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ABSTRACT

With the fact of tight competition in café industry in Surabaya, Starbucks in Surabaya also
needs to improve its performance to be able to compete with the current competition, to grow more
in the market, and to be sustained in Surabaya. One of the things that be done is by improving the
brand equity so that it can improve customer satisfaction and customer loyalty. This research
would like to find the impact of brand equity towards customer loyalty as well as testing the
customer satisfaction mediating effect. By distributing 228 questionnaires spread around Surabaya
via online through the Google form and by conducting sobel test, this research has proven that
brand equity has a positive impact towards customer loyalty and customer satisfaction is proven to
have a mediating impact.
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ABSTRAK

Dengan adanya kompetisi yang ketat di industry kafe di Surabaya, Starbucks di Surabaya
juga perlu meningkatkan performanya agar dapat bersaing, tumbuh, and bertahan di pasar
Surabaya. Penelitian ini ingin menganalisa dampak ekuitas merek terhadap loyalitas konsumen
and juga menguji dampak mediasi dari kepuasan konsumen. Dengan menyebarkan 228 kuisioner
yang tersebar di Surabaya dengan Google form dan melakukan uji sobel, penelitian ini
membuktikan bahwa ekuitas merek memiliki dampak positif terhadap loyalitas konsumen dan
kepuasan konsumen terbukti memiliki dampak mediasi.

Kata Kunci: Ekuitas Merek, Kepuasan Konsumen, Loyalitas Konsumen, Starbucks

INTRODUCTION

The economic growth of Surabaya, the second biggest
city in Indonesia has reached above East Java Province and
also National economic growth (“Inilah Postur Ekonomi
Surabaya Saat Ini”, 2014). In the second quarter of year
2013 for instance, the economic growth of Surabaya
reached 7.54%, while East Java was 6.97%, and National
economic growth was about 5.81% (“Inilah Postur
Ekonomi Surabaya Saat Ini”, 2014). In addition, this
economic growth of Surabaya is keep increasing for about
7.3% until 7.8% as predicted by the Surabaya Government
(Pemkot) in the beginning of the year 2015 (Jawa Pos,
2015).

With the rapid economic growth of Surabaya, it is
inevitably that Surabaya becomes a good place for business
and investment destination. Furthermore, in the year of
2011 until 2013, the most growing sector in Surabaya was
mostly coming from hotel, café, and restaurant industry,
followed by processing industry, transportation and
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communication (BPS Kota Surabaya, 2015). In the city
development planning of Surabaya 2014, it was also
predicted that hotel, café, and restaurant industry still
became the most contributor in the economic development
of Surabaya in year 2014 and 2015 (“Rencana Kerja
Pembangunan Daerah Kota Surabaya Tahun 20147,
2014). From those data, it shows that café industry is really
growing especially in Surabaya area.

According to Asosiasi Pengusaha Kafe dan Restoran
(Apkrindo) East Java, it was predicted that the number of
café and restaurant could grow for about 15% until 20% in
the future due to the rapid growth of infrastructure
development in Surabaya (“Percepatan Infrastructur Bakal
Pacu Pertumbuhan 15%”, 2014). The more infrastructures
are developed in Surabaya, the more café will be established
(“Percepatan Infrastructur Bakal Pacu Pertumbuhan
15%”, 2014). One of the examples of infrastructure
development is culinary and life style area called “The
Lagoon” in East of Surabaya area developed by Pakuwon
Group in 2015. The director of Pakuwon, Sutandi



Purnomosidi stated that there will be several in-door and
out-door cafés operate at The Lagoon in October 2015
(“Pakuwon Hadirkan Fasilitas Hunian Lifestyle Di
Surabaya Timur”, 2015).

The increasing number of café in Surabaya is
supported not only by the growth of macro-economic like
the researcher has explained in the previous paragraph, but
also the life style of Surabaya society who likes to visit café
("Cafe dan Restoran di Surabaya Tumbuh Hingga 20%
Setiap Tahunnya™, 2013). With the rapid expected growth
of cafe industry for about 15% until 20% in Surabaya, it is
shown that there might be a tight competition that makes a
company has to think more about how to compete with
other competitors and to be able to sustain in the existing
industry.

One of the players in café industry in Surabaya is
Starbucks. To be sustained in the café industry, one of the
things that can be done by the Starbucks is by increasing the
brand equity. According to Aaker (1991), brand equity can
be achieved by having perceived quality, brand association,
brand loyalty, and brand awareness. When the brand equity
is high, the customer loyalty also will be high (Alyasa &
Kusnilawati, 2012). For example, when a café offers good
quality of products and services, it can make the customers
do repeat purchase and prefer to go to that café compared to
others (“Wawancara Bos Starbucks Indonesia: Tak Cukup
di Mal”, 2013). Also, when the brand equity increases, it
will also give impact to customer satisfaction (Pappu &
Quester, 2006). Customer satisfaction means customer can
get something beyond their expectation (Kotler & Keller,
2012). When a company gives good quality of product and
services, it can make the customers can think that what they
get is more than what they pay for (Jargensen, 2013).
Moreover, customer satisfaction itself can give impact to
customer loyalty (Chandra, 2014). It means, when customer
gets something more than they has expected, the customer
tends to do repeat visitation and repeats purchasing to a
certain products and services offered (Logiawan & Subagio,
2014). Therefore, by improving brand equity, customer
satisfaction, and customer loyalty, the company will have
stronger competitive position compared to the competitors
(Long, Wan Ismail, Abdul Rasid, Hwee, & Jiun, 2013).

To conclude, brand equity can give impact to
customer satisfaction and also customer loyalty so that it can
help the Starbucks to be able to compete with the
competition and also to be able to survive in the existing
industry. Therefore, on this research, the researcher would
like to analyze the impact of brand equity of Starbucks on
customer loyalty by testing the role of customer satisfaction
as the mediate variable.

LITERATURE REVIEW

Brand Equity

One of the most important assumptions underlying
several prominent finance theories is the investors’ ability to
buy and sell any amount of a firm’s equity without any
price impacts, which suggests the demand curve for a firm’s
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Brand equity is defined as customers’ perspective
towards brands’ reputation (Hawkins & Mothersbaugh,
2013, p. 339). When a certain brand has a good reputation,
it means that particular brand has potential to have high
brand equity (Hawkins & Mothersbaugh, 2013). The other
scholar also define Brand equity as the customer’s thought
about certain brand and its economic value that can give
value added to the products or services offered by those
certain brand (Kotler & Keller, 2012, p. 265). Aaker (1991)
in his book stated that brand equity is “a set of brand assets
and liabilities linked to a brand, its name and symbol; that
add to or subtract from the value provided by a product or
service to a firm and/or to that firm’s customers”. Thus,
brand equity itself can be categorized as an intangible asset
of the company that should be maintained (Wibowo, 2005).
By maintaining and improving brand equity, it can give
customer more confidence to purchase goods or services
(Durianto, Sugiarto, & Sitinjak, 2004).

According to Aaker (1991), Brand Equity can be
divided in to four categories which are perceived quality,
brand association, brand awareness, and brand loyalty.
Perceived quality means customer perception towards the
consistency or the good quality of the products or services
(Wibowo, 2005). Brand association is about how customer
remembers about a certain brand based on value,
personality, and organization of the brand (Wibowo, 2005).
Brand awareness is defined as customer ability to know,
recognize, and recall the brand (Kotler & Keller, 2012).
Brand loyalty is customer bonding to continue purchase
products or services from certain brand even with the
premium price (Wibowo, 2005). Nevertheless, to analyze
the impact of brand equity towards customer loyalty by
testing the customer satisfaction as the mediate variable; the
researcher will measure the brand equity especially by using
brand awareness, brand association, and perceived quality.
It means the researcher will exclude the brand loyalty. It is
excluded since the brand loyalty and customer loyalty have
similar meaning (Aaker, 1991). For example, there is a
customer who is loyal to Starbucks. From that statement,
there can be two meanings, first is that customer is loyal but
to the brand of Starbucks and the second is a customer is a
loyal customer. Therefore, to avoid confusion, the
researcher will omit brand loyalty from the research model.

Customer Satisfaction

Satisfaction is “a person’s feelings of pleasure or
disappointment that result from comparing a product
perceived performance (or outcome) to expectation” (Kotler
& Keller, 2012). Customer satisfaction can be defined as
customer comparison between real performance and
expectation (Mosahab, Mahamad, & Ramayah, 2010).
Therefore, it can be said that satisfaction will occur when
expectation is fulfilled. It can be considered as the post-
consumption judgment towards the previous experience,
perception, and expectation (Bae, 2012).

By achieving customer satisfaction, it can give
positive impact to the company. It can give positive impact
towards operating margin, cash flow, and return of
investment (Chandra, 2014). To maintain customer



satisfaction, a company can measure it with several ways
such as periodic survey, mystery shoppers, customer loss
analysis, and complaints center (Kotler & Keller, 2012).

There will be three indicators for measuring customer
satisfaction. First indicator is happiness. Customer
satisfaction can be achieved when it achieves pleasurable
experience that can satisfy some needs or goal (Chandra,
2014).The second indicator is expectation. When customer
meets the expectation, it can be considered that the
customer is satisfied (Bae, 2012). The third indicator is
customer spending. When customer satisfied with certain
products and services, there is high possibility that customer
will spend more (Chandra, 2014). In conclusion, there will
be three indicators to measure customer satisfaction which
are happiness, expectation, and spending (Aryani &
Rosinta, 2010).

Customer Loyalty

Mark Klein (2013), the founder and CEO of Loyalty
Builders Inc. stated that customer loyalty is “a company-
calculated metric of likelihood to purchase again or not
defect to a competitor”. Other scholars also have defined
customer loyalty as customer who continually doing repeat
purchasing to fulfill their satisfaction (Logiawan & Subagio,
2014).

By doing continually re-purchasing, the customer
loyalty can be considered as the highest attainment to the
business result of the company (Chandra, 2014). It is a
potential asset for the company to give value added such as
reducing marketing expense, adding more customers, and
even creating more competitive advantage compared to the
competitors (Rofig, Suryadi, & Faidah, 2009).

Not only doing repeat purchasing, there are other
tendencies done by the loyal customer. The loyal customer
tends to say positive things about the products, services, and
stories to others (Logiawan & Subagio, 2014). In the case of
Starbucks, customer will have willingness to spread good
things about Starbucks café or positive word-of-mouth. In
addition, the loyal customer usually suggests, recommends,
and invites others so that they can feel what the loyal
customer feel (Mosahab, Mahamad, & Ramayah, 2010).

Therefore, in this research the indicator to measure
customer loyalty will follow the theory of Gremler and
Brown (1996) who stated that customer loyalty can be
measured by repeat purchases, positive words, and
recommendations (as cited in Ariani & Rosinta, 2010).

Relationship between Concepts

Based on the discussion in the previous section about
brand equity, customer satisfaction, and customer loyalty,
there will be three main concepts used in analyzing “The
Impact of Brand Equity towards Customer Loyalty of
Starbucks in Surabaya: Testing the Role of Customer
Satisfaction as the Mediate Variable”. Those three main
concepts are proposed having significant impact or
relationship. Those relationships are the brand equity has
significant impact to customer satisfaction, the customer
satisfaction has significant impact to customer loyalty, and
brand equity has significant impact to customer loyalty by
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having customer satisfaction as the mediate variable. To see
the relationship clearer, the relationship between concepts
can be seen in the figure below.

Customer
Satisfaction

Brand Equity Customer

Lovalty
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Figure 1. Relationship between Concepts

The researcher has developed several hypotheses as
the basis for fulfilling the research objectives and also for
guiding the analysis throughout this research. Therefore, the
hypotheses that will be tested are stated below:
Hypothesis 1 (Hy) :

Brand equity (perceived quality, brand association, and
brand awareness) simultaneously gives impact towards
customer satisfaction of Starbucks in Surabaya.
Hypothesis 2 (H,) :

Customer satisfaction gives impact towards customer
loyalty of Starbucks in Surabaya.

Hypothesis 3 (Hz) :

Brand equity (perceived quality, brand association, and
brand awareness) simultaneously gives impact towards
customer loyalty of Starbucks in Surabaya.
Hypothesis 4 (Hy) :

Brand equity gives impact towards customer loyalty,
mediated by customer satisfaction of Starbucks in Surabaya.

RESEARCH METHOD

To analyze the impact of brand equity towards
customer loyalty of Starbucks by testing the role of
customer satisfaction as the mediate variable, the type of
study that will be used is causal research.

There will be three variables used on this research.
Those variables are dependent variables, independent
variables, and intervening or mediating variables (Cooper &
Schindler, 2014, p. 55). According to Cooper and Schindler
(2014), dependent variable is variable that is measured,
predicted and analyzed on this research. On this research,
the dependent variable will be customer loyalty.
Furthermore, the independent variable can be defined as the
variable that will affect the dependent variable (Cooper &
Schindler, 2014). This independent variable will whether
positively or negatively impacting the dependent variable
(Cooper & Schindler, 2014). On this research, the
dependent variable or the predictor variable will be brand
equity. In addition, the intervening variable or mediating
variable is variable that is expected to give effect on the
relationship between dependent and independent variable
(Cooper & Schindler, 2014). Thus, the intervening variable
or mediating variable on this research will be customer
satisfaction.



The researcher will use nominal and interval data for
this research. Nominal data will be used for the screening
question such as respondents’ profile in terms of gender.
Also, the researcher will use interval data for average brand
equity indicators, customer satisfaction indicators, and
customer loyalty indicators by using five-point of Likert
Scale. The five-point of Likert Scale is divided into very
disagree, disagree, neutral, agree, and very agree. Therefore,
the respondents are asked how agree or disagree they are
with the question or the statement asked in the
questionnaire.

This research will use the simple random sampling
method that is included in the probability sampling. The
simple random sampling method means that each person in
the population will have nonzero probability to be elected as
the sample (Cooper & Schindler, 2014). The simple random
sampling method will allow the researcher to generalize the
characteristic of the population (Cooper & Schindler, 2014).
In addition, the population of this research will be people in
Surabaya that have ever purchased Starbucks products.
Therefore, the researcher will distribute the online
questionnaire to people in Surabaya that have ever
purchased Starbucks products.

RESULTS AND DISCUSSION

On this research, the researcher had distributed 228
questionnaires to respondent around Surabaya via online
through Google form. In addition all the questionnaires
were fully filled by the respondents. It means the researcher
can use all the data for the analysis. After the researcher
gathered the data, the researcher will conduct analyses and
tests. First, the researcher will do the descriptive analysis
which is analyzing the respondents’ profile such as gender,
age, average spending, and purchase frequency. Second, the
researcher will check the validity and reliability of the
variables which is brand equity, customer satisfaction, and
customer loyalty. Third, the researcher will continue to
conduct the assumption tests which consist of
multicollinearity test, heteroscedasticity test, and normality
test. Then, the researcher will conduct the mediation
analysis with sobel.

On this research, the researcher also did screening
questions to analyze the respondents’ profile such as gender,
age, average spending, and purchase frequency. In addition,
from the questionnaires it is known that 100% of the
respondents have ever purchased Starbuck. In other words,
228 respondents have ever purchased Starbucks in
Surabaya. The gender proportion of this research can be
divided into two, male and female. On this research, there
are 110 female respondents and also there are 118 male
respondents.

In addition, the most respondents are coming from the
age of 17 until 25 years old with the total of 164
respondents out of 228 respondents, then it is followed by
less than or equals to 16 years old with the total of 39
respondents, more than or equals to 42 years old with the
total of 14 respondents, 34 until 41 years old with the total
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of 6 respondents, and last but not least 26 years until 33
years old with the total of 5 respondents.

From the screening questions, the researcher also can
be able to know how much the average spending to
purchase Starbucks per transactions. From the questionnaire
results, it is shown that most of the respondents or 116
respondents spend Rp 50.001,- untii Rp 75.000,- to
purchase Starbucks per transaction. It is followed by less
than or equals to Rp 50.000,- for about 75 respondents, Rp
75.001,- until Rp 100.00,- for about 16 respondents, Rp
100.001,- until Rp 125.000,- for about 13 respondents, and
more than or equals to Rp 125.001,- for about 8
respondents. It also known that most of the respondents
purchase Starbucks once a month. It is followed by 2 (two)
until 5 (five) times per month, 6 (six) until 9 (nine) times per
month, and above 10 times per month.

After analyzing the screening questions, the researcher
will go to the next step which is conducting reliability and
validity test. These tests are needed so that the data from the
questionnaires are free from bias and distortion. As it is
explained on the previous chapter, the data on the
questionnaire will be considered as reliable when the data is
consistent and stable. The reliability can be seen from the
result of Cronbach’s Alpha. When the Cronbach’s Alpha
(o) is above the 0.60, it means that the respondent’s answer
is consistent (Sufren & Natanael, 2014). It means that the
higher the Cronbach’s Alpha (o), the higher the reliability
(Sufren & Natanael, 2014).

In addition, validity test will measure whether the
questionnaire is valid or not (Ghozali, 2013). According to
Ghozali (2013), a questionnaire can be considered valid
when the indicators in the questionnaire can measure what
researcher want to measure. To conduct validity test, the
researcher will see the bivariate correlation between each
indicator with the total score construct. When the result of
Sig. (2-tailed) on the correlations table is below 0.05, it
means the each indicator is valid.

The reliability of brand equity can be seen from the
result of Cronbach’s Alpha. From the result of SPSS, it is
shown that the Cronbach’s Alpha is 0.725 which is more
than 0.6. Therefore, it can be concluded that brand equity as
a variable is reliable and it can be used for the further
analysis.

Table 1. Reliability Statistics of Brand Equity

Cronbach's Cronbach's Alpha Based on N of
Alpha Standardized ltems Items
725 733 6
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In addition, the validity test of brand equity can be seen
from the correlation among the indicators (BE1, BE2, BE3,
BE4, BES5, and BE6) towards the total score of brand equity
indicators. When the result of Sig. (2-tailed) on the
correlations table is below 0.05, it means the each indicator
is valid. Moreover, the result of all result of Sig. (2-tailed)
on the correlations table is below 0.05, it means, each
indicator is valid or in another words, each indicator of
brand equity in the questionnaire can measure what
researcher want to measure.




The reliability of customer satisfaction can be seen
from the result of Cronbach’s Alpha. From the result of
SPSS, it is shown that the Cronbach’s Alpha is 0.655 which
is more than 0.6. Therefore, it can be concluded that
customer satisfaction as a variable is reliable and it can be
used for the further analysis.

Table 2. Reliability Statistics of Customer Satisfaction
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Cronbach's Cronbach's Alpha Based on N of
Alpha Standardized Items Items
.655 717 4

In addition, the validity test of customer satisfaction
can be seen from the correlation among the indicators (CS1,
CS2, CS3, and CS4) towards the total score of customer
satisfaction indicators. When the result of Sig. (2-tailed) on
the correlations table is below 0.05, it means the each
indicator is valid. Moreover, the result of all result of Sig.
(2-tailed) on the correlations table is below 0.05, it means,
each indicator is valid or in another words, each indicator of
customer satisfaction in the questionnaire can measure what
researcher want to measure.

The reliability of customer loyalty can be seen from the
result of Cronbach’s Alpha. From the result of SPSS, it is
shown that the Cronbach’s Alpha is 0.795 which is more
than 0.6. Therefore, it can be concluded that customer
loyalty as a variable is reliable and it can be used for the
further analysis.

Table 3. Reliability Statistics of Customer Loyalty

Cronbach's Cronbach's Alpha Based on N of
Alpha Standardized Items Items
795 .802 5

In addition, the validity test of customer loyalty can be
seen from the correlation among the indicators (CL1, CL2,
CL3, CL4, and CL5) towards the total score of customer
loyalty indicators. When the result of Sig. (2-tailed) on the
correlations table is below 0.05, it means the each indicator
is valid. Moreover, the result of all result of Sig. (2-tailed)
on the correlations table is below 0.05, it means, each
indicator is valid or in another words, each indicator of
customer loyalty in the questionnaire can measure what
researcher want to measure.

After all of the data are considered valid and reliable,
the researcher will conduct other tests called classic
assumption  test  which  are  multicollinearity,
heteroscedasticity, and normality test. As this research will
use four path which are brand equity towards customer
satisfaction (a path), customer satisfaction towards customer
loyalty by controlling the brand equity (b path), brand
equity towards customer loyalty (c path), and brand equity
towards customer loyalty by controlling customer
satisfaction (¢’ path) for analysis as explained in the
previous chapter, this research will also conduct classic
assumption test to those four path. The path can be shown
on the figure below.
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Pand A
Brand Equity .| Customer Loyalty
c path
Panel B Cl.lstom.er bpath
y Satisfaction \
Brand Equity | Customer Loyalty
o’ path

Figure 2. Path a, b, ¢, and ¢’

First test is called multicollinearity  test.
Multicollinearity is used to test whether there is correlation
among the independent variables. From the four path (a
path, b path, ¢ path, and ¢’ path), multicollinearity test will
be conducted on b path and ¢’ path since those path have
independent variables more than one. Therefore, this
research will conduct multicollinearity test to see the
correlation between brand equity and customer satisfaction
as those are the independent variables of b path and ¢’ path.

According to Ghozali (2013), a regression model is
considered good when there is no correlation among the
independent  variables or no multicollinearity. No
Multicollinearity exist when the correlation between
independent variables are below 0.9, the tolerance in
collinearity statistics is above 0.10, and the variance
inflation factor (VIF) is less than 10. From the result, it can
be seen that the correlation between independent is below
0.9 which is -0.729 or it is about 72%. Since it is still below
0.9, it means, there is no multicollinearity. the tolerance in
the collinearity statistics table is above 0.10 which is 0.469.
Also, from the variance inflation factor (VIF), it can be seen
that the VIF is below 10 which is 2.134 for both brand
equity and customer satisfaction.

The second test is heteroscedasticity test. The purpose
of doing heteroscedasticity test is to know whether inside
the regression model is having different variance from
residual of one observation to other observation (Ghozali,
2013). To test the heteroscedasticity, the researcher will use
Glejser test.

When Sig. in the coefficient table is greater than 5%, it
means it accepts null hypothesis or it means there is no
heteroscedasticity in residuals.

After the Glejser test is run on the SPSS program, the
result shown on the Sig. table is all greater than 5%. It
means it accepts null hypothesis or it means there is no
heteroscedasticity in residuals.

The third test is called normality test. The objective of
normality test is to know whether the residual has a normal
distribution or not (Ghozali, 2013). One of the ways to
conduct normality test is by conducting Kolmogorov-
Smirnov test.

Furthermore, the normality test can be analyzed by
seeing the result of Asymp. Sig. (2-tailed) from the SPSS. If
the significance is lower than 0.05, Hy is rejected. It means
the data is not normally distributed. In other way around,



when it is higher than 0.05, it accepts the null hypothesis
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Pand A
and the data are normally distributed. From the result of
Kolmogorov-Smirnov test, it shown that the asymptotic Brand Eqqity o| Customer Loyalty
significance for two-tailed is 0.200. The value of 0.200 is ¢ path
greater than 0.05. It means, all the data on a path, b path, ¢
path, and ¢’ path are normally distributed. Panel B Customer b o
y Satisfaction \p‘
Table 4. One-Sample Kolmogorov-Smirnov Test (a
path) Brand Equity | Customer Lovdty
Unstandardized Residual ¢ path
N 228
Normal Parameters™ gga” 3;3828228 Figure 3. Mediation Analysis
- Deviation To analyze the mediation, the researcher will see the
Most Extreme Differences Absolute 822 result from the additional script from SPSS that is shown in
Negative 043 the table 4.15. From the result, it can be seen that the t-test
Test Statistic 048 from all paths (a,b,c,c’) are significant. It is shown by the
Asymp. Sig. (2-tailed) 200 result of p-value that is lower than 0.05. In other words,

Table 5. One-Sample Kolmogorov-Smirnov Test (¢

there is significant impact of independent variable to
dependent variable on each of the path (a path, b path, ¢

path) path,_ and ¢’ path). The result of the additional script
Unstandardized provided by SPSS can be seen below:
Residual
N 228 Table 4.1. Mediation Analysis with Sobel
Normal Parameters®” Mean .0000000 ) . )
S, 26031237 Dependent, Independent, and Proposed Mediator Variables:
Deviation DV= AVERAGEC
Most Extreme Absolute 038 _
Differences .038 V= AVERAGEB
Negative -.026 MEDS = AVERAG_1
Test Statistic 038 Sample size:
Asymp. Sig. (2-tailed) 200 pesize:
228
Table 6. One-Sample Kolmogorov-Smirnov Test (b I\ to Mediators (a path)
path and ¢’ path)
Unstandardized Coeff se t P
Residual AVERAG 1 8037 | 0502 | 160073 | 0000
N 232
Normal Parameters™ Mean 0307276 Direct Effects of Mediators on DV (b path)
Std. 40078620 coeff | s ¢ .
Deviation
Most Extreme Absolute 052 AVERAG 1 6064 0700 | 86626 .0000
Differences - 052 Total Effect of IV on DV (c path)
Negative -.046
Test Statistic 052 Coeff se t p
Asymp. Sig. (2-tailed) 200 | | AVERAGEB 863 | 0609 | 14184 | 0000
After conducting the classic assumption test, the Direct Effect of IV on DV (¢’ path)
researcher will conduct mediation analysis by using sobel Coeff e t P
since this research will analyze the impact of brand equity AVERAGEB 276 o2 | agrat 0000
on customer loyalty by testing the customer satisfaction as : ' ' '
the mediating variable. NORMAL THEORY RESULTS FOR INDIRECT EFFECTS
The basic concept for mediation analysis can be seen Indirect Effects of IV on DV through Proposed Mediators (ab path)
as follow:
Effect se z p
TOTAL 4874 | 0637 | 76485 .0000
AVERAG 1 4874 | 0637 | 76485 .0000

Level of Confidence for Confidence Intervals:

95

191




Then, when the Z-score is greater than 1.96, it means
there is a mediation effect inside the model analyzed on this
research. From the calculation inside the additional script,
the Z-score is 7.6485 which is greater than 1.96. It means
there is mediation effect inside the model. Nevertheless, the
mediation on this model is considered as partial mediation.
The reason is that the result of ¢’ path or the impact of
independent variable (X) on dependent variable (Y) is
significant (p-value is lower than 0.05) when the mediating
variable (M) is inserted.

After analyze all the data collected from the
questionnaires, the researcher will discuss one by one about
the four hypotheses that are stated on the previous chapter.
Also, the researcher will compare the result of this research
with the previous relevant researches that have been stated
on the previous chapter.

The first hypothesis is brand equity (perceived quality,
brand association, and brand awareness) simultaneously has
impact to customer satisfaction of Starbucks in Surabaya.
From a path analysis, it shows the coefficient value 0.8037
and it shows that the p-value is 0.0000. When the p-value is
lower than the significant value of 0.05, it means the brand
equity (perceived quality, brand association, and brand
awareness) simultaneously has impact to customer
satisfaction of Starbucks in Surabaya. The result of this
research is supporting the previous relevant research from
Budiarti, Surachman, Hawidjojo, and Djumahir (2013). All
the indicators used in this research are also used inside the
research of Budiarti, Surachman, Hawidjojo, and Djumahir
(2013). The indicators are brand association, brand
awareness, and perceived quality. Although the research of
Budiarti, Surachman, Hawidjojo, and Djumahir (2013)
analyze about different industry, it is proven that the brand
equity simultaneously has impact to customer satisfaction.

The second hypothesis is customer satisfaction has
impact to customer loyalty of Starbucks in Surabaya. From
b path analysis, it shows the coefficient value of 0.6064 and
it shows that the p-value is 0.0000. When the p-value is
lower than the significant value of 0.05, it means customer
satisfaction has impact to customer loyalty of Starbucks in
Surabaya. In addition, the result of this research is
supporting the previous relevant research from Budiarti,
Surachman, Hawidjojo,and Djumahir (2013) and Logiawan
and Subagio (2014). To analyze the customer satisfaction
and customer loyalty, this research has several indicators.
The indicators of customer satisfaction are happiness,
expectation, and spending. The indicators of customer
loyalty are repeat purchase, positive comments, and
recommendation. On the case of the research of Budiarti,
Surachman, Hawidjojo,and Djumahir (2013), the indicators
of customer satisfaction are overall satisfaction, expectation
confirmation, and ideal comparison while the indicators of
customer loyalty are cognitive loyalty, conative loyalty, and
affective loyalty. On the case of Logiawan and Subagio
(2014), the indicators of customer satisfaction are attributes
related to product, attributes related to service, and attributes
related to purchase, meanwhile the indicators of customer
loyalty are say positive thing, recommend friends, and
continue purchasing. Although, the indicators of one
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research and others are different, all of those are measuring
the same things which are the impact of customer
satisfaction towards customer loyalty. Therefore, it can be
concluded that both of those previous researches and this
have proven that customer satisfaction has impact to
customer loyalty.

The third hypothesis is brand equity (perceived quality,
brand association, and brand awareness) simultaneously has
impact to customer loyalty of Starbucks in Surabaya. From
¢ path analysis, it shows the coefficient value of 0.8636 and
it shows that the p-value is 0.0000. When the p-value is
lower than the significant value of 0.05, it means brand
equity (perceived quality, brand association, and brand
awareness) simultaneously has impact to customer loyalty
of Starbucks in Surabaya. The result of this research is
supporting the previous relevant research from Rofig,
Suryadi, and Faidah (2009) and Budiarti, Surachman,
Hawidjojo, & Djumahir (2013). Nevertheless, the indicators
of brand loyalty used on this research are different
compared to the previous research although it measures the
same thing which is the impact of brand equity towards
customer loyalty. From the previous relevant research and
this research, it can proof that the brand -equity
simultaneously gives impact to customer loyalty.

The fourth hypothesis is brand equity has impact
towards customer loyalty mediated by customer satisfaction
of Starbucks in Surabaya. From sobel analysis, it shows Z-
score is 7.6485. When the positive Z-score is greater than
1.96, it means there is a mediation effect inside the model
analyzed on this research. Nevertheless, the mediation on
this model is considered as partial mediation. The reason is
that the result of ¢’ path or the impact of independent
variable (X) on dependent variable () is significant (p-
value is lower than 0.05) when the mediating variable (M)
is inserted. In conclusion, the brand equity has impact
towards customer loyalty, mediated by customer
satisfaction of Starbucks in Surabaya.

CONCLUSION

In conclusion, this research shows that brand equity
(perceived quality, brand association, and brand awareness)
simultaneously gives impact to customer satisfaction of
Starbucks in Surabaya, customer satisfaction gives impact
to customer loyalty of Starbucks in Surabaya, brand equity
(perceived quality, brand association, and brand awareness)
simultaneously gives impact to customer loyalty of
Starbucks in Surabaya, and brand equity gives impact
customer loyalty, mediated by customer satisfaction of
Starbucks in Surabaya.

There are several recommendations that will be
suggested by the researchers for Starbucks in Surabaya to
improve the current performance and to be able to compete
with the fierce competition. The recommendations that can
be done by Starbucks are promote healthy campaign, keep
improving the quality of products and services, and
crowdsourcing products development.

When this research is conducted, the researchers also
experienced limitations. First, the research object of this



research is Starbucks. Nevertheless, the scope of this
research is only in Surabaya area while Starbucks has not
only stores in Surabaya but also all over cities in Indonesia.
Since Starbucks, the subject of this research is located in
many different areas for example in Jakarta, Surabaya,
Bandung, and other cities, the researcher gives suggestion to
conduct this kind of research in other cities besides
Surabaya. In addition, it is also possible to conduct this kind
of research with national scope which is Indonesia. By
conducting this kind of research with different scope, the
further research may compare whether the result coming
from different scope may result in different conclusion.

Second, the analysis is emphasized more on the
statistical result by spreading the online questionnaires to the
respondents. Nevertheless, this statistical result gives
limitation to the researcher to explain the impact of brand
equity of Starbucks in Surabaya on customer loyalty when
it is mediated by customer satisfaction in a deeper way.
Since this research is more about the consumer behavior, it
is also needed to give additional method such as interview
or focus group discussion so that the researcher can know
the deep reason of certain behavior of the respondent.
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