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ANALISIS LOYALITAS PELANGGAN TOMORO COFFEE SURABAYA
DENGAN KEPUASAN SEBAGAI VARIABEL MEDIASI PADA
GENERASI “Z2”

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk,
kesesuaian harga, dan electronic word of mouth (e-WOM) terhadap loyalitas
pelanggan dengan kepuasan pelanggan sebagai variabel mediasi pada pelanggan
Tomoro Coffee Surabaya. Persaingan industri coffee shop yang semakin kompetitif
menuntut perusahaan untuk mampu menjaga kualitas produk, menetapkan harga
yang sesuai dengan nilai yang diterima pelanggan, serta memanfaatkan komunikasi
digital guna meningkatkan kepuasan dan loyalitas pelanggan. Oleh karena itu,
penelitian ini dilakukan untuk mengetahui hubungan langsung maupun tidak
langsung antar variabel penelitian.

Penelitian ini menggunakan pendekatan kuantitatif dengan metode
explanatory research. Teknik pengambilan sampel menggunakan purposive
sampling dengan jumlah responden sebanyak 120 pelanggan Tomoro Coffee
Surabaya yang memenuhi kriteria penelitian. Pengumpulan data dilakukan melalui
penyebaran kuesioner menggunakan skala Likert. Metode analisis data yang
digunakan dalam penelitian ini adalah Structural Equation Modeling (SEM)
berbasis Partial Least Square (PLS) dengan bantuan software SmartPLS 4.

Hasil penelitian menunjukkan bahwa kualitas produk memberikan
kontribusi terhadap loyalitas pelanggan. Kesesuaian harga juga memberikan
kontribusi terhadap loyalitas pelanggan. Selain itu, kualitas produk dan kesesuaian
harga memberikan kontribusi terhadap kepuasan pelanggan. Kepuasan pelanggan
juga memberikan kontribusi terhadap loyalitas pelanggan. Namun, electronic word
of mouth (e-WOM) tidak memberikan kontribusi terhadap loyalitas pelanggan
maupun kepuasan pelanggan. Hasil penelitian juga menunjukkan bahwa kepuasan
pelanggan tidak mampu memediasi pengaruh kualitas produk, kesesuaian harga,
dan e-WOM terhadap loyalitas pelanggan. Hal ini menunjukkan bahwa loyalitas
pelanggan Tomoro Coffee lebih dipengaruhi oleh pengalaman langsung yang
diperoleh pelanggan melalui kualitas produk dan kesesuaian harga dibandingkan
informasi yang diperoleh melalui media digital. Oleh karena itu, perusahaan
diharapkan dapat terus menjaga kualitas produk, menetapkan harga yang sesuai
dengan manfaat yang diterima pelanggan, serta meningkatkan kepuasan pelanggan
guna mempertahankan dan meningkatkan loyalitas pelanggan.

Kata Kunci: Kualitas Produk, Kesesuaian Harga, Electronic Word of Mouth (e-
WOM), Kepuasan Pelanggan, Loyalitas Pelanggan, Tomoro Coffee
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ANALYSIS OF TOMORO COFFEE CUSTOMER LOYALTY IN
SURABAYA WITH CUSTOMER SATISFACTION AS A MEDIATION
VARIABLE AMONG GENERATION “Z”

ABSTRACT

This study aims to analyze the influence of product quality, price suitability,
and electronic word of mouth (e-WOM) on customer loyalty with customer
satisfaction as a mediating variable among Tomoro Coffee customers in Surabaya.
The increasingly competitive coffee shop industry requires companies to maintain
product quality, offer prices that match the value perceived by customers, and
utilize digital communication to enhance customer satisfaction and loyalty.
Therefore, this study was conducted to examine both the direct and indirect
relationships among the research variables.

This study employed a quantitative approach using an explanatory research
method. The sampling technique used was purposive sampling, with a total of 120
Tomoro Coffee customers in Surabaya who met the research criteria. Data were
collected through questionnaires using a Likert scale. The data were analyzed using
Structural Equation Modeling (SEM) based on Partial Least Squares (PLS) with the
assistance of SmartPLS 4 software.

The results indicate that product quality has a significant contribution to
customer loyalty. Price suitability also contributes significantly to customer loyalty.
In addition, product quality and price suitability significantly influence customer
satisfaction. Customer satisfaction also has a significant contribution to customer
loyalty. However, electronic word of mouth (e-WOM) does not significantly
contribute to either customer loyalty or customer satisfaction. Furthermore,
customer satisfaction is unable to mediate the effects of product quality, price
suitability, and e-WOM on customer loyalty. These findings indicate that Tomoro
Coffee customer loyalty is more strongly influenced by customers’ direct
experiences with product quality and price suitability than by information obtained
through digital media. Therefore, the company is expected to continuously maintain
product quality, offer prices that are aligned with the benefits received by
customers, and improve customer satisfaction in order to sustain and enhance
customer loyalty.

Keywords: Product Quality, Price Suitability, Electronic Word of Mouth (eWOM),
Customer Satisfaction, Customer Loyalty, Tomoro Coffee.
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