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PENGARUH KOMUNIKASI INTEPERSONAL DAN BRAND 

EXPERIENCE TERHADAP CUSTOMER LOYALTY PADA PELANGGAN 

WHILEY KOTA WISATA CIBUBUR 

Noufal Alif Farhannaya 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis pengaruh Komunikasi Interpersonal 

dan Brand Experience terhadap Customer Loyalty pada pelanggan Whiley Kota 

Wisata Cibubur, menggunakan pendekatan kuantitatif eksplanatif dengan populasi 

1.512 pelanggan dan sampel 317 responden yang ditentukan melalui rumus Slovin 

dan simple random sampling. Data dikumpulkan melalui kuesioner Likert dan 

dianalisis menggunakan PLS-SEM dengan SmartPLS 4.0. Pada uji validitas 

konvergen, sebagian besar dari 25 indikator awal harus dieliminasi karena nilai 

outer loading di bawah 0,50, sehingga hanya sembilan indikator dipertahankan pada 

model akhir. Nilai Cronbach's Alpha ketiga konstruk tergolong rendah (Brand 

Experience=0,247; Customer Loyalty=0,145; Komunikasi Interpersonal=0,305), 

namun reliabilitas tetap terpenuhi berdasarkan Composite Reliability di atas 0,70. 

Hasil menunjukkan Komunikasi Interpersonal tidak berpengaruh signifikan 

terhadap Customer Loyalty (koefisien jalur=0,126; t=1,884; p=0,060), sedangkan 

Brand Experience berpengaruh positif signifikan (koefisien jalur=0,478; t=6,808; 

p=0,000). Secara simultan, R-Square sebesar 0,280 (adjusted=0,276) tergolong 

lemah. Penelitian ini terbatas pada cakupan satu gerai dan nilai HTMT yang 

melampaui ambang batas validitas diskriminan yang direkomendasikan. 

 

Kata Kunci:  Komunikasi Interpersonal, Brand Experience, Customer Loyalty, 

PLS-SEM, Coffee Shop
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THE INFLUENCE OF INTERPERSONAL COMMUNICATION AND 

BRAND EXPERIENCE ON CUSTOMER LOYALTY OF WHILEY KOTA  

WISATA CIBUBUR CUSTOMER’S 

Noufal Alif Farhannaya 

 

ABSTRACT 

This study analyzes the influence of Interpersonal Communication and Brand 

Experience on Customer Loyalty among customers of Whiley Kota Wisata 

Cibubur, using an explanatory quantitative approach with a population of 1,512 

customers and a sample of 317 respondents determined via the Slovin formula and 

simple random sampling. Data were collected through a Likert-scale questionnaire 

and analyzed using PLS-SEM with SmartPLS 4.0. During convergent validity 

testing, most of the 25 initial indicators were eliminated due to outer loading values 

below 0.50, leaving only nine indicators in the final model. Cronbach's Alpha 

values for all three constructs were low (Brand Experience=0.247; Customer 

Loyalty=0.145; Interpersonal Communication=0.305), though reliability was 

confirmed via Composite Reliability values above 0.70. Results show Interpersonal 

Communication has no significant effect on Customer Loyalty (path 

coefficient=0.126; t=1.884; p=0.060), while Brand Experience has a positive, 

significant effect (path coefficient=0.478; t=6.808; p=0.000). Simultaneously, R-

Square of 0.280 (adjusted=0.276) is categorized as weak. This study is limited by 

its single-outlet scope and HTMT values exceeding the recommended discriminant 

validity threshold. 

 

Keywords: Interpersonal Communication, Brand Experience, Customer Loyalty, 

PLS-SEM, Coffee Shop
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