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SCHUTZ 
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ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pemaknaan pengalaman konsumen yang 

melatarbelakangi dan mengarahkan terbentuknya loyalitas pembelian terhadap Toko Kopi 

Tuku melalui perspektif fenomenologi sosial Alfred Schutz. Fenomena ini dilatarbelakangi 

oleh tingginya kompetisi dalam industri Coffee Shop modern, di mana Toko Kopi Tuku mampu 

mempertahankan loyalitas pelanggan melalui pendekatan neighborhood Coffee Shop berbasis 

nilai relasional dan filosofi “Bertetangga Baik”. Penelitian ini menggunakan pendekatan 

kualitatif dengan metode fenomenologi transendental. Pengumpulan data dilakukan melalui 

wawancara mendalam terhadap enam informan kunci yang dipilih secara purposive, observasi 

nonpartisipan di gerai, serta studi dokumentasi. Analisis data berfokus pada dua kerangka motif 

Schutz, yaitu because motive (motif karena) dan in order to motive (motif untuk). Hasil 

penelitian menunjukkan bahwa pada because motive, loyalitas konsumen dibentuk oleh 

akumulasi pengalaman masa lalu yang mencakup perkenalan awal melalui jejaring sosial dan 

media digital, kecocokan profil rasa Es Kopi Susu Tetangga yang konsisten, harga yang 

terjangkau, pelayanan barista yang responsif dan ramah, serta penanganan keluhan yang 

inklusif dan humanis. Sementara itu, pada in order to motive, tindakan pembelian berulang 

didorong oleh tujuan pragmatis dan psikologis, seperti upaya menjaga kelangsungan rutinitas 

harian, memperoleh kenyamanan dan ketenangan (third place), menikmati kepastian kualitas 

produk, serta mempertahankan keterikatan emosional dan hubungan sosial dengan identitas 

merek. Implikasi dari penelitian ini memperlihatkan bahwa filosofi “Bertetangga Baik” 

dihayati konsumen bukan sekadar sebagai slogan promosi, melainkan sebagai bentuk 

pengalaman relasional yang bertransformasi menjadi kebiasaan dan familiaritas dalam dunia 

kehidupan (life-world) sehari-hari.  

Kata kunci: Pengalaman Konsumen, Loyalitas Konsumen, Pemaknaan, Fenomenologi Sosial, 

Alfred Schutz, Toko Kopi Tuku  
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UNDERSTANDING CONSUMER EXPERIENCES IN THE FORMATION OF 

LOYALTY TO TOKO KOPI TUKU: AN ALFRED SCHUTZ SOCIAL 

PHENOMENOLOGICAL 

PERSPECTIVE 

 

Sadira Arifiani 

 

 

ABSTRACT 

 

This study aims to analyze the subjective interpretation of consumer experiences underlying 

and directing the formation of purchasing loyalty toward Toko Kopi Tuku through Alfred 

Schutz's social phenomenological perspective. This research is motivated by the intense 

competition within the modern Coffee Shop industry, where Toko Kopi Tuku successfully 

sustains customer loyalty through a neighborhood Coffee Shop approach rooted in relational 

values and the "Bertetangga Baik" philosophy. A qualitative approach utilizing transcendental 

phenomenology was adopted. Data were collected through in-depth interviews with six 

purposively selected key informants, non-participant store observations, and documentary 

analysis. The analytical framework focused on Schutz's dual motive scheme: the "because 

motive" and the "in order to motive". The findings demonstrate that under the "because 

motive," consumer loyalty is constructed by accumulated past experiences, including initial 

discovery through social networks and digital media, consistent taste profiles of Es Kopi Susu 

Tetangga, affordable pricing, responsive and friendly barista interactions, as well as inclusive 

and empathetic service recovery. Concurrently, under the "in order to motive," repeated 

purchasing behavior is driven by pragmatic and psychological aspirations, such as sustaining 

daily routines, attaining emotional comfort and relaxation within a third-place environment, 

ensuring product quality certainty, and maintaining emotional and social connectedness with 

the brand identity. This research reveals that the "Bertetangga Baik" philosophy is experienced 

not merely as a marketing campaign, but as a relational practice that naturally integrates into 

consumers' everyday lifeworlds as a familiar and reassuring habit. 

Keywords: Consumer Experience, Consumer Loyalty, Meaning-Making, Social 

Phenomenology, Alfred Schutz, Toko Kopi Tuku 
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