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ABSTRAK 

  

PENGARUH PERCEIVED QUALITY,CUSTOMER RELATIONSHIP 

MARKETING DAN STORE ATMOSPEHERE TERHADAP LOYALITAS 

PELANGGAN STARBUCKS  COFFE GUBENG SUARABAYA. 

Kartini Yani Anastasia . 1211800313. Judul Pengaruh Perceived Quality, Customer 

Relationship Marketing dan Store Atmosphere Terhadap Loyalitas Pelanggan 

Starbucks Coffee Gubeng Surabaya. 

            Rumusan masalah dalam penelitian ini adalah Apakah Perceived Quality, 

Customer Realtionship Marketing dan Store Atmosphere secara parsial dan bersama-

sama (simultan) berpengaruh signifikan terhadap loyalitas pelanggan Starbucks 

Coffee Gubeng Surabaya. Populasi dalam penelitian ini adalah Populasi dalam 

penelitian ini adalah seluruh pelanggan Starbucks Coffee Gubeng Surabaya yang 

jumlahnya tidak terhingga dengan menggunakan rumus dari kharis (2011) Maka 

sampel penelitian adalah 96 pelanggan Starbucks Coffee Gubeng Surabaya dengan 

teknik random sampling. 

            Apabila nilai variabel yang terdiri dari perceived quality (X1), customer 

relationship marketing (X2), store atmosphere (X3) mempunyai nilai nol, maka 

variabel loyalitas pelanggan akan tetap sebesar 3.908, karena nilai konstanta 

menunjukkan nilai sebesar 3.908.Nilai koefisien perceived quality (X1) sebesar 

0.947 menunjukkan bahwa variabel perceived quality (X1) berpengaruh positif 

terhadap loyalitas pelanggan. Nilai koefisien customer relationship marketing (X2) 

sebesar 0.312 menunjukkan bahwa variabel customer relationship marketing (X2) 

berpengaruh positif terhadap loyalitas pelanggan. Nilai koefisien store atmosphere 

(X3) sebesar 0.335 menunjukkan bahwa variabel store atmosphere (X3) berpengaruh 

positif terhadap loyalitas pelanggan 

 

           Berdasarkan hasil analisis dan pembahasan, maka dapat disimpulkan bahwa, 

Variabel Perceived Quality, Customer Realtionship Marketing dan Store 

Atmosphere secara parsial dan bersama-sama (simultan) berpengaruh signifikan 

terhadap loyalitas pelanggan Starbucks Coffee Gubeng Surabaya 

Kata kunci: Perceived Quality, Customer Realtionship Marketing dan Store 

Atmosphere dan Loyalitas Pelanggan 
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ABSTRACT 

PENGARUH PERCEIVED QUALITY,CUSTOMER RELATIONSHIP 

MARKETING DAN STORE ATMOSPEHERE TERHADAP LOYALITAS 

PELANGGAN STARBUCKS  COFFE GUBENG SUARABAYA 

Anastasia Yani Kartini. 1211800313. Title Effect of Perceived Quality, Customer 

Relationship Marketing and Store Atmosphere on Customer Loyalty at Starbucks 

Coffee Gubeng Surabaya 

       The formulation of the problem in this study is whether Perceived Quality, 

Customer Realtionship Marketing and Store Atmosphere partially and 

simultaneously (simultaneously) have a significant effect on customer loyalty at 

Starbucks Coffee Gubeng Surabaya. The population in this study was the population 

in this study were all customers of Starbucks Coffee Gubeng Surabaya, the number 

of which was infinite by using the formula from kharis (2011). The research sample 

was 96 customers of Starbucks Coffee Gubeng Surabaya with random sampling 

technique 

           If the value of the variable consisting of perceived quality (X1), customer 

relationship marketing (X2), store atmosphere (X3) has a value of zero, then the 

customer loyalty variable will remain at 3.908, because the constant value shows a 

value of 3.908. The value of the perceived quality coefficient ( X1) of 0.947 indicates 

that the perceived quality variable (X1) has a positive effect on customer loyalty. 

The coefficient value of customer relationship marketing (X2) of 0.312 indicates that 

the variable customer relationship marketing (X2) has a positive effect on customer 

loyalty. The store atmosphere (X3) coefficient value of 0.335 indicates that the store 

atmosphere variable (X3) has a positive effect on customer loyalty 

              Based on the results of the analysis and discussion, it can be concluded that 

the Perceived Quality, Customer Realtionship Marketing and Store Atmosphere 

variables partially and simultaneously (simultaneously) have a significant effect on 

customer loyalty at Starbucks Coffee Gubeng Surabaya. 

Keywords: : Perceived Quality, Customer Realtionship Marketing And  Store  

         Atmosphere and  Loyalitas Pelanggan 

 

 

 

 

 

 

 

 

 

 

 



xi 

 

RINGKASAN 

PENGARUH PERCEIVED QUALITY, CUSTOMER RELATIONSHIP 

MARKETING DAN STORE ATMOSPHERE TERHADAP LOYALITAS 

PELANGGAN  STARBUCKS COFFEE GUBENG SURABAYA” 

 

            Budaya minum kopi di dunia memang telah ada sejak berabad-abad lalu. 

Penanaman kopi dengan tujuan komersil, terjadi pada abad 15 di negara-negara 

Arab. Hingga kini, terdapat lebih dari 55 jenis kopi. Namun, yang ditanam secara 

komersil hanya tiga jenis, yaitu robusta, arabica, dan liberica, dan wtentu saja ini ada 

sejarahnya. Kala itu, bangsa Arab memonopoli penjualan kopi. Namun, karena 

permintaannya banyak, beberapa negara mulai mencari keberadaan kopi. Belanda 

yang pertama kali menemukannya dan akhirnya jenis kopi arabica mulai menyebar 

ke seluruh dunia termasuk Indonesia. 

            Penelitian ini bertujuan  untuk  menggunakan penelitian kualitatif.  Dalam 

penelitian survei, peneliti menanyakan ke beberapa orang (yang disebut dengan 

responden) tentang keyakinan, pendapat, karakteristik suatu obyek dan prilaku yang 

telah lalu dan sekarang. Penelitian ini merupakan penelitian kualitatif dan kuantitatif 

dengan mengunakan data primer dan data sekunder yang diperoleh dari kuesioner 

terhadap 96 pelanggan Starbucks Coffee Gubeng Surabaya dengan teknik random 

sampling. 

          Teknik analisis yang digunakan adalah analisis linear berganda, uji koefisien 

determinasi (R
2
), dan pengujian Hipotesis menggunakan Uji t dan Uji F. sedangkan 

Uji Asumsi Klasik yang digunakan antara lain Uji Normalitas, Uji Multikolinearitas, 

Uji Heteoskedastisitas. Secara keseluruhan indikator yang digunakan dalam 

penelitian ini valid (karena r hitung > r tabel dan bernilai positif) dan reliabel 

(karena koefisien Cronbach Alpha > 0,6) 

         Dari hasil nilai Uji F menujukan bahwa diketahui bahwa perceived quality 

(X1), customer relationship marketing (X2), store atmosphere (X3) secara bersama-

sama (simultan) berpengaruh signifikan terhadap variabel dependen yaitu loyalitas 

pelanggan (Y) pada pelanggan Starbacks Coffee. Hal ini dibuktikan dengan nilai 

signifikan 0.000 lebih kecil dari alpha 0.05 dengan nilai Fhitung sebesar 89.221 

lebih besar dari Fhitung sebesar 2.70. 
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SUMMARY 

 

THE EFFECT OF PERCEIVED QUALITY, CUSTOMER RELATIONSHIP 

MARKETING AND STORE ATMOSPHERE ON CUSTOMER LOYALTY OF 

STARBUCKS COFFEE GUBENG SURABAYA” 

   

          The culture of drinking coffee in the world has existed for centuries. 

Cultivation of coffee with commercial purposes, occurred in the 15th century in 

Arab countries. Until now, there are more than 55 types of coffee. However, only 

three types are grown commercially, namely robusta, arabica, and liberica, and of 

course this has a history. At that time, the Arabs monopolized the sale of coffee. 

However, because the demand is high, several countries have started looking for 

coffee. The Dutch were the first to find it and finally the Arabica coffee type began 

to spread throughout the world, including Indonesia. 

This study aims to use qualitative research. In survey research, the researcher asks 

several people (called respondents) about past and present beliefs, opinions, 

characteristics of an object and behavior. This research is a qualitative and 

quantitative research using primary data and secondary data obtained from 

questionnaires to 96 customers of Starbucks Coffee Gubeng Surabaya with random 

sampling technique. 

This study aims to use qualitative research. In survey research, the researcher asks 

several people (called respondents) about past and present beliefs, opinions, 

characteristics of an object and behavior. This research is a qualitative and 

quantitative research using primary data and secondary data obtained from 

questionnaires to 96 customers of Starbucks Coffee Gubeng Surabaya with random 

sampling technique. 

          The analysis technique used is multiple linear analysis, coefficient of 

determination test (R2), and hypothesis testing using t test and F test. While the 

Classical Assumption Test used includes Normality Test, Multicollinearity Test, 

Heteoscedasticity Test. Overall, the indicators used in this study are valid (because 

r arithmetic > r table and positive value) and reliable (because Cronbach Alpha 

coefficient > 0.6) 

             From the results of the F test value, it is known that perceived quality (X1), 

customer relationship marketing (X2), store atmosphere (X3) together 

(simultaneously) have a significant effect on the dependent variable, namely 

customer loyalty (Y) to Starbacks Coffee customers. This is evidenced by a 

significant value of 0.000 which is smaller than alpha 0.05 with an Fcount of 

89.221 which is greater than Fcount of 2.70. 
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