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THE EFFECT OF BRAND AWARENESS, BRAND ASSOCIATION, AND 

PERCEIVED QUALITY TOWARD CUSTOMER LOYALTY  

(As Study of Starbucks Coffee Shop) 

Metha Kusmawardani1 

 

ABSTRACT 

 

This study aims to analyze the influence of brand awareness, brand association, 

and the impression of the quality of customer loyalty. In this research, Starbucks 

is the object of the study . Starbucks is one of the world's largest coffee shop, so 

the awareness of the existence of the Starbucks brand is likely to be high. 

 

This research uses primary data from 150 people who are consumers of 

Starbucks in Jakarta. From the research, by using multiple linear regression, 

found that brand awareness does not significantly influence consumer loyalty 

Starbucks. However, the impression of quality and brand associations have 

significant influence on the loyalty of Starbucks. Brand awareness, brand 

association, and the impression of quality simultaneously affect customer loyalty 

by 38%, then there is another variable by 62% which is also affecting consumer 

loyalty Starbucks. 

 

Keywords: brand awareness, brand association, the impression of quality, 

customer loyalty.  
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PENGARUH KESADARAN MEREK, ASOSIASI MEREK DAN KESAN 
KUALITAS TERHADAP LOYALITAS KONSUMEN 

(Sebagai Kajian Pada Starbucks Coffee Shop) 

Metha Kusmawardani2 

 

ABSTRAK 

 

Penelitian ini bertujuan untuk menganalisis pengaruh kesadaran merek, asosiasi 

merek, dan kesan kualitas terhadap loyalitas konsumen. Penelitian ini 

menjadikan Starbucks sebagai kajian yang di teliti. Starbucks merupakan salah 

satu kedai kopi terbesar di dunia, sehingga kesadaran akan keberadaan merek 

Starbucks tersebut cenderung tinggi. 

Sampel yang digunakan dalam penelitian ini berjumlah 150 orang yang 

merupakan konsumen Starbucks di Jakarta. Dari hasil penelitian dengan 

menggunakan regresi linear berganda, didapatkan bahwa kesadaran merek tidak 

berpengaruh secara signifikan terhadap loyalitas konsumen Starbucks. Namun, 

asosiasi merek dan kesan kualitas memiliki pengaruh yang signifikan terhadap 

loyalitas Starbucks. Kesadaran merek, asosiasi merek, dan kesan kualitas 

secara bersamaan mempengaruhi loyalitas konsumen sebesar 38%, maka masih 

ada variabel lain sebesar 62% yang juga mempengaruhi loyalitas konsumen 

Starbucks. 

Kata kunci: kesadaran merek, asosiasi merek, kesan kualitas, loyalitas 

konsumen. 
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