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ABSTRAK 

Peneliti tertarik untuk melakukan penelitian dengan judul “Pengaruh Brand 

Image, Satisfaction, Dan Brand Trust Terhadap Brand loyalty Pada Konsumen El’s 

Coffee Bandar Lampung”, dan melakukan penelitian secara empiris dengan topik 

tersebut.  Penelitian ini menggunakan penelitian kuantitatif. Populasi penelitian ini 

adalah warga Bandar Lampung. Pengambilan sampel dilakukan pada konsumen 

El's Coffee Bandar Lampung. Teknik pengambilan data yang dipergunakan pada 

penelitian ini ialah kuesioner. Berdasarkan penelitian, peneliti menemukan bahwa 

terdapat pengaruh Brand Image, Satisfaction dan Brand Trust Terhadap Brand 

loyalty Pada Konsumen El’s Coffee Bandar Lampung.  Dengan demikian, adanya 

Brand Image, Satisfaction dan Brand trust dapat mendorong Brand Loyalty pada 

El’s Coffee Bandar Lampung.  Peneliti menyarankan bahwa penelitian selanjutnya 

diharapkan dapat dilakukan pada perusahaan yang bergerak di bidang lain, 

menggunakan faktor mediasi agar mengetahui apakah ke-3 variabel bebas 

berpengaruh langsung atau tidak terhadap brand loyalty, dan diharapkan dapat 

menambahkan jumlah responden, sehingga hasil penelitian dapat digeneralisasi. 
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ABSTRACT 

Researchers are interested in conducting research with the title "The 

Influence of Brand Image, Satisfaction and Brand Trust on Brand Loyalty in 

Bandar Lampung Coffee Consumers", and conduct empirical research on this 

topic. This research uses quantitative research. The study population was the 

residents of Bandar Lampung. Sampling was carried out on consumers of El's 

Coffee Bandar Lampung. The data collection technique used in this study was a 

questionnaire. Based on the research, the researcher found that there was an effect 

of Brand Image, Satisfaction and Brand Trust on Brand Loyalty in Bandar 

Lampung Coffee Consumers. Thus, the existence of Brand Image, Satisfaction and 

Brand Trust can encourage Brand Loyalty in El Bandar Lampung Coffee. 

Researchers suggest that further research is expected to be carried out in 

companies that are in other fields, using mediation factors so that the indicators of 

whether the 3 independent variables have a direct or indirect effect on brand 

loyalty, and are expected to increase the number of respondents, so that the results 

of the study can be generalized. 
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