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Pengaruh Brand Equity, Offering Equity, dan Relationship Equity Terhadap 

Customer Satisfaction dan Dampaknya terhadap Loyalitas Pelanggan Kopi 

Tuku 

Mega Yunita Gayo 

 

ABSTRAK 

Penelitian ini bertujuan menganalisis pengaruh Brand Equity (BE), Offering Equity 

(OE), dan Relationship Equity (RE) terhadap Customer Satisfaction (CS) dan 

Customer Loyalty (CL) pada Kopi Tuku, serta menguji peran mediasi Customer 

Satisfaction. Penelitian menggunakan pendekatan kuantitatif melalui survei dan 

dianalisis dengan metode Partial Least Squares-Structural Equation Modeling 

(PLS-SEM). Hasil penelitian menunjukkan bahwa Brand Equity dan Offering 

Equity berpengaruh positif dan signifikan terhadap Customer Satisfaction, 

sedangkan Relationship Equity tidak berpengaruh signifikan. Terhadap Customer 

Loyalty, Relationship Equity dan Customer Satisfaction berpengaruh positif dan 

signifikan, sementara Brand Equity dan Offering Equity tidak berpengaruh 

langsung secara signifikan. Analisis mediasi menunjukkan bahwa Customer 

Satisfaction memediasi secara signifikan pengaruh Brand Equity dan Offering 

Equity terhadap Customer Loyalty, tetapi tidak memediasi hubungan Relationship 

Equity terhadap Customer Loyalty. Temuan ini menunjukkan bahwa loyalitas 

pelanggan dibangun tidak hanya melalui pengaruh langsung, tetapi juga melalui 

kepuasan pelanggan sebagai mekanisme mediasi. Oleh karena itu, peningkatan 

kepuasan pelanggan melalui penguatan merek dan kualitas penawaran menjadi 

strategi penting dalam membangun loyalitas pelanggan pada industri food and 

beverage. 

Kata kunci: Brand Equity, Offering Equity, Relationship Equity, Customer 

Satisfaction, Customer Loyalty, PLS-SEM, Kopi Tuku. 



Universitas Bakrie 

 

vii 

 

The Influence of Brand Equity, Offering Equity, and Relationship Equity on 

Customer Satisfaction and Their Impact on Customer Loyalty at Kopi Tuku 

Mega Yunita Gayo 

ABSTRACT 

This study aims to examine the effects of Brand Equity (BE), Offering Equity (OE), 

and Relationship Equity (RE) on Customer Satisfaction (CS) and Customer Loyalty 

(CL) at Kopi Tuku, while also investigating the mediating role of Customer 

Satisfaction. A quantitative survey approach was employed, and the data were 

analyzed using Partial Least Squares–Structural Equation Modeling (PLS-SEM). 

The results indicate that Brand Equity and Offering Equity have positive and 

significant effects on Customer Satisfaction, whereas Relationship Equity does not 

have a significant effect. Regarding Customer Loyalty, Relationship Equity and 

Customer Satisfaction have positive and significant effects, while Brand Equity and 

Offering Equity do not exert significant direct effects. Mediation analysis reveals 

that Customer Satisfaction significantly mediates the relationships between Brand 

Equity and Customer Loyalty as well as between Offering Equity and Customer 

Loyalty, but does not mediate the relationship between Relationship Equity and 

Customer Loyalty. These findings suggest that customer loyalty is developed not 

only through direct effects but also through the indirect mechanism of customer 

satisfaction. Therefore, enhancing customer satisfaction by strengthening brand 

value and product offerings is essential for fostering customer loyalty in the food 

and beverage industry. 

Keywords: Brand Equity, Offering Equity, Relationship Equity, Customer 

Satisfaction, Customer Loyalty, PLS-SEM, Kopi Tuku.  
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