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ABSTRACT 

 

Sutan Naufal Al Khadafi, Effects of Brand Experience, Brand Loyalty, and Self 

Congruity on Positive Word of Mouth with Brand Love as an Intervening Variable. Yulianti 

Prihatiningrum (Supervisor) 

Keywords: brand experience, brand loyalty, self congruity, brand love, positive word of 

mouth 

This study aims to determine and analyze the influence of brand experience, brand 

loyalty, self congruity on positive word of mouth through brand love, brand love as an 

intervening variable in the relationship between brand experience, brand loyalty, self 

congruity on positive word of mouth in shop customers Starbucks coffee. 

This research method uses a questionnaire with 184 Starbucks Banjarbaru customers 

as samples and has been selected from a population of all customers. Variable measurement 

uses the Likert Scale technique with a weight scale from 1 to 5. Data analysis uses the partial 

least squares with the help of the SmartPLS program. 

The results of the study conclude that brand experience, the brand loyalty, and the self 

congruity have a positive effect on positive word of mouth. Brand love mediates the effects 

of brand experience, brand loyalty, self congruity on positive word of mouth. 
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