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ABSTRAK 

 

Dilan Serviako Sinaga, 22042010342, Pengaruh Service Quality, Brand Image, 

dan Customer Perceived Value terhadap Customer Satisfaction Kopi 

Kenangan (Studi pada Konsumen Generasi Z di Kota Surabaya). 

Pembimbing R. Yuniardi Rusdianto, S.Sos., M.Si 

. 

Laju pertumbuhan kedai kopi modern di Indonesia terasa semakin kencang, seiring 

bergesernya gaya hidup masyarakat perkotaan, terutama Generasi Z yang akrab 

dengan budaya nongkrong, kerja fleksibel, dan konsumsi berbasis pengalaman. 

Dalam situasi persaingan yang makin padat, perusahaan tidak cukup hanya menjual 

produk yang enak; kepuasan konsumen harus dibangun dan dijaga secara konsisten. 

Di titik inilah Kopi Kenangan, sebagai salah satu merek kopi lokal dengan jaringan 

besar, dituntut untuk terus memperhatikan kualitas layanan di gerai, citra merek 

yang melekat di benak konsumen, serta nilai yang benar-benar dirasakan dari setiap 

pembelian. Penelitian ini berangkat dari kebutuhan tersebut dan bertujuan untuk 

mengkaji pengaruh Service Quality, Brand Image, dan Customer Perceived Value 

terhadap Customer Satisfaction pada konsumen Generasi Z Kopi Kenangan di Kota 

Surabaya. Pendekatan yang digunakan adalah kuantitatif dengan jenis penelitian 

deskriptif asosiatif. Data diperoleh melalui survei kuesioner kepada 160 responden 

yang pernah melakukan pembelian Kopi Kenangan dan berdomisili di Surabaya, 

kemudian dianalisis menggunakan regresi linier berganda. Hasil analisis 

menunjukkan bahwa ketiga variabel independen secara simultan berpengaruh 

terhadap Customer Satisfaction. Ketika diuji secara parsial, Service Quality, Brand 

Image, dan Customer Perceived Value juga terbukti memiliki pengaruh positif dan 

signifikan. Temuan ini mengindikasikan bahwa pengalaman layanan yang baik, 

citra merek yang kuat, serta persepsi nilai yang sepadan dengan harga dan kualitas 

produk berperan penting dalam membentuk kepuasan konsumen Generasi Z Kopi 

Kenangan. 

 

Kata kunci: Service Quality, Brand Image, Customer Perceived Value, Customer 

Satisfaction. 
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ABSTRACT 

 

Dilan Serviako Sinaga, 22042010342, Pengaruh Service Quality, Brand Image, 

dan Customer Perceived Value terhadap Customer Satisfaction Kopi 

Kenangan (Studi pada Konsumen Generasi Z di Kota Surabaya). 

Pembimbing R. Yuniardi Rusdianto, S.Sos., M.Si 

. 

 

The growth rate of modern coffee shops in Indonesia is accelerating, in line with 

the changing lifestyles of urban communities, especially Generation Z, who are 

familiar with hanging out, flexible working, and experience-based consumption. In 

an increasingly competitive environment, it is not enough for companies to simply 

sell delicious products; Customer Satisfaction must be built and maintained 

consistently. This is where Kopi Kenangan, as one of the local coffee brands with 

a large network, is required to continuously pay attention to Service Quality at its 

outlets, the Brand Image that sticks in consumers' minds, and the value that is truly 

felt from each purchase. This study stems from these needs and aims to examine 

the influence of Service Quality, Brand Image, and Customer Perceived Value on 

Customer Satisfaction among Generation Z consumers of Kopi Kenangan in the 

city of Surabaya. The approach used is quantitative with an associative descriptive 

research type. Data was obtained through a questionnaire survey of 160 respondents 

who had purchased Kopi Kenangan and resided in Surabaya, then analyzed using 

multiple linear regression. The results of the analysis show that the three 

independent variables simultaneously affect Customer Satisfaction. When tested 

partially, Service Quality, Brand Image, and Customer Perceived Value were also 

proven to have a positive and significant influence. These findings indicate that 

good service experience, strong Brand Image, and perceived value commensurate 

with the price and quality of the product play an important role in shaping the 

satisfaction of Generation Z Kopi Kenangan consumers.  

 

Keywords: Service Quality, Brand Image, Customer Perceived Value, Customer 

Satisfaction. 

 


