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Abstract 
In the current development, the theory of customer satisfaction considered as a key to 
marketing concept. Some researchers believe that customers’ satisfaction could drive a 
business to the success (Bennett and Rundle-Thiele, 2004). According to Kotler and Keller 
(2009), satisfaction is the summary feeling resulted from comparing a product performance to 
the expectation. A customer will be satisfied if the performance matches expectation. On the 
other side, a customer will be dissatisfied if the performance fails to meet expectation. 
Martisiute et al. (2010) theorized that the success of a company does not only depend on the 
ability to attract new customers. Retaining satisfied customers is beneficial because it needs 
less cost than to attract the new ones. One of the important strategies to achieve customer 
satisfaction is branding strategy. 
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I.  INTRODUCTION 

 
Maxx Coffee, established since 2015, is an original coffee shop chain from Indonesia. Maxx 

Coffee is a new brand, but is growing fast. It has opened 70 shops in Indonesia, and has five outlets in 
Surabaya. The rapid growth of coffeehouse retailers in Indonesia is affected by the modern lifestyle in 
society. In 2014, the numbers of registered coffeehouses in Indonesia reached 200 entrepreneurs 
compared to 100 entrepreneurs in the previous year (Global Business Guide Indonesia, 2014). However, 
there is no exact data regarding the amount of the coffeehouse in Surabaya. 

In the current development, the theory of customer satisfaction considered as a key to marketing 
concept. Some researchers believe that customers’ satisfaction could drive a business to the success 
(Bennett and Rundle-Thiele, 2004). According to Kotler and Keller (2009), satisfaction is the summary 
feeling resulted from comparing a product performance to the expectation. A customer will be satisfied 
if the performance matches expectation. On the other side, a customer will be dissatisfied if the 
performance fails to meet expectation. Martisiute et al. (2010) theorized that the success of a company 
does not only depend on the ability to attract new customers. Retaining satisfied customers is beneficial 
because it needs less cost than to attract the new ones. One of the important strategies to achieve 
customer satisfaction is branding strategy. 

A study conducted by Chang & Chieng (2006) is consistent with Davis, Oliver, & Brodie (2000), 
which states that branding plays an important role in a company because it is connecting the customers 
and suppliers. Marketing academics and practitioners have acknowledged that nowadays, customers are 
no longer buy products or services to fulfill their functional need, but instead purchase the emotional 
experiences around it (Morrison and Crane, 2007; Zarantonello and Schmitt, 2010). 

 
 
According to Low & Lamb (2000), brand image helps company in predicting customer experience. 

Customers’ perception regarding the image of a brand will determine the shaping of brand expectation 
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and thus, the experience will be shaped based on this expectation. The higher the expectation is, the 
experience is harder to be deemed satisfactory. However, should the men behind the brand succeed in 
delivering the experience, the customers’ perception of the experience will be better. 

This study provides both theoretical and practical contribution. For theoretical perspective, this 
study seeks to develop a conceptual framework of brand image on customer satisfaction. While for 
practical perspectives, this could be a contribution for marketers and practitioners to understand their 
customers more accurately. 

II. LITERATURE REVIEW 
Brand Image 

Aaker (1997) defined brand image as the perception about a specific brand that can be 
remembered by the public. Saleem and Raja (2014) explained brand image as certain characteristics of 
product or service that stayed in customer mind. In a simple word, when the customers assess a brand 
name, they spontaneously think some attributes of its product or service. According to Kotler and Keller 
(2012), brand image is a good impression of a brand. A unique advantage, good reputation, trustworthy 
and willingness to provide the best service could create a positive brand image. A company with a 
favorable image, definitely would gain a better position in the market, (Park, Jaworski, & MacInnis, 
1986). Therefore, measuring brand image is an important part because it would help marketers to 
identify the customers’ perceptions toward their product or service. 

 
Customer Satisfaction 

Satisfaction is the customer’s evaluation after comparing the performance of a product or service 
with their expectations (Zeithaml dan Bitner, 2003). The evaluation is then used by the customers as a 
reference in future buying decisions. A satisfied customer might tend to buy the same product or service 
from the same brand and not search for other alternatives. In contrast, a dissatisfied customer might 
look for other alternatives from other brand (Blackwell, et al., 2012). 

Measuring customer satisfaction can be used for several purposes : 1) to determine customers’ 
needs, desires requirements, and expectations; 2) to improve the quality of product or service according 
to the customer’s expectations; 3) to develop a work plan in the future. Therefore, the literature assumes 
that customer satisfaction is something that can not be underestimated for granted. 

 
Brand Image and Customer Satisfaction 

Many scholars have confirmed that brand image would be an important antecedent of customer 
satisfaction and loyalty (Wu, 2011). Marketing literature and empirical supports have confirmed that 
image does influence satisfaction positively (Yu, Chin, and Hsiao, 2011; Zeithaml et al., 2006). 
However, the relationship between brand image and customer satisfaction still should be reviewed and 
tested for a more complete validation. Accordingly, this study had following research hypothesis : 
Hypothesis (H1) : Brand image has a positive impact on customer satisfaction. 

Based on review of literature, this study proposes a theoretical framework. Figure 1 below 
depicts the research framework used in this study. 
 

 
Figure 1.  

Research Framework 
 

III. RESEARCH METHODS 
 

Brand 
Image 

Customer 
Satisfaction 

H1 



This study employs a quantitative research method. The respondents of this study are the 
customers of Maxx Coffee in Surabaya city, East Java province, Indonesia. A total number of 100 
questionnaires were distributed via an online survey. Ferdinand (2006) suggests in a study where the 
number of population is unknown, there should be at least 100-200 samples. These respondents are 
recruited due to the availability and ease of cooperation towards this study. 

The criteria in selecting the respondents are their age and their buying experience. Respondents 
have to be at least 17 years old or above, because at this age, they have been considered to be mature 
enough to fill the questionnaires. Respondents are required to have a buying experience in Maxx Coffee 
within Surabaya area during the past three months to ensure that they still remembered their experience. 

The questionnaire consists of demographic information, brand image, and customer satisfaction. A 
5-point Likert-type scale were used to measure the impact between variables. In addition, demographic 
information included: gender, age, and occupation were designed to gather information about the 
respondents. This study uses Linear Regression with SPSS 20.0 approach to process the data. 
 
 

IV. DATA ANALYSIS AND DISCUSSION 
 
Summary of Findings 

Table 1 below showed the profile of a hundred respondents. According to the data, from the 100 
respondents, 52 (52%) respondents were male and 48 (48%) were female. Majority of them were found 
to be students (53%) in the aged group of between 17-22 years old (45%). More than half (52%) of the 
respondents are getting the information about Maxx Coffee brand from their friends.  

 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Validity and Reliability 

Researcher conducted validity and reliability test before proceeding to test the hypothesis. As 
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seen below in the Table 2, the sig. value of all items are 0.000. Validity value is considered good as if 
it is found less than 0.005 (α=5%). Therefore, each item for both variables in this study is considered 
valid and can be processed for further analysis. 

  
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Reliability value is considered good if its value is more than 0.6. As indicated in Table 3, 
Cronbach’s reliability of both constructs are more than the standard value. The Cronbach’s Alpha 
reliability of Brand Image was 0.839, and the reliability for Customer Satisfaction is 0.822. Meanwhile, 
each instrument in this study is considered to be reliable. 

 
 

 
 
 
 
Hypothesis Testing 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

As seen above in the Table 4, the average answer for Brand Image variable is 4.07 which is 
categorized as good. The highest perception about brand image is related to the ability of customer to 



recognize Maxx Coffee among competing brand. It is proved by the highest mean by 4.11 in item x1.3. 
While on the other side, the average answer for Customer Satisfaction variable is 3.95, which is 
categorized as good. The highest perception about customer satisfaction says that customer is satisfied with 
the decision to buy at Maxx Coffee. It is proved by the highest mean by 4.02 in item y1.2. 

Linear regression analysis is used to determine whether there is an impact of brand image on 
customer satisfaction at Maxx Coffee in Surabaya. The hypothesis test is analyzed by using SPSS 20.0. 
The predictor variable is brand image, and the dependent variable is customer satisfaction. 

 
 
 
 
 
 
 
 
 
 

Table 5 shows the coefficients of regression. In the above regression model, we could see that 
the sig. value is 0.000 which less than 0.05. In other words, in Maxx Coffee case, overall brand image 
had a positive and significant (sig = 0.000 and β = 0.303) impact on customer satisfaction. Meanwhile, 
hypothesis of this study is considered to be accepted. 
 

 
 
 
 
 
 

The above model summary in Table 6 shows that coefficient of determination R Square = 0.092 
indicates that 9.2% of variable customer satisfaction can be explained by the variable brand image, 
while the remaining 90.8% is explained by other variables outside the model. The result explains that 
there are quite a few variables that would expect to be much better predictors of customer satisfaction 
rather than brand image. Things like product quality, price, and promotion may also have an influence 
on customer satisfaction. 
 
 

V. CONCLUSION AND SUGGESTIONS 
  

According to the statistical analysis there is no reason to reject the research hypothesis. The result 
indicates that brand image has a positive and significant impact on customer satisfaction. This finding 
is supporting Yu, Chin, & Hsiao (2012), which states that brand image has a significant and positive 
impact on customer satisfaction. 

As a new brand in the industry, brand image becomes very important for Maxx Coffee to attract 
new customers as well as retaining loyal customers. Image of Maxx Coffee in view of the overall 
respondents is good. This means that the efforts made by the management to survive and to create an 
image on consumers’ minds are success. Maxx Coffee are considered able to show positive image as 
one of the best coffee shop in customers’ mind. 

 
 
Like in any kind of business, establishing corporate image and creating customer satisfaction is 

essential for long term profitability. However, the findings showed that the brand image in Maxx Coffee 
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has only a little contribution to customer satisfaction. There might be other variables that would expect 
to be much better predictors of customer satisfaction rather than brand image. Therefore, future 
researchers should consider other factors, such as: brand experience, product or service quality, brand 
trust, which may also have an influence on customer satisfaction. The findings of this study can be used 
as an additional reference to conduct a research related to customer satisfaction. Besides, the sample 
used must be larger than this study to get more accurate data. 

Finally, in order to survive in the market, this study recommends that the management also needs 
to have a thorough understanding of customer behaviors. It will hopefully help management to establish 
effective marketing strategies based on customers' perceptions. 
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