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ABSTRAKSI

The Influence Of Price and Brand Image on Customer Loyalty Customer Satisfaction
as an Intervening Variable (A Study on Fore Coffee in Surabaya City)

The rapid growth of the coffee shop industry in Indonesia, particularly in urban
centers like Surabaya, has driven intense competition among local and international
brands. To sustain market share against larger competition, coffee shops must formulate
precise marketing strategies focusing on elements that foster long-tem customer loyalty.
This study aims to determine and analyze the direct and indirect effects of Price and
Brand Image on Customer Loyalty, using Customer Satisfaction as an intervening
variable, specifically focusing on Fore Coffee customers in Surabaya.

This research employs a quantitative approach. The population consists of Fore
Coffee customers, with a sample size of 100 respondents include being aged 17-35 years
(representing Gen Z and Millennials) and having made repeat purchases. Primary data
was gathered through questionnaires using a 5-point Likert scale and analyzed using
Structural Equation Modeling (SEM) with Partial Least Squares (PLS) via bootstrapping
methods.

The results of the hypothesis testing indicate that Price has a positive and significant
effect on Customer Satisfaction. Similarly, Brand Image demonstrates a positive and
significant effect on Customer Satisfaction. Furthermore, Customer Satisfaction exerts a
positive and significant influence on Customer Loyalty. In terms of indirect execution,
the study confirms that Customer Satisfaction serves as a significant mediating
(intervening) variable. Price significantly and positively influences Customer Loyalty
through Customer Satisfaction. Brand Image also significantly impacts Customer
Loyalty through Customer Satisfaction. These findings imply that affordable and
strategic pricing coupled with a premium, tech-driven brand image will effectively
amplify customer satisfaction levels, which subsequently serves as a robust foundation
to consolidate long-term customer loyalty for local coffee shops.

Keywords: Price, Brand Image, Customer Satisfaction, Customer Loyalty, Fore Coffee.
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