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PENGARUH PERCEIVED VALUE DAN BRAND EQUITY
TERHADAP LOYALTY INTENTIONS KONSUMEN OATSIDE
DENGAN CUSTOMER SATISFACTION SEBAGAI VARIABEL

MEDIASI

(Velicia Rusli)

ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh perceived value dan brand
equity terhadap loyalty intentions konsumen Oatside dengan customer satisfaction
sebagai variabel mediasi. Oatside merupakan merek susu oat yang mengalami
pertumbuhan pesat di pasar Indonesia, terutama di kalangan konsumen muda.
Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei terhadap
126 responden yang pernah membeli atau mengonsumsi produk Oatside dan
berdomisili dominan di wilayah Jabodetabek. Teknik pengambilan sampel yang
digunakan adalah judgemental sampling, dan analisis data dilakukan dengan
bantuan aplikasi SmartPLS 4.0. Hasil penelitian menunjukkan bahwa perceived
value berpengaruh positif dan signifikan terhadap brand equity, satisfaction, dan
loyalty intentions. Brand equity juga terbukti berpengaruh positif dan signifikan
terhadap satisfaction dan loyalty intentions. Selain itu, satisfaction terbukti
memiliki pengaruh signifikan terhadap /loyalty intentions serta memediasi
hubungan antara perceived value dan brand equity terhadap loyalty intentions.
Temuan ini menegaskan pentingnya membangun persepsi nilai dan ekuitas merek
yang kuat untuk meningkatkan kepuasan dan niat loyalitas konsumen terhadap
produk Oatside.

Kata kunci: Nilai Yang Dirasakan, Ekuitas Merek, Kepuasan Pelanggan, Niat
Loyalitas, Oatside
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THE INFLUENCE OF PERCEIVED VALUE AND BRAND
EQUITY ON CONSUMERS’ LOYALTY INTENTIONS TOWARD
OATSIDE WITH CUSTOMER SATISFACTION AS A

MEDIATING VARIABLE
(Velicia Rusli)

ABSTRACT (English)

This study aims to analyze the influence of perceived value and brand equity on
consumers' loyalty intentions toward QOatside, with customer satisfaction as a
mediating variable. Oatside is an oat milk brand that has experienced rapid growth
in the Indonesian market, particularly among younger consumers. This research
employs a quantitative approach using a survey method involving 126 respondents
who have purchased or consumed OQOatside products and are predominantly
domiciled in the Greater Jakarta area (Jabodetabek). The sampling technique used
is judgemental sampling, and data analysis was conducted using SmartPLS 4.0.
The results show that perceived value has a positive and significant influence on
brand equity, satisfaction, and loyalty intentions. Brand equity also has a positive
and significant influence on satisfaction and loyalty intentions. Furthermore,
satisfaction has a significant effect on loyalty intentions and mediates the
relationship between perceived value and brand equity on loyalty intentions. These
findings highlight the importance of building strong perceived value and brand
equity to enhance customer satisfaction and foster loyalty intentions toward Oatside
products.

Keywords: Perceived Value, Brand Equity, Customer Satisfaction, Loyalty
Intentions, Oatside
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