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ABSTRACT

Bayu Dwi Nur Saputro (2026).Thesis. Title: “The Effect of Brand Experience,
Digital Marketing, and Store Atmosphere on Purchase Intention
through Customer Satisfaction at Coffee Shops in Bojonegoro”.
Development Economics Study Program, Faculty of Economics,
University of Bojonegoro.

Email : bayudwinrusaputra345@gmail.com

Supervisors : Endang, S.E., M.M.

Dwi Irnawati, S.E., M.M

This study aims to analyze the effects of Brand Experience, Digital Marketing, and
Store Atmosphere on Purchase Intention with Customer Satisfaction as a
mediating variable among coffee shop consumers in Bojonegoro Regency. The
research employed a quantitative approach using a survey method involving 286
respondents, selected through purposive sampling. Data were collected through
structured questionnaires measuring consumers’ perceptions of brand experience,
digital marketing, store atmosphere, customer satisfaction, and purchase intention.
Data analysis was conducted using Structural Equation Modeling—Partial Least
Squares (SEM-PLS) with WarpPLS 7.0 software. The results indicate that Brand
Experience, Digital Marketing, and Store Atmosphere have positive and significant
effects on Customer Satisfaction. Furthermore, Digital Marketing, Store
Atmosphere, and Customer Satisfaction positively and significantly influence
Purchase Intention, while Brand Experience does not have a significant effect on
Purchase Intention, either directly or indirectly through Customer Satisfaction. The
findings imply that enhancing customer satisfaction in coffee shops can be
effectively achieved through positive brand experiences, strong digital marketing
strategies, and a comfortable store atmosphere. However, brand experience alone
is insufficient to directly stimulate consumers’ purchase intention. This study
contributes empirically to consumer behavior literature and marketing strategy
development in the local culinary business sector.

Keywords: Brand Experience, Digital Marketing, Store Atmosphere, Customer
Satisfaction, Purchase Intention, SEM-PLS
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ABSTRAK

Bayu Dwi Nur Saputro (2026).Skripsi. Judul: “Analisis Pengaruh Brand
Experience, Digital Marketing dan Store Atmosphere Terhadap
Purchase Intention Melalui Costumer Satisfaction Pada Coffee
Shop di Bojonegoro”.Program Studi Manajemen Ritel, Fakultas
Ekonomi, Universitas Bojonegoro.

Email : bayudwinursaputra345@gmail.com

Pembimbing : Endang, S.E., M.M.
Dwi Irnawati, S.E., M.M

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Experience, Digital
Marketing, dan Store Atmosphere terhadap Purchase Intention dengan Customer
Satisfaction sebagai variabel mediasi pada konsumen coffee shop di Kabupaten
Bojonegoro. Penelitian ini menggunakan pendekatan kuantitatif dengan metode
survei terhadap 286 responden yang dipilih melalui teknik purposive sampling.
Data dikumpulkan menggunakan kuesioner terstruktur yang mengukur persepsi
konsumen terhadap pengalaman merek, pemasaran digital, suasana toko,
kepuasan pelanggan, dan niat beli. Analisis data dilakukan menggunakan
Structural Equation Modeling—Partial Least Squares (SEM-PLS) dengan bantuan
WarpPLS 7.0. Hasil penelitian menunjukkan bahwa Brand Experience, Digital
Marketing, dan Store Atmosphere berpengaruh positif dan signifikan terhadap
Customer Satisfaction. Selanjutnya, Digital Marketing, Store Atmosphere, dan
Customer Satisfaction berpengaruh positif dan signifikan terhadap Purchase
Intention, sedangkan Brand Experience tidak berpengaruh signifikan terhadap
Purchase Intention, baik secara langsung maupun melalui Customer Satisfaction.
Implikasi penelitian ini menunjukkan bahwa peningkatan kepuasan pelanggan
coffee shop di Bojonegoro lebih efektif dicapai melalui penciptaan pengalaman
merek yang positif, pemasaran digital yang konsisten, serta suasana toko yang
nyaman. Namun, pengalaman merek belum secara langsung mendorong niat beli
konsumen. Penelitian ini memberikan kontribusi empiris terhadap pengembangan
kajian perilaku konsumen dan strategi pemasaran jasa pada sektor usaha kuliner
lokal.

Kata kunci: Brand Experience, Digital Marketing, Store Atmosphere, Customer
Satisfaction, Purchase Intention, SEM-PLS
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