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PERAN BRAND EQUITY DALAM MEMEDIASI HUBUNGAN SERVICE 

QUALITY DAN CUSTOMER SATISFACTION DENGAN CUSTOMER 

LOYALTY DI KEDAI KOPI TUKU, JAKARTA SELATAN 

 

Muhammad Feyzel Khalfani Putra Ardanesworo 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Service Quality dan Customer Satisfaction terhadap 

Customer Loyalty dengan Brand Equity sebagai variabel mediasi pada Kopi Tuku di Jakarta Selatan. 

Menggunakan metode kuantitatif dengan desain eksplanatori, data dikumpulkan melalui kuesioner dari 

100 responden generasi Milenial dan Gen Z, kemudian dianalisis menggunakan Structural Equation 

Modeling-Partial Least Squares (SEM-PLS). Hasil penelitian menunjukkan bahwa Service Quality 

memiliki pengaruh dominan terhadap Customer Satisfaction, namun tidak berpengaruh signifikan 

terhadap Customer Loyalty, baik secara langsung maupun melalui mediasi. Sebaliknya, Customer 

Satisfaction tidak berpengaruh langsung terhadap Customer Loyalty, namun berpengaruh signifikan 

melalui mediasi Brand Equity. Temuan juga mengonfirmasi bahwa Brand Equity berpengaruh positif 

dan signifikan terhadap Customer Loyalty. Penelitian ini menyimpulkan bahwa dalam konteks Kopi 

Tuku, kepuasan pelanggan dan kualitas layanan tidak serta-merta menjamin kesetiaan tanpa adanya 

persepsi nilai merek yang kuat, di mana loyalitas terbentuk ketika kepuasan berhasil dikonversi menjadi 

Brand Equity. 

Kata Kunci: Service Quality, Customer Satisfaction, Brand Equity, Customer Loyalty, Tuku. 
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THE ROLE OF BRAND EQUITY IN MEDIATING THE RELATIONSHIP 

BETWEEN SERVICE QUALITY AND CUSTOMER SATISFACTION WITH 

CUSTOMER LOYALTY AT KOPI TUKU COFFEE SHOP, SOUTH JAKARTA 

 

Muhammad Feyzel Khalfani Putra Ardanesworo 

 

ABSTRACT 

This study aims to analyze the effect of Service Quality and Customer Satisfaction on Customer 

Loyalty, with Brand Equity as a mediating variable at Kopi Tuku in South Jakarta. Using a 

quantitative method with an explanatory research design, data were collected through 

questionnaires from 100 Millennial and Gen Z respondents and analyzed using Structural 

Equation Modeling–Partial Least Squares (SEM-PLS). The results show that Service Quality 

has a dominant effect on Customer Satisfaction but does not have a significant effect on 

Customer Loyalty, either directly or through mediation. Conversely, Customer Satisfaction 

does not directly affect Customer Loyalty but has a significant effect through the mediation of 

Brand Equity. The findings also confirm that Brand Equity has a positive and significant effect 

on Customer Loyalty. This study concludes that in the context of Kopi Tuku, customer 

satisfaction and service quality do not automatically guarantee loyalty without a strong 

perception of brand value; loyalty is formed when satisfaction is successfully converted into 

Brand Equity. 

Keywords: Service Quality, Customer Satisfaction, Brand Equity, Customer Loyalty, Kopi 

Tuku. 
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