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Abstract

The objective of this study was to investigate the satisfaction of marketing
mix factors and brand equity that affect customer loyalty using coffee shops as a case study.
Questionnaires were used as tools to collect information from visitors to the cafe.
The statistics used in the analysis are frequency, percentage, average, standard deviation,
and hypothesis tests are performed using multiple regression analysis.

The results of the research indicaled that marketing mix including product,
marketing promotion, personnel, service process, and physical characteristics affect the
loyalty of respondents toward Mahasan café Secondly, brand equity factors i.e., brand
awareness, other tangible assets, perceived quality, and brand association also
influence customer loyalty. This study can be used as a guideline for planning and
formulating marketing strategies. that are suitable for needs the target customers and

create competitive advantage for the coffee shop business.
Keyword: Satisfaction, Marketing Mix, Brand Equity, Loyalty
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R = 0.861, R? = 0.742, Adjusted R Square = 0.737, F = 161.133, sig = 0.000
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AIVAUA

R = 0.896, R* = 0.803, Adjusted R Square = 0.801, F = 402.635, sig = 0.000
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