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ABSTRACT: Changes in consumer behavior are an ongoing phenomenon and are very important in the world of business, 

marketing and economics. Consumer behavior has new habits and lifestyles which have made fans of coffee drinking culture 

popular among the public. The business opportunity to open a coffee shop is one of the growing businesses in Indonesia. The large 

number of coffee shops in Indonesia makes business competition increasingly fierce and having loyal customers is one of the most 

important company assets. Starbucks is one of the largest coffee shop brands in Indonesia which really pays attention to marketing 

strategy and focuses more on customer relationships, namely Customer Relationship Marketing (CRM). Apart from CRM, brand 

image and brand loyalty also play an important role in differentiating a company and are powerful marketing tools mediated by 

customer satisfaction. The sample used in this research was 210 taken by purposive sampling. The data obtained were analyzed 

using structural equation modeling (SEM) analysis with the help of the AMOS 24 application. The research results show that the 

influence of customer relationship marketing has a significant positive effect on customer loyalty and customer satisfaction. Brand 

image has an insignificant positive effect on customer loyalty, but has a significant effect on customer satisfaction. Customer 

satisfaction has a significant positive effect on customer loyalty. 

KEYWORDS: Customer Relationship Marketing, Customer Loyalty, Customer Satisfaction, Brand Image. 

I. INTRODUCTION 

Changes in consumer behavior are an ongoing phenomenon and are very important in the world of business, marketing and 

economics (Lesmana, 2023). Factors such as culture, social, economic, technological and environmental also trigger changes in 

consumer behavior (Šostar & Ristanović, 2023). Understanding these changes is important for companies to be able to develop 

effective marketing strategies and compete in the market (White et al., 2019; Pola et al., 2021). In the service sector, including the 

fast food industry such as coffee shops, changes in consumer behavior patterns also influence business competition conditions 

(Moron, 2022). Coffee has become an important part of culture for Indonesian people, with drinking coffee not only as a habit in 

the morning but also at other times (Krisnamurti, 2012; Andreani, 2017). This phenomenon encourages many entrepreneurs to 

open coffee shops, creating intense competition in this industry (Dhisasmito, 2020). 

In this intense competition, service quality and customer orientation are key (Moron, 2021). Starbucks, as one of the pioneers in 

the coffee shop industry, stands out with its focus on long-term relationships with customers through Customer Relationship 

Marketing (Gupta, 2018). Starbucks treats employees well and offers the best service to customers (Starbucks.id). 

Starbucks' success is reflected in its global expansion, including to Asian countries such as Indonesia (Statista, 2023). Starbucks 

Coffee Indonesia has built strong relationships with customers through various strategies, including loyalty programs such as the 

Starbucks Rewards Card (Andreani, 2017). This program provides customers with various benefits, including discounts, gifts and 

access to exclusive services (Starbucks.co.id). Starbucks Indonesia has succeeded in gaining a significant market share, as 

evidenced by its position as the second largest coffee shop in Indonesia (Snapchart, 2023). Even though it has fewer outlets than 

some of its competitors, Starbucks Indonesia wins the hearts of customers with its strong brand image and high revenues 

(Databoks, 2023). By focusing on customer relationships and product quality, Starbucks remains the main choice for customers, 

as proven by its achievements as a top brand in the Indonesian coffee shop market (topbrand_award.com, 2023). Starbucks' 
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commitment to building customer loyalty continues to be the main focus in its business operations (Moron, 2022). With these 

efforts, Starbucks remains relevant in a changing and competitive market. 

Customer Relationship Marketing (CRM) 

Customer Relationship Marketing (CRM) is a marketing activity that aims to manage all aspects related to customers, store 

customer information, and record contact between customers and the company (Agrawal & Mittal, 2019). CRM is becoming 

increasingly important as customer needs increase, which encourages companies to create systems that are able to meet 

customer demands and maintain relationships with them (Nurcahyo et al., 2020). CRM is recognized as an effective marketing 

method for maintaining customer loyalty, with advantages in financial, social and structural aspects (Fernando et al., 2023). By 

implementing the CRM method, companies can more easily maintain relationships with customers and build loyalty to their 

products (Setiawati et al., 2019). 

Research by Lokesh & Vasantha (2022) found that Customer Relationship Marketing has a positive and significant impact on 

customer loyalty through satisfaction. However, research conducted by Pradana (2018) shows that the influence of Customer 

Relationship Marketing on customer loyalty through satisfaction has an insignificant negative impact. Nonetheless, it is important 

to remember that apart from CRM, brand image also plays an important role in differentiating a company and is a powerful 

marketing tool. 

Brand Image 

Brand image is a perception about a brand that is formed from associations stored in the buyer's mind (Dam & Dam, 2021). A 

strong brand image helps a company understand brand needs and differentiate it from competitors, increasing the likelihood of 

purchase by customers (Dam & Dam, 2021). Companies that consistently maintain a positive image for their brands can gain a 

strong position in the hearts of customers, sustainable competitive advantage, and increase market share (Dam & Dam, 2021). In 

intense business competition, companies must create something different to stand out (Phuoc, 2020). One way is to form a good 

brand image in the eyes of consumers to differentiate the company's products from its competitors (Deheshti et al., 2016). 

Maintaining a brand image is a crucial part of a company's marketing strategy and brand program (Keller, 2016). A study by Dam 

& Dam (2021) shows that brand image has a significant positive effect on customer loyalty through customer satisfaction, although 

there is research that shows the opposite effect, as stated by Kurniawan (2020). Apart from brand image, customer loyalty is also 

very important for business success (Khan, 2020). 

Customer Loyalty 
Customer loyalty, which is a customer's commitment and positive attitude towards a company, involves repeat purchases of 

products and support for the company (Lin & Yin, 2022). Although various situational and marketing influences can lead customers 

to switch, loyalty still reflects a commitment to repurchase a product or service (Lokesh & Vasantha, 2022). Focusing on customer 

loyalty is important because it contributes to improving financial performance and maintaining business continuity (Nguyen-Phuoc 

et al., 2020). The importance of customer satisfaction cannot be ignored in maintaining business continuity (Lin & Yin, 2022). 

Customer Satisfaction  

Customer satisfaction is an important parameter for evaluating a company's success and is significantly influenced by customer 

behavior such as repurchase and word of mouth (Dam&Dam, 2021). Starbucks offers a unique concept to customers by changing 

the coffee drinking experience and serving various types of quality coffee (Santi, 2017). Starbucks Coffee Indonesia's collaboration 

with BCA Bank, which offers special promotions with BCA credit cards, is one strategy to increase customer satisfaction (Santi, 

2017). 

 

II. METHODOLOGY 

This research uses a quantitative research design based on the philosophy of positivism with quantitative data analysis (Alfian & 

Susanti, 2023). This research is a type of causal research that uses a cross-sectional approach, where data is collected in one time 

period (Hair et al., 2019; Malhotra, 2010). Primary data was obtained through questionnaires distributed to Indonesian Starbucks 

consumers, while secondary data was obtained from various sources such as scientific articles and the internet (Yuliasti & 

Cyasmoro, 2023; Fathullah et al., 2023). 

The data collection method involves the use of a questionnaire with a Likert measurement scale to assess the respondent's level 

of agreement (Sugiyono, 2019). The research sample was taken using a purposive sampling method, where the sample was 

selected based on certain criteria in accordance with the research objectives (Sekaran, 2017). The number of samples required for 
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this research is 210 respondents, divided proportionally based on the number of Starbucks outlets in each region of Indonesia 

(Hair et al., 2014). 

The calculation results show that the number of samples in each region is as follows: Western Indonesia (179 samples), Central 

Indonesia (30 samples), and Eastern Indonesia (1 sample) (Sekaran, 2017). This research targets Indonesian Starbucks consumers 

with a minimum age of 17 years and who have a Starbucks Rewards Card (Hair et al., 2014). This method is expected to provide a 

representative picture of Starbucks customer satisfaction and loyalty in various regions of Indonesia. 

III. RESULTS AND DISCUSSION 

Convergent Validity Test and Reliability Test 

The results of the validity and reliability test of this research instrument were carried out to ensure the reliability and validity of 

the data used. Validity tests include convergent and discriminant validity. For convergent validity, all indicators in the research 

variables have loading factor values and Average Variance Extracted (AVE) values greater than 0.5, indicating that the instruments 

used are valid for measuring the variables. Next, the discriminant validity test was carried out by comparing the cross loading and 

correlation values between variables. The results show that the AVE root value of each variable is greater than the correlation 

value with other variables, confirming that the research instrument is able to differentiate between variables well. In addition, 

reliability tests were carried out using Cronbach's Alpha and Composite Reliability. The results show that the Cronbach's Alpha 

and Composite Reliability values for all variables are greater than 0.6, indicating that the research instruments are reliable and 

trustworthy in measuring the variables studied. The results are shown in table 1 below: 

 

Table 1. Results of Convergent Validity Test and Reliability Test 

Variable Indicator Estimate AVE 
Cut 

Off 
Information 

Customer 

Relationship 

Marketing (X1) 

X1_1 0.831 

0.64 

0.5 Valid 

X1_2 0.807 0.5 Valid 

X1_3 0.807 0.5 Valid 

X1_4 0.816 0.5 Valid 

X1_5 0.782 0.5 Valid 

X1_6 0.739 0.5 Valid 

Brand Image (X2) 

X2_1 0.885 

0.68 

0.5 Valid 

X2_2 0.891 0.5 Valid 

X2_3 0.793 0.5 Valid 

X2_4 0.920 0.5 Valid 

X2_5 0.581 0.5 Valid 

Customer Satisfaction 

(Z) 

Z1 0.859 

0.67 

0.5 Valid 

Z2 0.813 0.5 Valid 

Z3 0.777 0.5 Valid 

CustomersLoyalty (Y) 

Y1 0.791 

0.66 

0.5 Valid 

Y2 0.818 0.5 Valid 

Y3 0.808 0.5 Valid 

Y4 0.813 0.5 Valid 

Y5 0.836 0.5 Valid 

Y6 0.842 0.5 Valid 

Y7 0.778 0.5 Valid 

  

Variable X1 X2 Z Y 

X1 0.798    

X2 0.741 0.823   

Z 0.673 0.659 0.817  

Y 0.765 0.742 0.703 0.813 
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Variable Cronbach's 

Alpha 

Composite 

Reliability 

Cut Off Information 

X1 0.912 0.927 0.6 Reliable 

X2 0.908 0.917 0.6 Reliable 

Z 0.886 0.904 0.6 Reliable 

Y 0.945 0.954 0.6 Reliable 

       Source: Primary Data (2023) 

 

Structural Model Test Results 

Model suitability test results (goodness of fit) in the structural equation modeling (SEM) will be described in the table 2 below: 

 

Table 2. Results of Goodness of Fit 

Index Goodness Of Fit Cut Off Value Information 

CMIN/df 1,490 ≤ 5 Good Fit 

GFI 0.905 ≥ 0.9 Good fit 

RMR 0.29 ≤ 0.5 Good fit 

RMSEA 0.48 ≤ 0.08 Good fit 

TLI 0.974 ≥ 0.9 Good fit 

NFI 0.936 ≥ 0.9 Good fit 

AGFI 0.902 ≥ 0.9 Good fit 

RFI 0.925 ≥ 0.9 Good fit 

CFI 0.978 ≥ 0.9 Good fit 

     Source: Primary Data (2024) 

 

Hypothesis Testing 

The results of the analysis can be seen through the summary in Table 3 below: 

 
Figure 1. Standardized Solution (Overall Model) 

Source: Primary Data (2024) 

 

The results of hypothesis testing in this research used Structural Equation Modeling (SEM) processed through the LISREL 

application with hypothesis test results as follows: 

Based on Figure 1, it shows the results of a positive relationship and significant relationship between variables are described in 

the table below: 

 

http://www.ijefm.co.in/


The Influence of Customer Relationship Marketing and Brand Image on Customer Loyalty with Customer 

Satisfaction as a Mediation Variable (Study on Starbucks Coffee Indonesia) 

JEFMS, Volume 07 Issue 03 March 2024                       www.Ijefm.co.in                                                                    Page 1539 

Table 4. Results of Hypothesis Testing 

Hypothesis 
Path 

Standardized 

Coefficients 
CR P value Information 

H1 X1 → Y 0.760 8,422 0,000 Accepted 

H2 X2 → Y 0.071 1,127 0.260 Rejected 

H3 X1 → Z 0.478 5,148 0,000 Accepted 

H4 X2 → Z 0.353 3,777 0,000 Accepted 

H5 Z → Y 0.157 2,451 0.014 Accepted 

H6 X1 → Z→ Y 0.075 0.042 0.045 Accepted 

H7 X2 → Z→ Y 0.056 0.036 0.047 Accepted 

        Source: Primary Data (2024) 

 

Based on Table 4 above, the results of hypothesis analysis are as follows: 

1. Testing the influence of Customer Relationship Marketing (X1) on Customer Loyalty (Y) produces a p value of <0.001. The 

test results show that the p value (0.000) < level of significance (alpha = 5%). This means that at a real level of 5% it can 

be stated that there is a significant influence of Customer Relationship Marketing on Customer Loyalty. The path 

coefficient for Customer Relationship Marketing is 0.760, indicating that Customer Relationship Marketing has a positive 

effect on Customer Loyalty. 

2. Testing the influence of Brand Image (X2) on Customer Loyalty (Y) produces a p value of 0.260. The test results show that 

the p value (0.260) < level of significance (alpha = 5%). This means that at a real level of 5% it can be stated that there is 

an insignificant influence of Brand Image on Customer Loyalty. The path coefficient for Brand Image is 0.071, indicating 

that Brand Image has a positive effect on Customer Loyalty. 

3. Testing the influence of Customer Relationship Marketing (X1) on Customer Satisfaction (Z) produces a p value of <0.001. 

The test results show that the p value (0.000) < level of significance (alpha = 5%). This means that at a real level of 5% it 

can be stated that there is a significant influence of Customer Relationship Marketing on Customer Satisfaction. The path 

coefficient for Customer Relationship Marketing is 0.478, indicating that Customer Relationship Marketing has a positive 

effect on Customer Satisfaction. 

4. Testing the influence of Brand Image (X2) on Customer Satisfaction (Z) produces a p value of <0.001. The test results show 

that the p value (0.000) > level of significance (alpha = 5%). This means that at a real level of 5% it can be stated that there 

is a significant influence of Brand Image on Customer Satisfaction. The path coefficient for Perceived Usefulness is 0.353, 

indicating that Brand Image has a positive effect on Customer Satisfaction. 

5. Testing the effect of Customer Satisfaction (Z) on Customer Loyalty (Y) produces a p value of 0.014. The test results show 

that the p value (0.014) > level of significance (alpha = 5%). This means that at a real level of 5% it can be stated that there 

is a significant influence of Customer Satisfaction on Customer Loyalty. The path coefficient for Customer Satisfaction is 

0.157, indicating that Customer Satisfaction has a positive effect on Customer Loyalty. 

6. Testing the influence of Customer Relationship Marketing (X1) on Customer Loyalty (Y) through Customer Satisfaction (Z) 

produces a p value of 0.045. The test results show that the p value (0.045) > level of significance (alpha = 5%). This means 

that at a real level of 5% it can be stated that there is a significant influence of Customer Relationship Marketing on 

Customer Loyalty through Customer Satisfaction, or in other words that the Customer Satisfaction variable is able to 

mediate the influence of Customer Relationship Marketing on Customer Loyalty. It can be seen from the table that the 

coefficient has a positive value of 0.075, which means that Customer Satisfaction is able to mediate positively between 

Customer Relationship Marketing and Customer Loyalty. 

7. Testing the influence of Brand Image (X2) on Customer Loyalty (Y) through Customer Satisfaction (Z) produces a p value 

of 0.047. The test results show that the p value (0.047) > level of significance (alpha = 5%). This means that at a real level 

of 5% it can be stated that there is no significant influence of Brand Image on Customer Loyalty through Customer 

Satisfaction, or in other words that the Customer Satisfaction variable is able to mediate the influence of Brand Image on 

Customer Loyalty. It can be seen from the table that the coefficient has a positive value of 0.056, which means that 

Customer Satisfaction is able to positively mediate Brand Image on Customer Loyalty. 
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DISCUSSION 

The Influence of Customer Relationship Marketing (X1) on Customer Loyalty (Y) 

The result shows significance with a p value <0.001, indicating a strong positive influence with a path coefficient of 0.760. This 

finding is consistent with previous research which confirms that good implementation of Customer Relationship Marketing (CRM) 

can increase customer loyalty (Khan et al., 2020). Starbucks Coffee is a successful example in this regard, with its CRM program, 

Starbucks Rewards Card, which is effective in conveying product information and reaching target consumers, especially young 

people who are technologically active (Sofi et al., 2020). This program provides customers with easier and faster access to the 

latest information, increases interaction, and ultimately, strengthens customer loyalty, which is a valuable asset for organizations 

(Sofi, Maraj et al., 2020). 

The influence of Brand Image (X2) on Customer Loyalty (Y) at Starbucks Coffee Indonesia  

The result shows insignificant results with a p value of 0.260, indicating a limited effect. Even though the path coefficient shows a 

positive influence of 0.071, this confirms that increasing Brand Image does not significantly increase customer loyalty. This finding 

is in line with the results of previous research which also shows that brand image does not have a significant impact on loyalty 

(Kurniawan, 2020). Even though Starbucks has a strong brand image globally, in Indonesia, its reputation is not enough to build 

customer loyalty, especially because respondents' perceptions about Starbucks' reputation are not yet able to create loyalty. In 

the midst of competition in the Indonesian coffee shop industry, where price is also a consideration, Starbucks' reputation as a 

premium coffee brand is not always a determining factor for consumers in choosing, especially if there are other options that are 

more affordable in price (Dam & Dam, 2021). 

Testing the influence of Customer Relationship Marketing (X1) on Customer Satisfaction (Z) at Starbucks Coffee Indonesia 

The result shows a significant influence with p value <0.001, indicating a strong influence. The path coefficient of 0.478 indicates 

a positive influence, indicating that the higher the Customer Relationship Marketing, the higher the level of customer satisfaction. 

These results are consistent with previous research which shows a significant positive influence between CRM and customer 

satisfaction (Sofi et al., 2020). Starbucks Coffee is proven to fulfill its promises to customers through its CRM program, especially 

through the Starbucks Rewards Card, which helps strengthen relationships with customers and increase customer satisfaction. 

This program makes it easy for customers to obtain promotions and quality services, so that customers feel satisfied and are 

encouraged to buy Starbucks products. Thus, Starbucks' CRM program helps increase customer satisfaction by fulfilling their 

promises and providing friendly and uncomplicated service (Sofi et al., 2020). 

Testing the influence of Brand Image (X2) on Customer Satisfaction (Z) at Starbucks Coffee Indonesia  

The result shows a significant influence with p value <0.001, indicating a strong influence. The path coefficient of 0.353 indicates 

a positive influence, indicating that the higher the Brand Image, the higher the level of customer satisfaction. These results are 

consistent with previous research which shows a positive and significant influence between brand image and customer satisfaction 

(Vimla & Taneja, 2021). Starbucks Coffee is known as a brand with the best service and a comfortable store atmosphere, which 

makes customers satisfied and feel that Starbucks is the right place to gather or relax. Apart from that, consistent product quality 

standards in each outlet also strengthen Starbucks' good reputation globally (Vimla & Taneja, 2021). 

Testing the influence of Customer Satisfaction (Z) on Customer Loyalty (Y) at Starbucks Coffee Indonesia  

The result shows a significant effect with a p value of 0.014, indicating a strong relationship. The path coefficient of 0.157 indicates 

a positive influence, confirming that the higher the level of customer satisfaction, the higher the level of customer loyalty. This 

finding is consistent with previous research which shows that customer satisfaction has a positive effect on customer loyalty 

(Barbosa et al., 2023). The majority of Starbucks customers express their satisfaction with Starbucks Coffee products, which 

influences their decision to repurchase and remain loyal to the brand. This is in accordance with the finding that brands with high 

levels of customer satisfaction tend to have more loyal customers, especially in the food retail sector (Cuesta-Valino~ et al., 2019). 

Testing the influence of Customer Relationship Marketing (X1) on Customer Loyalty (Y) through Customer Satisfaction (Z) at 

Starbucks Coffee Indonesia  

The result shows a significant effect with a p value of 0.045. These findings confirm that Customer Satisfaction acts as a mediator 

between Customer Relationship Marketing and Customer Loyalty. A positive coefficient of 0.075 indicates that Customer 

Satisfaction positively mediates the relationship between Customer Relationship Marketing and Customer Loyalty. These results 

are consistent with previous research conducted by Mamuaya & Mundung (2023) in Manado, Indonesia, showing that Starbucks 

customer satisfaction is influenced by product accuracy according to expectations, which has the potential to increase customer 

loyalty. 
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Testing the influence of Brand Image (X2) on Customer Loyalty (Y) through Customer Satisfaction (Z) at Starbucks Coffee 

Indonesia 

The result shows that there is no significant effect with a p value of 0.047. These findings confirm that Customer Satisfaction acts 

as a mediator between Brand Image and Customer Loyalty. A positive coefficient of 0.056 indicates that Customer Satisfaction 

positively mediates the relationship between Brand Image and Customer Loyalty. This is in line with research by Sayekti & 

Dwiridotjahjono (2023), which found that Brand Image has a significant effect on consumer loyalty through consumer satisfaction. 

The good image of Starbucks Coffee, the best service, and the existence of consistent product standards maintain the brand image 

and increase consumer satisfaction and customer loyalty. 

 

IV. CONLUSIONS AND MANAGERIAL IMPLICATIONS 

Conclusions  

The findings of the investigation, drawn from linear regression analysis, support the following statements: 

1. Customer relationship marketing has a significant positive effect on customer loyalty and customer satisfaction. This 

means that the better the customer relationship marketing from Starbucks Coffee, the stronger the loyalty and 

satisfaction of Starbucks Coffee customers. 

2. Brand image has no effect on customer loyalty. This means that the better the brand image of Starbucks Coffee, the less 

influence it will have on the loyalty of Starbucks Coffee customers. However, brand image has a positive effect on 

customer satisfaction. This means that the better the brand image, the more satisfied Starbucks customers are. 

3. Customer satisfaction has a significant positive effect on customer loyalty. This means that satisfaction from Starbucks 

coffee customers will strengthen their loyalty to Starbucks Coffee. 

4. Customer relationship marketing has a significant positive effect on customer loyalty through customer satisfaction. This 

means that customer satisfaction is able to mediate the influence of customer relationship marketing in increasing the 

loyalty of Starbucks coffee customers. 

5. Brand image has a significant positive effect on customer loyalty through customer satisfaction. This means that customer 

satisfaction is able to mediate the influence of brand image in increasing the loyalty of Starbucks coffee customers. 

Managerial Implications 

Based on the findings in this research, it is known that respondents have loyalty to Starbucks Coffee which is influenced by 

customer relationship marketing, brand image and customer satisfaction. The research results also show that customer 

relationship marketing has the highest influence on customer loyalty and satisfaction. The thing that Starbucks needs to improve 

is by continuing to provide information about the latest programs carried out by Starbucks, where this is the lowest aspect that 

the majority of respondents rate regarding CRM from Starbucks. Starbucks can provide information about their programs to 

customers through effective media, such as social media Instagram or TikTok. Instagram and TikTok have become social media 

with users spread throughout Indonesia. Starbucks can utilize this media to inform customers of the latest programs compared to 

using SMS. By sending direct messages to customers' Instagram and TikTok accounts, customers can find out the latest information 

about Starbucks more quickly. 

The findings in this research show that brand image has the highest average value compared to other variables. This of course 

must be maintained by Starbucks Coffee. The aspect that Starbucks needs to improve is reputation. Starbucks Coffee needs to 

improve its reputation in Indonesian society. What Starbucks can do to improve its reputation is by reducing errors in service and 

increasing activities that can build its reputation. Social activities can build Starbucks' brand image in the eyes of Indonesian 

consumers and society, such as fundraising, going green, and others. 

This research can help the Starbucks Coffee company to understand customers and the factors that make them loyal to Starbucks. 

This research can also help the Starbucks Coffee company in making strategic decisions to make developments and improvements 

in the future. 

 

REFERENCES 

1) Aaker, A.D. (2018). Brand Equity Management (1st ed.). Jakarta: Main Partner. 

2) Agrawal, S. R., & Mittal, D. (2019). Measuring CRM effectiveness in Indian stock broking services. Journal of Global 

Information Management (JGIM), 27(1), 144–164. 

3) Alfian, A., & Susanti, R. (2023). THE INFLUENCE OF BRAND IMAGE AND BRAND TRUST ON OPPO CELL PHONE CUSTOMER 

LOYALTY IN CELL RESEARCH KEC. SANGIR DISTRICT. SOUTH SOLOK. JOURNAL OF ECONOMICS, 2(2), 666–677. 

http://www.ijefm.co.in/


The Influence of Customer Relationship Marketing and Brand Image on Customer Loyalty with Customer 

Satisfaction as a Mediation Variable (Study on Starbucks Coffee Indonesia) 

JEFMS, Volume 07 Issue 03 March 2024                       www.Ijefm.co.in                                                                    Page 1542 

4) Ali, T., Alam, A., & Ali, J. (2021). Factors Affecting Consumers' Purchase Behavior for Health and Wellness Food Products 

in an Emerging Market. Global Business Review, 22(1), 151–168. https://doi.org/10.1177/0972150918795368 

5) Alkraiji, A., & Ameen, N. (2022). The impact of service quality, trust and satisfaction on young citizen loyalty towards 

government e-services. Information Technology & People, 35(4), 1239–1270. 

6) Anwar, S., Min, L., & Dastagir, G. (2019). Effect of Service Quality, Brand Image, Perceived Value on Customer Satisfaction 

and Loyalty in the Chinese Banking Industry. International Journal of Business, Economics and Management Works, 6(3), 

24–30 

7) Baashar, Y., Alhussian, H., Patel, A., Alkawsi, G., Alzahrani, A.I., Alfarraj, O., & Hayder, G. (2020). Customer relationship 

management systems (CRMS) in the healthcare environment: A systematic literature review. Computer Standards & 

Interfaces, 71, 103442. 

8) Barbosa, B., Shabani Shojaei, A., & Miranda, H. (2023). Packaging-free practices in food retail: The impact on customer 

loyalty. Baltic Journal of Management, 18(4), 474–492. 

9) Carranza, R., Dıaz, E. and Martın-Consuegra, D. (2018), “The influence of quality on satisfaction and customer loyalty with 

an importance-performance map analysis: exploring the mediating role of trust”, Journal of Hospitality and Tourism 

Technology, Vol. 9 No. 3, pp. 380-396, 

10) Chiguvi, D. and Gurowo, PT (2017), "Impact of customer satisfaction on customer loyalty in the banking sector", The TQM 

Journal, Vol. 5 No. 2, pp. 55-63, 

11) Cynthia, V., & Arifiansyah, R. (2023). The Influence of Brand Image, Product Quality and Price Perception on Customer 

Satisfaction at Kopi Tuku Grand Galaxy Bekasi. BULLET: Multidisciplinary Journal of Science, 2(3), 712–721. 

12) Dam&Dam, SM, & Dam&Dam, TC (2021). Relationships between service quality, brand image, customer satisfaction, and 

customer loyalty. The Journal of Asian Finance, Economics and Business, 8(3), 585–593. 

13) Daulay, R., Hafni, R., & Nasution, SMA (2022). Antecedents of Passenger Satisfaction and Loyalty on Low Cost Carrier 

Airlines in Indonesia. Scientific Journal of Management and Business, 23(2), 177–193. 

14) Deheshti, M., Firouzjah, JA and Alimohammadi, H. (2016), "The relationship between brand image and brand trust in 

sporting goods consumers", Annals of Applied Sport Science, Vol. 4 No. 3, pp. 27-34. 

15) Dewantara, YF (2023). Captivating the Tongue, Winning the Heart: Bogor Permai Bakery & Restaurant Brand Image in 

Purchasing Decision Making. Journal of Pesona Hospitality, 16(1 May). 

16) Dewi, FS, Yani, RI, Alfiani, JM, & Aulia, Z. (2023). The Influence of Product Quality, Brand Image on Customer Loyalty with 

Indomie Product Satisfaction as an Intervening Variable. 

17) Dewi, LKC, Widagdo, S., Martini, LKB, & Suardana, IBR (2022). The Influence of Digital Marketing and Customer 

Relationship Marketing on Tourist Decisions with Brand Image as a Mediating Variable. EQUITY (Journal of Economics 

and Finance), 6(2), 243-270-243–270. 

18) Dewnarain, S., Ramkissoon, H., & Mavondo, F. (2019). Social customer relationship management: An integrated 

conceptual framework. Journal of Hospitality Marketing & Management, 28(2), 172–188. 

19) Dhisasmito, Prameswari Purnamadewi., Kumar, Suresh. (2020). Understanding customer loyalty in the coffee shop 

industry (A survey in Jakarta, Indonesia). Emerald Publishing Limited. 

20) Erwin, E., & Sitinjak, TJ (2017). Contribution of Service Quality, Trust and Consumer Satisfaction in Creating Consumer 

Loyalty. Business Management Journal, 13(2). 

21) Evi, T., & Rachbini, W. (2023). PARTIAL LEAST SQUARES (THEORY AND PRACTICE). Throne Media Publishers. 

22) Faizatin, F., Hamdun, EK, & Anshory, MI (2023). BRAND IMAGE AND PRICES, IN BUILDING CUSTOMER SATISFACTION AND 

ITS IMPACT ON CUSTOMER LOYALTY AT THE SOMAYA STORE IN SITUBONDO DISTRICT. Journal of Student 

Entrepreneurship (JME), 2(11), 2551–2566. 

23) Fathullah, F., Yulianto, A., Ikhwan, S., & Khojin, N. (2023). The Influence of Service Quality and Trust on Tama Cooperative 

Customer Loyalty with Religiosity as a Moderator Variable (Case Study at Tama Cooperative). JECMER: Journal of 

Economic, Management and Entrepreneurship Research, 1(3), 106–123. 

24) Fernando, E., Sutomo, R., Prabowo, YD, Gatc, J., & Winanti, W. (2023). Exploring Customer Relationship Management: 

Trends, Challenges, and Innovations. Journal of Information Systems and Informatics, 5(3), 984–1001. 

25) Fitriyah, NL (2017). The Effect of Responsiveness on Customer Loyalty with Customer Satisfaction as a Mediating Variable 

at Starbucks Coffee in Malang City. FEB Student Scientific Journal, 6(1), 1–18. 

http://www.ijefm.co.in/


The Influence of Customer Relationship Marketing and Brand Image on Customer Loyalty with Customer 

Satisfaction as a Mediation Variable (Study on Starbucks Coffee Indonesia) 

JEFMS, Volume 07 Issue 03 March 2024                       www.Ijefm.co.in                                                                    Page 1543 

26) Garcia, J.M., Freire, OBDL, Santos, EBA, & Andrade, J. (2020). Factors influencing satisfaction and loyalty to online group 

buying. Revista de Gestão, 27(3), 211–228. 

27) Ghozali, Imam. 2018. Application of Multivariate Analysis with the IBM SPSS 25 Program. Diponegoro University 

Publishing Agency: Semarang 

28) Gultom, D.K., Arif, M., & Fahmi, M. (2020). Determination of customer satisfaction on customer loyalty through trust. 

Maneggio: Scientific Journal of Masters in Management, 3(2), 171–180. 

29) Hair, JF, Black, WC, Babin, BJ, & Anderson, RE (2019). Multivariate data analysis. 

30) Ham, M. (2016). The Influence of Customer Relationship Management (Crm) on Customer Satisfaction and Customer 

Loyalty in Matahari Department Store Customers. Journal of Marketing Strategy, 3(2), 8. 

31) Handayani, RH, Aini, Q., & Nurmiati, E. (2018). Interactive Customer Relationship Management Network Infrastructure 

Services PT. Meda Cipta Hutama. Applied Information Systems and Management (AISM), 1(1), 51–56. 

32) Hermawati, A. (2023). The Influence of Complaint Handling, Marketing Communication and Trust on Loyalty (Marketing 

Management Literature Review). Journal of Digital Management and Marketing, 1(1), 14–28. 

33) Hotdiana, F., Nasution, AIL, & Nasution, MLI (2023). The Influence of Sharia Banking Services and Products on Customer 

Loyalty in Obtaining Funding and Financing (Case Study: Sharia Bank KC Padangsidimpuan). Scientific Journal of Islamic 

Economics, 9(2), 2442–2450. 

34) Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020). Co-creation: A key link between corporate social 

responsibility, customer trust, and customer loyalty. Journal of Business Ethics, 163, 151–166. 

35) Jaya, IMLM (2020). Quantitative and Qualitative Research Methods: Theory, Application, and Real Research. Great 

Indonesian Child. 

36) Krisnamurti, D. (2012). Lifestyle: The trend of coffee enthusiasts continues to grow. 

37) Kotler, Phillip and Kevin Lane Keller. (2016). Marketing Management 12th edition Volumes 1 & 2. Jakarta: PT. Index. 

38) Kurniawan, K. (2020). The influence of price perception, service quality, and brand image on customer satisfaction and 

customer loyalty in Bebek Kalyo Cempaka Putih Jakarta. Jakarta Indonesian College of Economics. 

39) Lay, CL, Kuswoyo, C., & Calvin, L. (2022). Analysis of Consumer Shopping Behavior Before and During the Covid-19 

Pandemic Situation. E-Bus Journal, 6(2), 691–711. 

40) Leke, RM, Welsa, H., & Cahya, AD (2023). The Influence of Brand Image and Price on Indomie Goreng Customer Loyalty 

with Satisfaction as an Intervening Variable. J-MAS (Journal of Management And Science), 8(1), 352–359. 

41) Lesmana, T. (2023). ANALYSIS OF CONSUMER BEHAVIOR OF THE MILLENIAL GENERATION IN ONLINE SHOPPING. EBI 

Journal, 5(2), 46–56. 

42) Lestari, YS, & Arisandi, D. (2023). SERVICE QUALITY ANALYSIS OF CUSTOMER SATISFACTION OF BANK SYARIAH INDONESIA 

(BSI) ARGAMAKMUR-BENGKULU. Scientific Journal of Accounting, Management and Islamic Economics (JAM-EKIS), 6(1), 

63–73. 

43) Lin, W., & Yin, W. (2022). Impacts of service quality, brand image, and perceived value on outpatient's loyalty to China's 

private dental clinics with service satisfaction as a mediator. PloS One, 17(6), e0269233. 

44) Listiono, FIS and Sugiarto, S. (2015), "The influence of store atmosphere on consumer loyalty with consumer satisfaction 

as an intervening variable in Liberia eatery Surabaya", Petra Marketing Management Journal, Vol. 1 No. 1, pp. 1-9. 

45) Liyono, A. (2022). The influence of brand image, electronic word of mouth (e-WOM) and price on purchasing decisions 

for gallon crystalline drinking water products at PT. The radiance of eternal love. Jubis, 3(1), 73–91. 

46) Lokesh, S., & Vasantha, S. (2022). Influence Of Customer Relationship Management Towards Customer Loyalty with 

Mediating Factor Customer Satisfaction in Insurances Sector. Quality-Access to Success, 23(187). 

47) Lyman, RA, Susan, M., & Istiharini, I. (2023). The role of customer satisfaction as a mediator in the relationship between 

brand experience and brand loyalty. Maranatha Management Journal, 23(1), 109–122. 

48) Malhotra, N.K. (2010), Marketing Research, Pearson Education, New Jersey, NJ. 

49) Malhotra, Naresh K. 2015. Essentials of Marketing Research : A Hands-On Orientation. Global Edi. Pearson Education 

Limited. 

50) Mamuaya, NC, & Mundung, BI (2023). THE ROLE OF CUSTOMER SATISFACTION IN MEDIATING THE INFLUENCE OF 

CUSTOMER RELATIONSHIP MARKETING ON CUSTOMER LOYALTY. JEMBA: JOURNAL OF ECONOMICS, MANAGEMENT, 

BUSINESS AND ACCOUNTING, 2(1), 171–178. 

http://www.ijefm.co.in/


The Influence of Customer Relationship Marketing and Brand Image on Customer Loyalty with Customer 

Satisfaction as a Mediation Variable (Study on Starbucks Coffee Indonesia) 

JEFMS, Volume 07 Issue 03 March 2024                       www.Ijefm.co.in                                                                    Page 1544 

51) Meutia, R., & Arkan, MF (2018). The Influence of Relationship Marketing on Customer Loyalty in Using Telkomsel Cards. 

Journal of Innovation Management, 9(2). 

52) Morning Consult. (2023). Decision Intelligence Use Cases in the Food and Beverage Industry. 

https://morningconsult.com/2023/01/10/decision-intelligence-use-cases-food-and-beverage-industry/ 

53) Moron, James. (2022). Effect of Service Quality and Customer Satisfaction on Customer Loyalty: A case study of Starbucks 

in Malaysia. International Journal of Tourism and Hospitality in Asia Pacific (IJTHAP). 

54) Muhammad, R., Hamid, MA, Suryani, R., & Lasmiatun, L. (2023). THE INFLUENCE OF CUSTOMER RELATIONSHIP 

MARKETING ON LOYALTY WITH SATISFACTION AS A MODERATION. EDUNOMICS SCIENTIFIC JOURNAL, 7(2). 

55) Nguyen-Phuoc, D.Q., Su, D.N., Tran, PTK, Le, D.-TT, & Johnson, L.W. (2020). Factors influencing customer's loyalty towards 

ride-hailing taxi services–A case study of Vietnam. Transportation Research Part A: Policy and Practice, 134, 96–112. 

56) Nst, VFH (2023). THE INFLUENCE OF E-WOM ON PURCHASE DECISIONS MEDIATED WITH BRAND IMAGE AND BRAND 

TRUST AT INDOMARET BRANCH MANDALA BY PASS. METADATA Scientific Journal, 5(2), 350–372. 

57) Nurcahyo, R., Dody, PN, Yadrifil, ZZZ, Habiburrahman, M., & Wibowo, N. (2020). CRM Dimensional Analysis and ANP 

Method for Oil and Gas Industry Sub-contractors in Indonesia in the Context of Reducing Customer Complaints. 

Proceedings of the International Conference on Industrial Engineering and Operations Management. 

58) Pola, PAA, Wijaya, R., & Noho, Y. (2021). Changes in consumer behavior in shopping at restaurants during the Covid-19 

pandemic in Gorontalo City. Journal of Tourism, 1(1), 6–10. 

59) Popp, B., & Woratschek, H. (2017). Consumer–brand identification revisited: An integrative framework of brand 

identification, customer satisfaction, and price image and their role for brand loyalty and word of mouth. Journal of Brand 

Management, 24, 250–270. 

60) Pradana, F. (2018). The Influence of Customer Relationship Management, Service Quality, and Experience Quality on 

Customer Loyalty with Customer Satisfaction as an Intervening Variable for PT Fac Sekuritas Indonesia Customers in 

Yogyakarta. Journal of Business Management, 9(2), 193–212. 

61) Pratiwi, AR, & Dermawan, DA (2021). The Influence of Customer Relationship Management (CRM) on Customer Loyalty 

with Customer Satisfaction as an Intervening Variable (Study of ShopeePay Customers on the Shopee Application in 

Surabaya City). Journal of Emerging Information Systems and Business Intelligence (JEISBI), 2(3), 87–93. 

62) Pratiwi, NPH, & Sukirno, S. (2021). THE EFFECT OF TRUST, COMMITMENT, AND SATISFACTION ON BANK CUSTOMER 

LOYALTY AT POST-IMPLEMENTATION OF AUTOMATIC EXCHANGE OF INFORMATION (AEOI). Profita Journal: Accounting 

Science Review, 9(2), 60–73. 

63) Primaputra, RZ, & Sudaryanto, B. (2023). Analysis of the Influence of Brand Image, Promotion, Consumer Trust, and 

Service Quality on Purchasing Decisions via the Shopee Food Application (Case of Shopee Food Service Users Who Live in 

Semarang City). Diponegoro Journal of Management, 12(1). 

64) Priya, KM, & Alur, S. (2023). Analyzing consumer behavior towards food and nutrition labeling: A comprehensive review. 

Heliyon, 9(9), e19401. https://doi.org/10.1016/j.heliyon.2023.e19401 

65) Purti, SA, & Nasution, SMA (2023). The Influence of Relationship Marketing on Customer Loyalty Through Customer 

Satisfaction. Stock Exchange: Journal of Economics and Business, 2(3), 260–268. 

66) Raeisi Ziarani, M., Janpors, N., & Taghavi, S. M. (2023). Effect of Digital Marketing on Customer Behavioral Intentions with 

the Mediation of Customer Relationship Management. International Conference on Entrepreneurship, Business and 

Online Marketing. 

67) Renaningtyas, AR, Wahyuni, AD, & Oktarina, L. (2022). Factors That Influence Consumer Purchases: Promotion, Price and 

Product (Literature Review of Consumer Behavior). Journal of Information Systems Management Economics, 3(5), 522–

529. 

68) Riaz, HA (2015), "Impact of brand image on consumer buying behavior in clothing sector: a comparative study between 

males and females of Central Punjab (Lahore) and Southern Punjab (Multan)" 

69) Rusli, K., & Amirulmukminin, A. (2023). The Influence of Relationship Marketing and Service Quality on Customer Loyalty 

at the Nithalian Collection. Indonesian Journal of Multidisciplinary on Social and Technology, 1(3), 321–326. 

70) Sağlam, M., & El Montaser, S. (2021). The effect of customer relationship marketing in customer retention and customer 

acquisition. International Journal of Commerce and Finance, 7(1), 191–201. 

http://www.ijefm.co.in/


The Influence of Customer Relationship Marketing and Brand Image on Customer Loyalty with Customer 

Satisfaction as a Mediation Variable (Study on Starbucks Coffee Indonesia) 

JEFMS, Volume 07 Issue 03 March 2024                       www.Ijefm.co.in                                                                    Page 1545 

71) Sanjaya, TS, Purwati, AA, Amin, AM, & Komardi, D. (2023). THE INFLUENCE OF BRAND IMAGE, PRODUCT QUALITY, 

PROMOTIONS AND PRICES ON COCA Cola CONSUMER LOYALTY IN DUMAI (CASE STUDY OF THE DUMAI COMMUNITY). 

LUCRUM: Journal of Applied Business, 3(2), 166–178. 

72) Santi, Ratana Dhamma. (2017). Analysis of the Influence of Customer Satisfaction and Brand Trust on Customer Loyalty 

at Starbucks Coffee. Kwik Kian Gie Institute of Business and Informatics. 

73) Santoso, J.B. (2019). The influence of product quality, service quality, and price on consumer satisfaction and loyalty. 

Journal of Accounting and Management, 16(01), 127–146. 

74) Saulina, AR and Syah, TYR (2018), "How Service quality influences satisfaction and trust towards consumer loyalty in 

Starbucks coffee Indonesia", Iarjset, Vol. 5 No. 10, pp. 11-19, 

75) Sayekti, MD, & Dwiridotjahjono, J. (2023). The Influence of Brand Image and Product Quality on Loyalty through 

Consumer Satisfaction as an Intervening Variable. Al-Kharaj: Journal of Sharia Economics, Finance & Business, 5(6), 2511–

2524. 

76) Sekaran-Bougie. (2013). Research methods for business : a skill-building approach – 6th ed. West Sussex, UK : John Wiley 

& Sons Ltd. 

77) Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-Building Approach. 7th Edition. Wiley & Sons. 

78) Setiawati, AP, Susetyorini Susetyorini, UE, Rusdiyanto, R., Astanto, D., Ulum, B., Khadijah, SN, Trimarjono, A., Syafii, M., 

Mubarroq, A., & Kristiningsih, K. (2019 ). The Role Of Customer Service Through Customer Relationship Management 

(CRM) To Increase Customer Loyalty And Good Leverage. International Journal of Scientific and Technological Research, 

8(10), 2004–2007. 

79) Shahin Sharifi, S., & Rahim Esfidani, M. (2014). The impacts of relationship marketing on cognitive dissonance, 

satisfaction, and loyalty: The mediating role of trust and cognitive dissonance. International Journal of Retail & 

Distribution Management, 42(6), 553–575. 

80) Siswadi, S., Jumaizi, J., Supriyanto, S., & Dewa, AL (2023). Indonesian Online Transportation (Go-Jek) Customers 

Satisfaction and Loyalty: How is the Role of Digital Marketing, Word of Mouth, Perceived Value and Perceived Quality? 

Journal of Law and Sustainable Development, 11(2), e362–e362. 

81) Sofi, M.R., Bashir, I., Parry, M.A., & Dar, A. (2020). The effect of customer relationship management (CRM) dimensions 

on hotel customer's satisfaction in Kashmir. International Journal of Tourism Cities, 6(3), 601–620. 

82) Šostar, M., & Ristanović, V. (2023). An Assessment of the Impact of the COVID-19 Pandemic on Consumer Behavior Using 

the Analytic Hierarchy Process Model. Sustainability, 15(20), 15104. 

83) Sugiyono. (2017). Quantitative, Qualitative, and R&D Research Methods. Bandung: Alfabeta, CV. 

84) Supriadi, C. (2013). Maintain consumer loyalty amidst intense competition. 

85) Suasnawa, IG (2020). The Influence of Excellent Service and Customer Relationship Management (CRM) on Patient Loyalty 

at the Wangaya Denpasar Regional General Hospital. Bali Health Journal, 4(1). 

86) Sürücü, Ö., Öztürk, Y., Okumus, F., & Bilgihan, A. (2019). Brand awareness, image, physical quality and employee behavior 

as building blocks of customer-based brand equity: Consequences in the hotel context. Journal of Hospitality and …. 

https://www.sciencedirect.com/science/article/pii/S1447677018303978 

87) Syaodih, E., Theja, A., Hidayat, D., Honest, U., & Suwardhani, AD (2023). THE INFLUENCE OF FUNCTIONAL, TECHNICAL 

AND BRAND IMAGE QUALITY ON PATIENT VISIT INTEREST. ARS University Master of Management Proceedings, 1(2), 46–

53. 

88) Tamba, D., & Purba, AM (2023). THE INFLUENCE OF BRAND PREDICTABILITY, BRAND LIKES, BRAND COMPETENCY, BRAND 

REPUTATION AND TRUST IN THE COMPANY ON HONDA BRAND LOYALTY: (Case Study: Community of Honda Car Users in 

Medan Tuntungan District). Journal of Management And Business, 148–163. 

89) Vimla, & Taneja, U. (2021). Brand image to loyalty through perceived service quality and patient satisfaction: A conceptual 

framework. Health Services Management Research, 34(4), 250–257. 

90) Wahyuni, Y., Fahlefi, W., & Yuliantoharinugroho, Y. (2023). THE INFLUENCE OF TRUST AND SHOPPING EXPERIENCE IN E-

COMMERCE ON CONSUMER BEHAVIOR OF SHOPEE USERS IN 9dtfYOGYAKARTA. Economics and Business Review, 18(1), 

12–21. 

91) Wandik, K. (2023). Dam&Impact of Service Quality, Perceived Value and Company Image on Increasing Customer 

Satisfaction at Sentani-Jayapura International Airport. Journal of Management and Business (JOMB), 5(2), 1494–1503. 

http://www.ijefm.co.in/


The Influence of Customer Relationship Marketing and Brand Image on Customer Loyalty with Customer 

Satisfaction as a Mediation Variable (Study on Starbucks Coffee Indonesia) 

JEFMS, Volume 07 Issue 03 March 2024                       www.Ijefm.co.in                                                                    Page 1546 

92) Warsela, M., Wahyudi, AD, & Sulistiyawati, A. (2021). Implementation of Customer Relationship Management to Support 

Marketing Credit Executives (Case Study: Pt Fif Group). Journal of Information Technology and Systems, 2(2), 78–87. 

93) White, K., Habib, R., & Hardisty, DJ (2019). How to SHIFT consumer behaviors to be more sustainable: A literature review 

and guiding framework. Journal of Marketing, 83(3), 22–49. https://doi.org/10.1177/0022242919825649 

94) Yanuar, M. (2023). The Influence of Promotion, Price and Brand Image on Purchasing Decisions on Some Things in Shopee 

E-Commerce. Consumers & Consumption: Management Journal, 2(3). 

95) Yuliasti, N., & Cyasmoro, V. (2023). The Influence of Service Quality, CRM and Brand Image on the Loyalty of Guests 

Staying at the Horison Ultima Bekasi Hotel. eCo-Buss, 6(1), 238–252. 

96) Zed, EZ, & Kartini, TM (2023). The Influence of Brand Image, Product Quality and Price on Purchase Decisions for Xiaomi 

Brand Smartphones (Case Study of Management Study Program Undergraduate Students at Pelita Bangsa University, 

Cikarang). Tambusai Education Journal, 7(2), 7217–7237. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

There is an Open Access article, distributed under the term of the Creative Commons 

Attribution – Non Commercial 4.0 International (CC BY-NC 4.0) 

(https://creativecommons.org/licenses/by-nc/4.0/), which permits remixing, adapting and 

building upon the work for non-commercial use, provided the original work is properly cited. 

http://www.ijefm.co.in/

