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Abstract 

This study aims to analyze the influence of brand image on customer loyalty, mediated by 

consumer satisfaction, at the Surya Mart grocery store in Jombang. In an increasingly competitive 

business environment, a positive brand image is considered crucial for shaping customer 

perceptions and expectations, which ultimately influence levels of satisfaction and loyalty. A 

quantitative research method was employed, utilizing Structural Equation Modeling (SEM) with 

SmartPLS software. Data were collected from store customers via questionnaires using a purposive 

sampling technique. The analysis examined both the direct and indirect effects of brand image on 

customer loyalty, with consumer satisfaction serving as a mediating variable. The results indicate 

that brand image has a positive and significant direct effect on both consumer satisfaction and 

customer loyalty. However, consumer satisfaction was not found to act as a significant mediating 

variable in the relationship between brand image and customer loyalty. These findings suggest 

that a strong brand image can directly enhance customer loyalty without relying on the mediation 

of consumer satisfaction; therefore, the store is advised to consistently strengthen its branding 

strategies—incorporating a personalized approach—to retain customers. 
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INTRODUCTION 

Customer loyalty is significantly influenced by brand image, as brand image shapes 

customer perceptions and expectations regarding products or services (Rika Widianita, 2023). In 
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an increasingly competitive business landscape, brand image plays a crucial role in shaping how 

customers view products or services (Chandra, 2023). A positive brand image can strengthen 

customer confidence in the quality of the goods or services offered; this trust serves as a 

fundamental basis for building customer loyalty, leading customers to continue using the same 

brand and making them less likely to switch to competitors. 

Several previous studies indicate a significant relationship between brand image, customer 

satisfaction, and customer loyalty. Research by Santana and Keni (2020) demonstrates that brand 

image has a positive impact on customer satisfaction and loyalty. A strong brand image can foster 

an emotional bond between the customer and the brand (Siratan et al., 2024). A positive brand 

image also influences customer expectations; when a brand possesses a strong reputation, 

customers typically hold high expectations regarding the quality of the products or services 

offered. 

When these expectations are met or even exceeded, customer satisfaction rises, ultimately 

driving repeat purchases. Furthermore, customers often associate brand image with quality; for 

instance, a brand with a premium image is frequently perceived as offering superior products 

compared to competitors, despite higher price points. This fosters customer loyalty, even amidst 

intense competition. Additionally, customers who take pride in using a particular brand tend to 

recommend it to others, thereby strengthening the community of loyal users and attracting new 

customers. Thus, a positive brand image serves not only to attract new customers but also plays 

a vital role in retaining existing ones and enhancing their loyalty to the brand. This study will focus 

on how brand image contributes to consumer satisfaction, given that customer satisfaction is a 

key factor in business sustainability and a brand's competitiveness. 

In the context of a basic goods store, brand image is reflected in the store's reputation for 

providing quality products, friendly service, and competitive prices. A store with a positive brand 

image finds it easier to attract and retain customers. In this context, customer satisfaction can be 

measured by how well the store meets customer needs, provides a pleasant shopping experience, 

and effectively handles complaints. 

 

LITERATUR RIVEW 

2.1 Over View of Custamer Loyalty 

According to Kotler et al. (2015), customer loyalty is a commitment to purchase or a deep-

seated support for a product or service—favoring it for future use—regardless of contextual 

influences or marketing efforts aimed at converting customers. Thus, consumer loyalty represents 

a behavioral attitude and motive regarding the purchase of products or services—incorporating 
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emotional aspects related to the company—manifested primarily through regular, highly 

consistent repeat purchases; it entails not merely the act of repurchasing goods and services, but 

also a commitment to and a positive attitude toward the supplier. Customer loyalty is a 

commitment held by a customer toward a brand, store, or supplier. This commitment stems from 

a positive attitude and is typically reflected in consistent repeat purchasing habits (Tjiptono, 2012). 

Internal auditing serves to examine and evaluate all company activities to ensure compliance with 

applicable operational standards, while providing independent and objective assurance and 

recommendations on how to enhance value and improve corporate performance. 

 

2.2 Over View of Consumer Satisfaction  

According to Kotler (2016), consumer satisfaction is the outcome experienced by a buyer 

when a company's performance aligns with their expectations; consumers feel satisfied when 

their expectations are met. Customer satisfaction is a perception that arises when consumer 

expectations are fulfilled or even exceeded. According to Gerson (2010), this relates to the 

comparison between the expectations held by consumers and the experience they have while 

using a product. If consumers perceive that the product's performance matches or surpasses their 

expectations, they are considered satisfied. Conversely, if the product's performance falls short of 

expectations, they tend to feel disappointed. In other words, satisfaction reflects an individual's 

emotional state after comparing the actual outcome with their prior expectations. 

 

2.3 Over View Brand Image 

According to Iswanto (2023), brand image refers to the overall impression formed in 

consumers' minds regarding a brand. This encompasses various elements—such as associations, 

memories, beliefs, and perspectives—derived from diverse conversations and communications 

related to the brand. According to Saputri (2023), brand image not only reflects what consumers 

think about a brand but also how they perceive, understand, and interpret it in terms of usage, 

quality, and the value offered. According to Krismatus and Purba (2023), brand image involves 

reinforcing perceptions shaped by experiences, advertising, and brand communications, thereby 

influencing how consumers view and respond to the brand. 

 

METHOD 

This research is a type of quantitative research according to Sugiyono (2017:7), namely a 

research method based on the philosophy of positivism, which is defined as a scientific method 

because it fulfills concrete or empirical, measurable, rational, and systematic scientific principles. 
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The steps of this research begin by determining the research problem, formulating specific 

objectives, looking at theories and previous research findings, formulating research hypotheses, 

and using primary data from respondent questionnaires. To reach conclusions, this research uses 

statistical analysis. 

Data analysis was conducted using Structural Equation Modeling (SEM) to provide an in-

depth understanding of the relationships between the variables in this study. SEM is a multivariate 

analysis technique designed to overcome the limitations of earlier analytical models commonly 

used in statistical research. 

 

RESULT 

 
Figure 1: PLS Algorithm 

 

Table 1 Determination Coefficient (R²) Test Results 

Variable R-squared Adjusted R-squared 

Consumer 

Satisfaction 
0.720 0.717 

Customer Loyalty 0.458 0.444 

 

As shown in Table 4.13, the R² value for customer satisfaction is 0.717 (71.7%), indicating 

that the brand image variable accounts for 71.7% of the explanation for consumer satisfaction—

a figure falling within the moderate category. The remaining 28.3% is influenced by other variables 

not included in the analysis. Regarding customer loyalty, the R² value is 0.444 (44.4%), meaning 

the variables explain 44.4% of customer loyalty, which also falls into the moderate category; the 

remaining 55.6% is influenced by other factors not analyzed. 
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Predictive Relevance (Q2) 

Predictive relevance analysis is conducted to validate a model's predictive capability; if the 

Q-square value is greater than 0, the observed values are considered good, whereas if the Q-

square value is less than 0, the observed values are considered poor (Nurhudayati & Suningrat, 

2022). 

Table 2 Predictive Relevance (Q2) Results 

Variable Q²predict 

Consumer Satisfaction 0.717 

Customer Loyalty 0.428 

 

Based on the results in Table 4.14, it can be stated that the data used exhibit good 

predictive quality, as the Q² predict values are 0.717 for the consumer satisfaction variable and 

0.428 for customer loyalty—both of which are greater than 0. 

 

Goodness Of Fit 

According to Ghozali (2013), the goodness-of-fit test is conducted to determine whether a 

sample data distribution follows a theoretical distribution, as measured by the NFI value. Ghozali 

(2013) describes the NFI as a comparative measure between the null model and the proposed 

model. NFI values range from 0 (no fit) to 1 (perfect fit), with an SRMR value of less than 0.1. 

 

Table 3 Goodness-of-Fit Results 

 Saturated model Estimated model 

SRMR 0.071 0.071 

d_ULS 1.678 0.678 

d_G 0.410 0.410 

Chi-square 174.712 174.712 

NFI 0.806 0.806 

 

Based on Table 4.15, the SRMR value is 0.071 (indicating SRMR < 0.1), while the NFI value 

is 0.806 (indicating a value close to 1). Consequently, the data used meet the goodness-of-fit 

criteria and are deemed to have a good fit, allowing hypothesis testing to proceed. 
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Figure 2 Structural Equation Model 

 

Table 4 Direct Hypothesis Testing Results 

Hypothesi

s 
Relationship 

Original 

Sample 

t-

Statistic 

p-

Value 
Result 

H1 BI → KK 0.849 20.601 0.000 Significant 

H2 KK → LP 0.196 0.911 0.362 
Not 

Significant 

H3 BI → LP 0.502 2.468 0.014 Significant 

 

Table 5 Indirect Hypothesis Testing Results 

Hypothesi

s 
Relationship 

Original 

Sample 
t-Statistic p-Value Note 

H4 BI – KK – LP 0.167 0.896 0.370 
Not 

Significant 

 

DISCUSSION 

The Influence of Brand Image on Consumer Satisfaction 

The hypothesis testing results reveal a direct, positive, and significant influence of brand 

image on consumer satisfaction. It can be concluded that if Toko Sembako Surya Martenhances 

its brand image, consumer satisfaction will increase. 

Leveraging its positive image—particularly regarding service quality—allows the store to 

further improve its operations. Enhancements can be made in areas such as service delivery. A 

key area requiring attention is the ability to differentiate the store from competitors; for instance, 
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by stocking products not available elsewhere. 

To ensure sustained consumer satisfaction, the store's positive image must be maintained 

through consistent product quality, friendly service, and brand communication that emphasizes 

its reputation as a high-quality grocery store. 

These findings are supported by research (Laila & Fitriyah, 2022) showing that brand image 

influences satisfaction. Further confirmation is provided by the study of Wasnury et al. (2023), 

which also indicates that brand image impacts satisfaction. 

 

The Effect of Consumer Satisfaction on Customer Loyalty 

The results of the direct hypothesis testing indicate that there is no significant direct effect 

of consumer satisfaction on customer loyalty. The absence of a significant influence suggests that 

even when consumers are satisfied, this does not automatically drive them to remain loyal to the 

store or make repeat purchases. This indicates that satisfaction alone is insufficient to build strong 

customer loyalty, necessitating a more comprehensive approach. 

Consumer satisfaction regarding the product quality at the grocery store was found to 

drive loyal behaviors, such as recommending the store to others. This demonstrates that when 

consumers are satisfied with their shopping experience and product quality, they tend to actively 

demonstrate loyalty through word-of-mouth recommendations. 

Since consumer recommendations stem from satisfaction with purchased products, 

grocery stores need to maintain consistent product quality, fair pricing, and friendly, prompt 

service. Consequently, consumer loyalty levels can continue to rise alongside improvements in 

perceived satisfaction. These findings are supported by Zahara (2020), who reported that 

satisfaction does not influence loyalty; this conclusion is further reinforced by the study conducted 

by Emarawati et al. (2022), which also found no significant effect of satisfaction on loyalty. 

 

The Influence of Brand Image on Customer Loyalty through Consumer Satisfaction 

This study reveals that there is no significant positive indirect effect of brand image on 

customer loyalty, even with consumer satisfaction acting as a mediating variable. Although a store 

may possess a positive brand image, this alone does not necessarily boost customer loyalty unless 

accompanied by strong consumer satisfaction. In other words, a good brand image does not 

automatically generate sufficient satisfaction to drive sustained customer loyalty. 

A positive store image in the eyes of consumers does not automatically foster loyalty. Even 

if consumers are satisfied, loyalty does not develop without deep trust, emotional attachment, or 

other consistently perceived added values. 
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The mere fact that consumers are generally satisfied is insufficient to bridge the gap 

between brand image and customer loyalty. This suggests that the satisfaction experienced 

remains functional or ordinary, failing to leave a lasting impression that motivates loyal behavior. 

To foster customer loyalty, a store must go beyond simply building a brand image as a 

provider of top-quality products; it must also create a comprehensive, memorable experience that 

encompasses service, customer relationships, trust, and emotional engagement. Store Surya 

Martshould evaluate other factors influencing loyalty, such as direct customer interactions, 

rewards for loyal customers, or more personalized brand communication. Brand image and 

satisfaction alone are insufficient without value embedded in the shopping experience. 

These findings are supported by Laila & Fitriyah (2022), who found that brand image does 

not influence customer loyalty through consumer satisfaction. This conclusion is further 

reinforced by Iskandar (2022), who also stated that brand image has no effect on customer loyalty 

via consumer satisfaction. 

 

CONCLUSION 

Based on the research findings, it can be concluded that brand image has a positive and 

significant influence on consumer satisfaction, accounting for 71.7% of the variation in consumer 

satisfaction. These results indicate that brand image is a crucial factor in shaping levels of 

consumer satisfaction. Furthermore, brand image and consumer satisfaction jointly influence 

customer loyalty, contributing 44.4% to the explanation of changes in customer loyalty. 

Meanwhile, 55.6% of customer loyalty is influenced by factors outside the scope of this study, 

such as promotions, pricing, personal relationships, and emotional factors. Thus, it can be 

concluded that strengthening brand image not only enhances consumer satisfaction but also 

contributes to building customer loyalty, even though other factors also play a role in influencing 

such loyalty. 

 

Managerial Implications 

The research results indicate that brand image has a positive and significant effect on 

consumer satisfaction. This suggests that the better the image of Toko Sembako H. Kastari Putra, 

the higher the level of consumer satisfaction. Therefore, the store needs to maintain product 

quality, improve service, and create a competitive advantage that distinguishes it from rivals in 

order to preserve a positive image. 
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The study also found that consumer satisfaction does not have a significant effect on 

customer loyalty. This implies that satisfaction alone is insufficient to foster customer loyalty. 

Consequently, in addition to maintaining product and service quality, the store needs to build 

stronger relationships with customers to enhance loyalty. 

Furthermore, brand image was shown to have a positive impact on customer loyalty, yet 

consumer satisfaction did not mediate this relationship. This indicates that customer loyalty is 

driven more by a strong brand image than by satisfaction alone. Thus, Toko Sembako Surya 

Martneeds to continue strengthening its brand image while creating a positive shopping 

experience to boost customer loyalty. 

 

REFERENCES 

Chandra, D. S. (2023). Pengaruh Kualitas produk, Inovasi dan Interaksi Pelanggan terhadap Brand 

Image. Balance : Jurnal Akuntansi Dan Manajemen, 2(2), 73–79. 

https://doi.org/10.59086/jam.v2i2.328 

Gerson, R. F. (2010). Gerson, R. F. (2010). Mengukur Kepuasan Pelanggan: Panduan Menciptakan 

Pelayanan Bermutu. Jakarta: PPM. 

Ghozali, I. (2015). Partial Least Squares: Konsep, Teknik dan Aplikasi Menggunakan Program 

SmartPLS 3.0. Badan Penerbit Univesitas Diponegoro. 

Hasan, A. (2015). Hasan, A. (2015). Green Tourism Marketing Model1.Media Wisata, 13 (2). 

I. Ghozali. (2013). Ghozali, I. (2013). Aplikasi Analisis Multivariate dengan Program IBM SPSS. 21 

Update PLS Regresi. Semarang: Badan Penerbit Universitas. 

iswanto,S.D., & W. (2023). Iswanto, S. D., & Wibowo, T. S. (2023). Pengaruh Persepsi Harga, Citra 

Merek, Dan Kualitas Produk Terhadap Keputusan Pembelian Pada Produk Skincare Ms 

Glow Pada Konsumen Ms Glow Desa Barengkrajan Krian, Sidoarjo. Journal of Sustainability 

Business Researc. 

Keller, K. lane. (2013). Keller, Kevin Lane. (2013). Strategic Brand Management: Building, 

Measuring, and Managing Brand Equity, Prentice Hall, New Jersey. 

Kotler., p., Burton., S., Deans, K., Brown, L., & armstrong, G. (2015). kotler, p., Burton., S., Deans, 

K ., Brown, L., & Armstrong, G. (2015). marketing. Pearson Higher Education AU. 

Kotler, K. (2016). Kotler, Keller. 2016. Marketing Management. 15e, Boston, Pearson Education. 

krismatus, S., & Purba, T. (2023). Kristamus, S., & Purba, T. (2023). Faktor-Faktor Yang 

Memengaruhi Keputusan Pembelian Remaja Pada Tissue Basah Dettol Di Kota Batam. ECo-

Buss, 5(3), 894–906. 

Laila, N., & Fitriyah, Z. (2022). Pengaruh Brand Image dan Brand Trust melalui Kepuasan Konsumen 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

5437 

IJEVSS, Volume 05 Issue 03, 2026 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-Share Alike 4.0 International License 

Sebagai Variabel Intervening Terhadap Loyalitas Konsumen Konsumen Skincare MS Glow 

di Surabaya. Seiko : Journal of Management & Business, 5(2) 2022 ISSN : 2598-831X(Print) 

ISSN: 2598-8301 (Online) Ptogram Studi Manajmen Pascasarjana (STIE) AMkop Makassar, 

5(2), 453–464. https://doi.org/10.37531/sejaman.vxix.658 

Lestari, A., & Yulianto, E. (2018). Lestari, A., & Yulianto, E. (2018). Pengaruh Kualitas Produk 

terhadap Loyalitas Pelanggan dengan Kepuasan Pelanggan sebagai Variabel Mediasi 

(Survei pada Pelanggan Citra Kendedes Cake & Bakery Jl . S . Hatta B3 Kav. A, Kota Malang). 

Jurnal Administrasi Bi. 

Martono, N. (2016). Metode penelitian sosial. 

Nauly, C. (2021). PENGARUH BRAND IMAGE DAN KUALITAS PRODUK TERHADAP LOYALITAS 

KONSUMEN MELALUI KEPUASAN KONSUMEN J . CO DONUTS & COFFEE JAVA SUPERMALL 

KOTA SEMARANG Pendahuluan Pemasaran dengan sistem dan aktivitasnya mampu 

mengakrabkan konsumen dengan Keadaan dengan banya. X(2), 974–983. 

Nauly, C., & Saryadi, S. (2021). Pengaruh Brand Image dan Kualitas Produk terhadap Loyalitas 

Konsumen melalui Kepuasan Konsumen (Studi Pada J.Co Donuts & Coffee Java Supermall 

Kota Semarang). Jurnal Ilmu Administrasi Bisnis, 10(2), 974–983. 

https://doi.org/10.14710/jiab.2021.28800 

Rika Widianita, D. (2023). Pengaruh Brand Image dan Trust Terhadap Customer loyalty Pelanggan 

Kopi Di Jakarta Dengan Customer Satisfaction Sebagai Variabel Intervening. AT-

TAWASSUTH: Jurnal Ekonomi Islam, VIII(I), 1–19. 

Santana, A., & Keni, K. (2020). Pengaruh Brand Image Terhadap Kepuasan dan Loyalitas Pelanggan 

pada PT. Brand X di Jakarta. Jurnal Manajemen Bisnis Dan Kewirausahaan, 4(4), 150. 

https://doi.org/10.24912/jmbk.v4i4.8678 

Saputra, A. S. dan N. B. A. (2011). Aries Susanty dan Najid Bangun Adisaputra (2011) Pengaruh 

Brand Image Speedy Telkom Terhadap Loyalitas Pelanggan Di Kecamatan Banyumanik 

Semarang, J@TI Undip, Vol VI, No 3, September 2011. 

saputri, N.F., & S. (2023). Saputri, N. F., & Suhardi. (2023). Pengaruh Kualitas Produk, Citra Merek 

dan Word Of Mouth terhadap Keputusan Pembelian Produk Two Way Cake Pixy. Jurnal 

Disrupsi Bisnis, 6(4), 376– 386. 

Siratan, E. D., Yulita, H., Clarissa, C., & Michelle, M. (2024). Kepuasan Merek Terhadap Loyalitas 

Merek Melalui Keterikatan Emosional Merek Dan Cinta Merek Sebagai Variabel Mediasi. 

Jurnal E-Bis, 8(1), 300–309. https://doi.org/10.37339/e-bis.v8i1.1639 

Sugiyono. (2018c). Sugiyono. 2018. Metode Penelitian Kuantitatif. Bandung: Alfabeta. 

Tjiptono, F., & Chandra, G. (2012). Tjiptono, F., & Chandra, G. (2012). Pemasaran Strategik (2nd 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

5438 

IJEVSS, Volume 05 Issue 03, 2026 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-Share Alike 4.0 International License 

ed.). Andi Publiser. 

Tjiptono, F. (2014). Tjiptono, F. (2014). Pemasaran Jasa. Gramedia Cawang. 

Tjiptono, F. (2012). Tjiptono, F. (2012). Service Management Mewujdukan Pelayanan Prima. 

Yogyakarta: PT Andi Offset. 

Triaji, Y., Wijayanto, G., & Wasnury, R. (2023). Pengaruh Brand Image dan Brand Experience 

Terhadap Customer Satisfaction dan Brand Loyalty. Jurnal Manajemen Pemasaran Dan 

Perilaku Konsumen, 2(4), 921–931. https://doi.org/10.21776/jmppk.2023.02.4.07 

Zahara, R. (2020). Pengaruh kualitas layanan terhadap loyalitas pelanggan dengan kepuasan 

pelanggan sebagai variabel intervening. Jurnal Manajemen Strategi Dan Aplikasi Bisnis, 

3(1), 31–38. https://doi.org/10.36407/jmsab.v3i1.121 

 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

