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ABSTRAK 

 

Tujuan - Tujuan dari makalah penelitian ini adalah untuk pengaruh pengalaman 

merek terhadap kepuasan merek dan loyalitas merek. 

Desain / metodologi / pendekatan - Penelitian ini dilakukan dengan menyebarkan 

kuesioner kepada 155 responden dengan studi kuantitatif di wilayah gerai jakarta 

selama periode 1,5 bulan. Penelitian ini hanya mengambil tema gerai desain 

modern. 

Temuan - Hasil penelitian menunjukkan bahwa pengalaman merek memiliki 

pengaruh dengan kepuasan merek, kepuasan merek memiliki pengaruh ke 

loyalitas merek tetapi pengalaman merek tidak memiliki pengaruh ke loyalitas 

merek. 

Orisinalitas / nilai - Makalah ini menggunakan studi kasus dari merek global 

untuk menggambarkan seberapa besar pengaruh pengalaman merek bagi 

pengguna kartu Starbucks. 

Kata Kunci: Pengalaman Merek, Kepuasan Merek dan Loyalitas Merek. 
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ABSTRACT 

Purpose - The purpose of this research paper is to influence the brand experience 

to the satisfaction of the brand and brand loyalty. 

Design / methodology / approach - The research was conducted by distributing 

questionnaires to 155 respondents with quantitative studies in the area of Jakarta 

outlets over a period of 1.5 months. This study only takes the theme of modern 

design outlets. 

Findings - The results show that the experience of the brand has influence with 

the brand satisfaction, brand satisfaction to influence brand loyalty but the brand 

does not have the experience to influence brand loyalty. 

Originality / value - This paper uses case studies from global brands to illustrate 

how much influence the brand experience for users Starbucks card. Based on the 

description above, the researcher discusses the factors that affect the brand 

experience to the satisfaction of the brand and brand loyalty at the Starbucks in 

Jakarta outlets. 

Keywords: Brand Experience, Brand Satisfaction and Brand Loyalty. 
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