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PENGARUH BRAND IMAGE DAN BRAND AWARENESS TERHADAP 

BRAND LOYALTY FORE COFFEE 

Muhammad Rifky Pratama 

 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh dari brand 

image (X1), dan brand awareness (X2) yang signifikan terhadap brand loyalty (Y) 

fore coffee secara parsial dan simultan.metode penelitian menggunakan metode 

kuantitatif. Sumber data yang digunakan pada penelitian ini menggunakan data 

primer yang diperoleh dari 100 responden penelitian dengan teknik pengumpulan 

simple random sampling. Analisis yang digunakan menggunakan analisis deskriptif 

dan regresi linear berganda.hasil Uji F menunjukan bahwa brand image dan brand 

awareness secara simultan berpengaruh positif dan signifikan terhadap brand 

loyalty fore coffee. Hasil uji T juga menunjukan adanya pengaruh positif dan 

signifikan secara parsial dari variabel brand image dan brand awareness terhadap 

brand loyalty fore coffee 
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THE EFFECT OF BRAND IMAGE AND BRAND AWARENESS ON BRAND 

LOYALTY FORE COFFEE 

Muhammad Rifky Pratama 

 

 

ABSTRACT 

 

This study aims to determine and analyze the effect of brand image (X1), and brand 

awareness (X2) which is significant on brand loyalty (Y) fore coffee partially and 

simultaneously. The research method uses quantitative methods. Sources of data 

used in this study using primary data obtained from 100 research respondents with 

simple random sampling collection technique. The analysis used is descriptive 

analysis and multiple linear regression. F test results show that brand image and 

brand awareness simultaneously have a positive and significant effect on brand 

loyalty fore coffee. The results of the T test also show that there is a positive and 

partially significant effect of brand image and brand awareness variables on brand 

loyalty fore coffee 
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