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PENGARUH BRAND EXPERIENCE, PERCEIVED PRODUCT
QUALITY, HEDONIC VALUE, DAN UTILITARIAN VALUE TERHADAP
BRAND LOYALTY ; STUDI KASUS KONSUMEN KOPI TUKU

Hengky Wijaya

ABSTRAK

Pertumbuhan industri kopi di Indonesia yang semakin kompetitif mendorong
Kopi Tuku untuk memperkuat daya saing melalui pengalaman merek yang
positif dan kualitas produk yang konsisten. Penelitian ini bertujuan untuk
menganalisis pengaruh Brand Experience terhadap Perceived Product
Quality, Hedonic Value, dan Utilitarian Value, serta menilai pengaruh
Hedonic Value dan Utilitarian Value terhadap Brand Loyalty. Metode
penelitian menggunakan pendekatan kuantitatif dengan penyebaran
kuesioner kepada konsumen Kopi Tuku di wilayah Jabodetabek, dan data
dianalisis menggunakan Structural Equation Modeling berbasis Partial Least
Squares (SEM-PLS). Hasil penelitian menunjukkan bahwa Brand Experience
berpengaruh positif terhadap Perceived Product Quality, Hedonic Value, dan
Utilitarian Value; Perceived Product Quality berpengaruh positif terhadap
Hedonic Value dan Utilitarian Value; serta kedua nilai tersebut terbukti
meningkatkan Brand Loyalty. Penelitian ini menyimpulkan bahwa
pengalaman merek yang kuat, persepsi kualitas yang baik, dan nilai
emosional maupun fungsional yang dirasakan konsumen memainkan peran
penting dalam membangun loyalitas terhadap Kopi Tuku.

Kata kunci : Brand Experience, Perceived Product Quality, Hedonic Value,

Utilitarian Value, Brand Loyalty.
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THE INFLUENCE OF BRAND EXPERIENCE, PERCEIVED PRODUCT
QUALITY, HEDONIC VALUE, AND UTILITARIAN VALUE ON BRAND
LOYALTY: A CASE STUDY OF KOPI TUKU CONSUMERS

Hengky Wijaya

ABSTRACT

The rapid expansion of Indonesia’s coffee industry has intensified
competition, prompting Kopi Tuku to strengthen its market position through
positive brand experiences and consistent product quality. This study aims to
examine the influence of Brand Experience on Perceived Product Quality,
Hedonic Value, and Utilitarian Value, as well as to assess the effects of
Hedonic and Utilitarian Value on Brand Loyalty. A quantitative research
method was employed by distributing questionnaires to Kopi Tuku consumers
in the Jabodetabek area, and the data were analyzed using Structural
Equation Modeling with Partial Least Squares (SEM-PLS). The findings
indicate that Brand Experience positively affects Perceived Product Quality,
Hedonic Value, and Utilitarian Value; Perceived Product Quality positively
influences Hedonic and Utilitarian Value; and both value dimensions
significantly enhance Brand Loyalty. This study concludes that strong brand
experiences, favorable perceived quality, and the emotional and functional
value felt by consumers are key determinants in fostering customer loyalty
toward Kopi Tuku.
Keywords: Brand Experience, Perceived Product Quality, Hedonic Value,

Utilitarian Value, Brand Loyalty.
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