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ABSTRAK 

 

Christian Wiradendi Wolor / 24090178 / 2013 / Pengaruh Brand Trust, Customer 

Satisfaction, Customer Delight terhadap Customer Loyalty melalui Customer Commitment 

pada Magnum Cafe Jakarta / Pembimbing : Dergibson Siagian, Ir., M.M. 

 

Penelitian ini bertujuan untuk meneliti pengaruh brand trust, customer satisfaction, 

customer delight terhadap customer loyalty melalui customer commitment pada magnum cafe 

Jakarta Beberapa penelitian telah mengarahkan kepada kepuasan pelanggan (customer 

satisfaction) sebagai titik awal tumbuhnya loyalitas pelanggan tetapi terdapat beberapa 

korelasi yang rendah antara satisfaction dan loyalitas. Customer delight berpotensi untuk 

menjadi senjata dalam memenangkan persaingan bisnis. Adanya sebuah kepercayaan didalam 

merek dan komitmen pelanggan juga berpengaruh didalam menciptakan sebuah loyalitas. 

Demi menciptakan loyalitas, perusahaan harus memenuhi janji atas produk yang diciptakan 

bagi konsumen sehingga konsumen percaya dan puas karena perusahaan mampu memenuhi 

harapan konsumen. Terlebih, perusahaan harus mampu menciptakan sesuatu yang membuat 

senang konsumen dan bukan hanya sekedar puas, yang akan meningkatkan komitmen 

konsumen pada sebuah merek yang berujung pada adanya sebuah loyalitas yang tinggi pula.  

Sampel penelitian ini adalah pada orang-orang yang pernah berkunjung ke Magnum 

Cafe di Mall Grand Indonesia selama periode Oktober-Desember 2012. Teknik pengambilan 

sampel yang akan digunakan adalah teknik Non-Probability Sampling dengan menggunakan 

Judgmental/Purposive Sampling, yaitu teknik ini tidak mempertimbangkan peluang bagi 

setiap orang untuk terpilih menjadi sample, tetapi berdasarkan pada penilaian (judgement) 

peneliti. Teknik analisis data untuk menguji masing-masing variabel dan pengujian hipotesis 

melalui Model Persamaan Struktural (SEM) menggunakan metode Linear Structural 

Relationship (Lisrel) melalui software Lisrel 8.5.  

Penelitian ini menghasilkan temuan bahwa brand trust berpengaruh positif signifikan 

terhadap customer satisfaction, brand trust berpengaruh positif signifikan terhadap customer 

commitment, dan brand trust juga berpengaruh positif signifikan terhadap customer loyalty. 

Customer satisfaction berpengaruh positif signifikan terhadap customer commitment, dan 

customer satisfaction berpengaruh positif signifikan terhadap customer loyalty. Customer 

delight berpengaruh positif signifikan terhadap customer commitment, dan customer delight 

juga berpengaruh positif signifikan terhadap customer loyalty. Customer commitment 

berpengaruh positif terhadap customer loyalty.  

 



ABSTRACT 

 

Christian Wiradendi Wolor / 24090178 / 2013 / Effect of Brand Trust, Customer Satisfaction, 

Customer Delight the Customer Loyalty through Customer Commitment at Magnum Cafe 

Jakarta / Adviser: Dergibson Siagian, Ir., MM 

 

This study aimed to investigate the influence of brand trust, customer satisfaction, 

customer delight on customer loyalty through customer commitment at magnum cafe Jakarta 

Several studies have been directed to the satisfaction of the customer (customer satisfaction) 

as the starting point for the growth of customer loyalty but there are some low correlation 

between satisfaction and loyalty. Customer delight has the potential to be a weapon in 

winning business competition. There is a belief in the brand and customer commitment are 

also influential in creating a loyalty. In order to create loyalty, companies must fulfill the 

promise of the products created for consumers so that consumers trust and satisfaction as the 

company is able to meet consumer expectations. Moreover, the company should be able to 

create something that makes happy customers and not just settle, that will enhance the 

consumer's commitment to a brand that led to the existence of a high loyalty as well. 

 

The sample of this research is on the people who've been to Magnum Cafe in Grand 

Indonesia Mall during the period October-December 2012. Sampling technique to be used is 

Non-Probability Sampling techniques using judgmental / purposive sampling, the technique 

does not consider the opportunity for everyone to be elected to the sample, but based on the 

assessment (judgment) researchers. Data analysis techniques to examine each of the variables 

and testing hypothesis through the structural equation model (SEM) using the Linear 

Structural Relationship (LISREL) through software LISREL 8.5. 

 

This research resulted in findings that brand trust significant positive effect on 

customer satisfaction, brand trust significant positive effect on customer commitment, and 

brand trust are also significant positive effect on customer loyalty. Customer satisfaction 

significant positive effect on customer commitment, and customer satisfaction significant 

positive effect on customer loyalty. Customer delight significant positive effect on customer 

commitment and customer delight is also significant positive effect on customer loyalty. 

Customer commitment positive effect on customer loyalty. 
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