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ABSTRACT 
 
 
 

THE IMPACT OF BRAND AWARENESS TOWARD CUSTOMER LOYALTY 
IN LOCAL BRAND. CASE STUDY: TANAMERA COFFEE INDONESIA 

 
 
 

By 
 

Mohammad Joddi Guswan 

Oqke Prawira, S.ST, M.Si.Par 
 
 

SWISS GERMAN UNIVERISTY 
 
 

The growth of local brand coffee shops in Indonesia is very high. It makes 

Indonesia local coffee shops are competes very tight. Every coffee shop is 

facing direct competition each other and they have to overcome the 

competition by several concepts through brand awareness to attract customer 

to be loyal. It is no longer become a secret for customer to be more loyal to it 

is brand.  This research would like to analyze the impact of brand awareness 

toward customer loyalty in local brand, and which factor that will attract the 

customer loyalty.  

 

The primary data use quantitative, which is use questionnaire. The 

questionnaire will be collected from 100 respondents. Result found that brand 

awareness has a positive impact on customer loyalty by 95% and it is shows 

that top of mind and dominant brand has the most impact on customer loyalty. 

Based on the result, the restaurant has to be emphasizing on that factors in 

order to increasing rate of customer loyalty. 

 

Keywords: brand awareness, customer loyalty, brand recognition, brand recall, 

top of mind brand, local brand, coffee shop 
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