teknik
accidental sampling. Analisis data dilakukan dengan pendekatan Partial Least
Square (PLS) menggunakan perangkat lunak SmartPLS 3.0.
Hasil penelitian menunjukkan bahwa: Customer Trust memberikan kontribusi
dalam meningkatkan Word of Mouth, Brand Image memberikan kontribusi
dalam meningkatkan Word of Mouth, Customer Trust memberikan kontribusi
dalam meningkatkan Word of Mouth melalui Customer Satisfaction dan
Brand Image memberikan kontribusi dalam meningkatkan Word of Mouth
melalui Customer Satisfaction
Kata kunci: Customer Trust, Brand Image, Customer Satisfaction,Word of Mouth
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ABSTRACT

This study aims to analyze the influence of Customer Trust and Brand Image on
Word of Mouth with Customer Satisfaction as a mediating variable among Starbucks
customers in Surabaya. Specifically, this study examines: the effect of Customer
Trust on Word of Mouth, the effect of Brand Image on Word of Mouth, the effect of
Customer Trust on Word of Mouth through Customer Satisfaction, and the effect of
Brand Image on Word of Mouth through Customer Satisfaction.
The population of this study consists of Starbucks Coffee Shop customers in
Surabaya, with a sample size of 140 respondents selected using an accidental
sampling technique. Data analysis was conducted using the Partial Least Square
(PLS) approach with SmartPLS 3.0 software.
The results indicate that: Customer Trust contributes to enhancing Word of Mouth,
Brand Image contributes to enhancing Word of Mouth, Customer Trust contributes to
enhancing Word of Mouth through Customer Satisfaction, and Brand Image
contributes to enhancing Word of Mouth through Customer Satisfaction.
Keywords: Customer Trust, Brand Image, Customer Satisfaction,Word of Mouth


