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Abstract 

This research aims to analyze the influence of  product quality, product features, product style 

and design, brand image, and brand experience on consumer loyalty in the online game industry 

in the Depok, Bogor, Jakarta, Tangerang, Bekasi (Jabodetabek) area, with consumer 

satisfaction as an intervention variable. The results of data analysis show that online game 

product quality does not have a significant influence on consumer satisfaction, and the same 

thing applies to the direct influence of product quality on consumer loyalty. Online game 

product features also do not have a direct influence on gamer consumer satisfaction and loyalty. 

Product style and design do not directly influence consumer satisfaction and loyalty in online 

game. However, brand image has a direct influence on consumer satisfaction, while brand 

experience has a direct influence on satisfaction. Consumer satisfaction, in turn, has a positive 

impact on consumer loyalty. Some factors, such as product quality, product features, and 

product style and design, may have an indirect influence on loyalty through satisfaction. 

Therefore, this research provides valuable insights for game companies in developing, design, 

marketing, selling strategies, and increasing consumer loyalty, and consumer satisfaction in the 

online game industry in the Depok, Bogor Jakarta, Tangerang, Bekasi (Jabodetabek) area. 

Keyword: consumer loyalty; consumer satisfaction; game online; product attribute; brand 

image; brand experience 
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1. Introduction 

The Internet has become a crucial component of everyday existence, fulfilling a range of 

functions such as communication, social engagement, e-commerce, and leisure activities, 

including online gaming. The development of online games has gained immense popularity 

among people of all age groups, thanks to the widespread availability of the internet. Online 

games are a type of online game that can only be played on devices connected to the internet, 

and their growth on both computers and mobile phones has garnered significant attention. 

In Indonesia, the popularity of online games has surged, particularly in recent years, 

propelled by increased affordability of internet access. The growth of the digital industry, 

including online gaming, has been further accelerated by the significant impact of the COVID-

19 pandemic. As of January 2022, Indonesia holds the third position globally in terms of online 

game players, with approximately 94.5% of internet users aged 16–64 engaging in online 

games. 

Online games like Mobile Legends: Bang Bang, Point Blank, Genshin Impact, Stumble 

Guys, Clash of Clans, Valorant, and Arena of Valor are among the most widely played in 

Indonesia. In these games, players can purchase various in-game items and content using real 

money, including character skins, weapons, costumes, power-ups, virtual currencies, and more. 

These in-game purchases add to the gaming experience and can be bought with real money. 

In terms of revenue, some of the highest-earning online games in Indonesia are Mobile 

Legends: Bang Bang, Free Fire, and Roblox. Mobile Legends: Bang Bang enjoys a significant 

following among Indonesian players, while Free Fire's successful microtransaction business 

model contributes to its substantial revenue. These games benefit from their large player bases 

and are part of Indonesia's thriving online gaming market. In online games, product attributes 

encompass various elements that shape the gaming experience. These include playable 

characters, weapons, and visual aesthetics that differentiate one game from another, influence 

gameplay quality, and add value to the player's experience. In-game purchases often allow 

players to obtain these product attributes using real money, supporting the game's development 

and maintenance. 

"Brand image" in online games pertains to the reputation and unique characteristics 

associated with a particular game. A positive brand image can build trust and appeal to players, 

motivating them to engage more with the game. "Brand experience" involves the overall 

experience players have while playing the game, including interactions, feelings, and 

impressions influenced by the game itself and community activities surrounding it. A positive 

brand experience fosters player satisfaction and deeper engagement, potentially leading to in-

game purchases and long-term loyalty. As a result, game developers strive to maintain a 

positive brand image and provide satisfying brand experiences to players. 

On the other hand, "brand experience" alludes to the encounter that players undergo 

while participating in a game. It encompasses all interactions, feelings, and impressions 

influenced by the game itself, as well as activities around the game, such as player 

communities, additional content, and support provided by the developers. A positive brand 

experience creates player satisfaction and deeper engagement, motivating them to continue 

playing, interact with the community, and potentially make in-game purchases. 

Consumer satisfaction, as defined by Kotler (2005:70), is the feeling of pleasure or 

disappointment with a product, stemming from the comparison between the product's 
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impressions and performance (results) and their expectations. Consumer satisfaction with a 

product is based on how much they enjoy the product's performance or results. The 

management holds the view that customer contentment with a product or service is of 

paramount significance and influences the efficiency of the online game itself. 

According to Keller & Keller (2016:153), loyalty involves a steadfast commitment to 

purchase and endorse a particular product or service in the future, regardless of emotional, 

situational, or marketing influences that might potentially alter one's behavior. Consumer 

satisfaction is achieved when producers meet the expectations in delivering goods and services. 

As satisfaction levels vary among consumers, companies should consider this aspect, given 

that loyalty is reflected in their recurring purchasing patterns. Based on these insights, the 

research will be titled "Factors Influencing Online Game Consumer Loyalty through Consumer 

Satisfaction." 

 

2. Literature Review 

2.1 Product Attributes 

(Kotler & Armstrong, 2017) Product attributes are the distinguishing characteristics of 

a product that are taken into account when making purchasing decisions. As per Kotler & 

Armstrong (2017), product attribute components can be categorized into three segments, which 

encompass product quality, product features, and product aesthetics and design. (Simamora, 

2003) Product attributes encompass the factors that consumers take into account when buying 

a product, such as the price, quality, functionality comprehensiveness (features), design, post-

purchase service, and more. (Stanton, 1991) These attributes cover aspects like pricing, brand, 

packaging, product warranty, color, the reputation of the seller, seller's service, product quality, 

and physical product characteristics. 

 

2.2 Product Quality 

No products are of lower quality compared to their competitors. The better the quality 

of a product, the stronger its brand reputation (Primary & Azizah, 2022). (Puspita & Nuvriasari, 

2018) A quality product is defined as one that effectively fulfills its intended function, 

encompassing attributes like robustness, dependability, precision in outcomes, user-

friendliness, ease of maintenance, and other valuable qualities in a specific context. (Tjiptono, 

2012) Quality encompasses all aspects of a product offering that deliver advantages to 

customers. The evaluation of product quality, whether it involves goods or services, 

encompasses multiple dimensions. These dimensions include performance, longevity, 

adherence to specifications, characteristics, reliability, aesthetics, perceived quality, and 

serviceability (Tjiptono, 2012). 

 

2.3 Product Features 

(Wicaksono, 2018) Product features are aspects of a product that consumers highly 

value and use to guide their decisions. Product features can create differences between a 

product and its competitors. Introducing new features that have a greater impact on consumers 

is one of the most effective ways for companies to outperform their competitors. (Kotler & 

Armstrong 2012) Features are a competitive means of differentiating a company's product from 

its competitors. Consumers can choose whether to have certain characteristics or not. As stated 
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by Ginting (2011), features serve as a strategy to leverage a competitive advantage, 

distinguishing a company's products from those of its competitors. 

 

2.4 Product Style and Design 

Design is a potential way to overcome competition with competitors because it can 

differentiate and position products and services for a company. A good staging process, as well 

as aesthetic colors and style, will produce a good design supported by the right composition 

and adapting to changing times. To achieve its goals, companies must implement marketing 

strategies that focus on improvement and innovation in their products and continue to do so 

continuously (Azizah, 2022). (Anggraini et al., 2021) Consumers will be loyal if they have 

many choices and get benefits from the products they use. (Yuliana & Pratama, 2019) Products 

with good style and design get a lot of attention, perform better and are more competitive in 

the market. (Stanton, 2006) Design is one aspect of forming the image of a product. A unique 

design, different from others, can be the only distinguishing feature of a product 

 

2.5 Brand Image 

Image holds significant importance for consumers in determining or making decisions 

about a product or service. Gedalia (2015) defines brand image as the consumer's perception 

of the brand residing in their mind. A successful brand image enables consumers to identify 

their needs, distinguish the brand from competitors, and consequently, increases the likelihood 

of purchases (Alfriana Olivia, 2014). According to Duncan (2005), brand image is shaped by 

brand experience, encompassing perceptions of the brand, including brand characteristics, 

name, logo, packaging, and reputation. These elements collectively form a comprehensive 

impression of the brand in the minds of consumers. In essence, brand image represents the 

overall perception that customers hold about a brand and its attributes relative to other brands 

(Faircloth, 2005). 

 

2.6 Brand Experience 

Customer experience arises from interactions involving customers, products, or 

companies (Ebrahim et al., 2016). In contrast, brand experience represents an internal, 

subjective, and behavioral reaction occurring at various interaction levels, be it direct or 

indirect, and is associated with brand stimuli (Brakus et al., 2009). It can be defined as "the 

subjective, internal responses of consumers (sensations, emotions, thoughts) and behavioral 

responses triggered by brand-related stimuli encompassing a brand's design, identity, 

packaging, communications, and surroundings" (Landa, 2006). Brand experiences encapsulate 

the encounters of individual audience members every time they interact with a brand. 

 

2.7 Customer Satisfaction 

Consumer satisfaction arises from a comparison between what the consumer received 

and their expectations. If a customer is content with the value provided by the product or 

service, there is a likelihood that they will remain a customer for an extended period (Giese 

and Cote, 2000). Satisfaction is a summary of affective responses with varying intensity at a 

specific time point and limited duration directed at the focal point of product acquisition and 

consumption (Reynolds and Arnold, 2000). Satisfied customers are more likely to recommend 
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others to experience the source of their satisfaction (Sivadas and Baker Prewitt, 2000). 

Satisfaction has been identified as a crucial precursor to customer loyalty. 

 

2.8 Customer Loyalty 

Consumer loyalty is the extent to which a customer or consumer is loyal to a particular 

brand, product or service, and they tend to choose to continue interacting, purchasing or using 

that product or service repeatedly. According to Hurriyati (2010), consumer loyalty is a deep 

commitment that customers maintain to subscribe, return, or repurchase products or services 

in a consistent manner in the next century. According to Ishak & Luthfi (2011), consumer 

loyalty is defined as the consistency of repeated purchases periodically and continuously over 

a certain period of time because consumers are interested in a product or brand. (Oliver, 1999) 

A firmly held commitment to repurchase or re-subscribe from a preferred product/service 

consistently in the future, thereby leading to repeat purchases of the same brand or series of 

brands, despite situational influences and marketing efforts potentially causing the behavior 

transition. 

  

2.9 Relationship between Product Quality and Consumer Satisfaction  

The findings of a prior study by Azizah and Afifi (2023) revealed that the satisfaction 

experienced by players of the online game Valorant was attributed to the game developer's 

provision of high-quality gameplay. Another study by Purna Sari et al. (2018) indicated that 

consumer satisfaction with the ASUS brand is contingent on the company's ability to deliver 

high-quality products. This aligns with the established notion that the quality of products 

significantly impacts consumer satisfaction, as demonstrated in the research conducted on PT 

Hospi Commerce Main Palembang branch by Zakaria (2019). 

 

2.10 Relationship between Product Feature and Consumer Satisfaction   

(Hastari et al., 2023) BSI m-banking customer satisfaction is influenced by service 

features. According to the findings of research by Raihan Azizah and Afifi (2023), product 

features play a role in influencing the satisfaction of online Valorant game players. 

Additionally, as indicated in the study by Purna Sari et al. (2018), the perceived product 

features associated with the ASUS brand significantly impact consumer satisfaction. 

 

2.11 Relationship between Product Style and Design and Consumer Satisfaction   

(Falah et al., 2023) The design of Xiaomi smartphones has a positive and significant 

impact on consumer satisfaction during the purchase process. Azizah and Afifi's (2023) earlier 

research supports the notion that the style and design of valuable Valorant online game products 

contribute to player satisfaction. In line with the findings of Purna Sari et al. (2018), the design 

of Asus brand smartphones significantly influences consumer satisfaction. 

 

2.12 Relationship between Brand Image and Consumer Satisfaction  

(Ronaa and Farida, 2023) The positive impact of brand image on consumer satisfaction 

is evident in the case of Converse shoes at the Pakuwon Trade Center. Research by David 

Christian Gunawan and Antonius Jan Wellyantony P (2021) further illustrates that a favorable 
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image significantly contributes to consumer satisfaction in the context of the e-sports game 

Mobile Legends: Bang Bang. 

 

2.13 Relationship between Brand Experience and Consumer Satisfaction  

The findings from the study by David Christian Gunawan and Antonius Jan 

Wellyantony P (2021) indicate that when consumers have a positive experience, they are more 

likely to feel satisfied with the e-sports game Mobile Legends Bang Bang. Additionally, the 

research by Ayu et al (2023) establishes a positive impact of Brand Experience on customer 

satisfaction for CV Indo RSVP Group in Malang City. 

 

2.14 Relationship between Consumer Satisfaction and Consumer Loyalty 

The outcomes of Azizah and Afifi's (2023) prior research affirm that players of the 

Valorant online game are likely to persist in playing due to the satisfaction derived from the 

game. Furthermore, Fenny Indrawati's (2018) study reveals a noteworthy impact of consumer 

satisfaction on loyalty at Cincau Station Surabaya. This correlation between customer 

satisfaction and loyalty aligns with Kotler & Keller's (2006) explanation, emphasizing that 

businesses aiming for high consumer satisfaction contribute to elevated consumer loyalty. 

 

2.16 Relationship between Product Quality and Consumer Loyalty 

Azizah and Afifi's (2023) study concludes that the quality of the Valorant online game 

product does not establish a direct connection with consumer loyalty. This outcome aligns with 

Agung Widodo's (2019) prior research, indicating that quality products lack a substantial 

impact on consumer loyalty. However, in contrast, Indrawati's (2018) study reveals a positive 

and significant influence of quality products on customer loyalty. According to this research, 

an enhancement in product quality correlates with an increase in consumer loyalty. 

 

2.17 Relationship between Product Feature and Consumer Loyalty  

Azizah and Afifi's (2023) prior research asserts that product features play a role in 

influencing the loyalty of online Valorant game players. In contrast, Agung Widodo's (2019) 

study indicates that product features lack a significant impact on consumer loyalty. Meanwhile, 

Aprilianto et al. (2015) find that the features of Blackberry cellphone products influence the 

loyalty of STIE Unity students. 

 

2.18 Relationship between Product Style and Design and Consumer Loyalty  

Azizah and Afifi's (2023) prior research demonstrates that the style and design featured 

in the Valorant game significantly contribute to increased player loyalty. Customers evaluating 

KafeMieDjoedes Jombang perceive its ability to maintain loyalty through product design. 

Additionally, Sari and Atmojo's (2020) study highlights that the unique appearance of products 

at Djoedes Jombang cafe fosters customer loyalty. Agung Widodo's (2019) research affirms 

that product design holds a significant sway over consumer loyalty. 

 

2.19 Relationship between Brand Image and Consumer Loyalty 

(Ishan and Sutedjo, 2022) Affirms that Brand Image significantly and positively 

influences consumer loyalty for Amidis drinking water consumers. According to Gedalia 
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(2015), Brand Image is the consumer's perception residing in their mind or thoughts. In the 

same vein, Alfriana Olivia (2014) defines Brand Image as an integral part of consumers' mental 

perceptions encompassing product image and their thoughts, feelings, and desires. The research 

by Helen and Emrus (2014) supports a connection between brand experience and GMP 

customer loyalty. 

 

2.20 Relationship between Brand Experience and Consumer Loyalty 

(Hasani et al, 2023) Establishes that Brand Experience significantly and positively 

impacts consumer loyalty to Scarlett Whitening products. According to Yardha (2015), 

Customer satisfaction serves as a mediator, bridging the influence of brand experience on 

customer loyalty. When consumers derive satisfaction from a product, seen as an experiential 

encounter, it facilitates the product's serviceability. The research by Helen and Emrus (2014) 

also affirms a correlation between brand image and GMP customer loyalty. 

 

2.21 Consumer Satisfaction as an Intervening Variables 

Consumer satisfaction, in the context of this research, functions as a mediating variable, 

acting as a conduit that links product quality, product features, product style and design, brand 

image, and brand experience to consumer loyalty in online games. The research findings by 

Hafifi et al. (2023) indicate that consumer satisfaction serves as an effective mediator, 

demonstrating a higher impact on consumer loyalty from product quality compared to product 

features, style, and design. Moreover, the study conducted by Gunawan et al. (2021) highlights 

that brand image and brand experience exhibit a weak yet positive and significant influence on 

consumer loyalty, with customer satisfaction playing a pivotal role as an intervening variable. 

 

3. Material and Method 

Table 3.1 Operationalization of Variables 

Variables Indicator Number Source 

Product Quality (X1) 

1. Performance 

2. Reliability 

3. Conformity to specifications 

4. Ability to Serve 

5. Perception of Quality 

1-5 
Garvin, Tjiptono 

(2012 : 121) 

Product Features 

(X2) 

1. Diversity of Features 

2. Feature Quality 

3. Feature Advantages 

4. Completeness of Features 

5. Feature Importance 

6-10 
Tjiptono (2002), 

Nugroho (2021) 

Product Style and 

Design (X3) 

1. Models 

2. Attractive style 

3. Variety 

4. Up to Date 

5. Distinctive Characteristics 

11-15 

Ilmaya 2011, 50, 

Kotler (2007: 

131-138) 
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Brand Image (X4) 

1. Company Image 

2. Product Image 

3. Player Image 

4. Advantages of brand association 

5. The power of brand association 

16-20 

Aaker & Biel, 

2009, Kotler dan 

Keller (2016:347) 

Brand Experience 

(X5) 

1. Sensory 

2. Affection 

3. Behavior 

4. Intellectual 

5. Relate 

21-25 

Brakus et.al 

(2009), (Hanifah 

et al., 2018) 

Consumer 

Satisfaction (Y) 

1. Experience 

2. Consumer expectations 

3. Need 

4. Benefits 

5. Value Price Relationship 

26-30 

Kotler (2016), 

Dharmayanti et 

al. (2013 

Consumer Loyalty 

(Z) 

1. Reuse 

2. Like the brand 

3. Stick to the brand 

4. Believe that the brand is the best 

5. Recommend the brand to others 

31-35 Tjiptono (2002) 

 

3.1 Design Study 

Aligned with the research's title, this study employs a descriptive analysis approach 

with a quantitative methodology. The quantitative descriptive research method aims to provide 

an objective portrayal of a situation through numerical data, encompassing data collection, 

interpretation, and findings presentation (Arikunto, 2006). By utilizing quantitative techniques, 

it becomes possible to assess the significance of group disparities or relationships between the 

variables under investigation (Sudaryana & Agusiady, 2022). The research population consists 

of all online game players in the Depok, Bogor, Jakarta, Tangerang, and Bekasi (Jabodetabek) 

region. The selection of this area as the research location is justified by Jabodetabek's status as 

a densely populated and rapidly growing region in Indonesia, serving as a hub for economic 

and technological activities. 

The research sample, a subset of the population, serves as the data source (Sugiyono, 

2018). Samples are chosen using specific methods and considerations. This study employs a 

simple random sampling technique, involving the random selection of individuals from the 

population without regard to population strata (Sugiyono, 2018). This technique ensures that 

every individual in the population has an equal opportunity to be selected as a sample. 

Considering the explained sampling technique and the population characteristics, the criteria 

for respondents in this study are individuals who are online game players residing in the Depok, 

Bogor, Jakarta, Tangerang, Bekasi (Jabodetabek) region, aged between 18 and 45 years, and 

have made virtual item purchases in online games. 

According to Hair et al. (2011), the minimum sample size for PLS-SEM must be equal 

to or greater than either ten times the largest number of formative indicators used to measure a 
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construct or ten times the largest number of structural paths regarding a particular construct in 

the structural model. Given that there are 7 variables in this research, each with 5 indicators, 

the largest number of formative indicators for a single construct is 5. Therefore, the minimum 

required sample size is 7 x 10 = 70 individuals. 

 

3.2 Data Analysis 

The research employs the Structural Equation Model (SEM) with a Partial Least Square 

(PLS-SEM) approach for data analysis. To evaluate the validity and reliability of the model, 

the outer and inner model of indicators and variables are examined using the SmartPLS 4 

computer program (Cristin, 2015). According to Hair et al. (2017), two assessments are 

conducted for PLS-SEM: 

The first assessment concerns the measurement model, also known as the outer model, 

which is used to determine the validity and reliability of the model. Tests performed on the 

outer model encompass: 

a. Convergent Validity 

b. Validity and Reliability 

c. R Square 

The second assessment pertains to the structural model or inner model, which aims to 

predict relationships between latent variables. Tests conducted on the inner model include: 

a. Variance Inflation Model 

b. Hypothesis testing 

  
Figure 1. Research Model 

 

Based on the literature review that has been carried out, the hypothesis of this research is: 

a. H1: Product Quality (X1) has a positive effect on Online Game Consumer Satisfaction 

(Y). 

b. H2: Product Quality (X1) has a positive effect on Online Game Consumer Loyalty (Z). 

c. H3: Product Features (X2) have a positive effect on Online Game Consumer 

Satisfaction (Y). 

d. H4: Product Features (X2) have a positive effect on Online Game Consumer Loyalty 

(Z). 

e. H5: Product Style and Design (X3) has a positive effect on Online Game Consumer 

Satisfaction (Y). 

f. H6: Product Style and Design (X3) have a positive effect on Online Game Consumer 

Loyalty (Z). 
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g. H7: Brand Image (X4) has a positive effect on Online Game Consumer Satisfaction 

(Y). 

h. H8: Brand Image (X4) has a positive effect on Online Game Consumer Loyalty (Z). 

i. H9: Brand Experience (X5) has a positive effect on Online Game Consumer 

Satisfaction (Y). 

j. H10: Brand Experience (X5) has a positive effect on Online Game Consumer Loyalty 

(Z). 

k. H11: Consumer Satisfaction (Y) has a positive effect on Online Game Consumer 

Loyalty (Z). 

l. H12: Product Quality (X1) has a positive effect on Online Game Consumer Loyalty (Z) 

through Consumer Satisfaction (Y). 

m. H13: Product Features (X2) have a positive effect on Online Game Consumer Loyalty 

(Z) through Consumer Satisfaction (Y). 

n. H14: Product Style and Design (X3) has a positive effect on Online Game Consumer 

Loyalty (Z) through Consumer Satisfaction (Y). 

o. H15: Brand Image (X4) has a positive effect on Online Game Consumer Loyalty (Z) 

through Consumer Satisfaction (Y). 

p. H16: Brand Experience (X5) has a positive effect on Consumer Loyalty (Z) of Online 

Games through Consumer Satisfaction (Y). 

 

 

4. Result 

In this study, participants are classified into distinct groups according to factors such as 

gender, age, and occupation. The following are the results of the analysis of participant 

characteristics: 

 Table 4.1 Respondent Characteristic 

Characteristics Frequency Percentage 

Gender 

Man 63 63% 

Woman 37 37% 

Total 100 100% 

Age 

< 18 Years 0 0 % 

18 - 25 Years 93 93% 

26 - 32 Years 2 2% 

33 - 39 Years 0 0% 

> 40 Years 5 5% 

Total 100 100% 

Job Students 91 91% 
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Employee 6 6% 

Teacher/Lecturer/Educator 1 1% 

Businessman 0 0% 

Others 2 2% 

Total 100 100% 

Source: Data collected firsthand and analyzed by the researchers in 2023. 

 

Referring to Table 4.1 detailing the distribution of demographic characteristics, 

participants are classified into two gender groups: male and female. The provided table 

illustrates that the majority of respondents, constituting 63% of the total, are male, while female 

respondents make up the remaining 37%. To put it differently, the male demographic is 

predominant among those who extensively engage in online gaming activities in the Jakarta, 

Bogor Depok, Tangerang, Bekasi (Jabodetabek) region. 

Analyzing the demographic characteristics data in Table 4.1, it is evident that the age 

distribution among respondents is predominantly within the 18-25 years range, comprising 93 

respondents (93%). The age group >40 years constitutes 5 respondents (5%), followed by the 

26-32 years age range with 2 respondents (2%), while the age groups <18 and 33-39 years have 

no representation, each amounting to 0 respondents (0%). 

Moreover, the distribution of respondents' work types, classified into five categories 

including students, employees, teachers/lecturers, and entrepreneurs, reveals that students 

constitute the majority with 91 respondents (91%). Employees follow with 6 respondents (6%), 

teachers/lecturers with 1 respondent (1%), and the remaining 2 respondents (2%). 

Entrepreneurs represent the smallest category with no respondents (0%). 

 

Table 4.2 Online Games Played 

Game Online Frequency 

Genshin Impact 19 

Tower of Fantasy 3 

Valorant 20 

Point Blank 25 

Mobile Legend: Bang Bang 79 

Dota 2 3 

Free Fire 16 

Call of Duty Mobile 22 

PlayerUnknown's Battlegrounds (PUBG) 45 

Others 19 

Total 251 

Source: Data collected firsthand and analyzed by the researchers in 2023. 
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Based on Table 4.2, it is found that the online game most played by Jakarta, Bogor 

Depok, Tangerang, Bekasi (Jabodetabek) people is Mobile Legend: Bang Bang with a total of 

79, the online game PlayerUnknown's Battlegrounds (PUBG) is played by the 2nd most people 

in Jakarta, Bogor Depok, Tangerang, Bekasi (Jabodetabek), next is Point Blank which is played 

the 2nd most. 3 with 25, then there is Call of Duty Mobile with 22, next there is Valorant with 

20, Genshin Impact and other online games with 19. And in the last position there are Dota 2 

and Tower of Fantasy with 3. The findings indicate that Mobile Legends: Bang Bang is the 

most favored and widely played online game among the residents of Jakarta, Bogor, Depok, 

Tangerang, Bekasi (Jabodetabek). The data reveals that out of the 100 respondents surveyed, a 

total of 251 online games were played, emphasizing the fact that respondents engaged with 

more than one online game. 

 

Result of PLS-SEM Analysis 

Measurement Model  

1. Convergent Validity 

Convergent validity assesses a measurement model by examining items that derive their 

value from the relationship between item scores and construct scores. Convergent validity is 

determined through Loading Factors, Cronbach's alpha, composite reliability, and AVE 

(Average Variance Extracted) factors, resulting in the following results: 
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Table 4.3  Results of Outer Loading Validity 

 
Source: Data collected firsthand and analyzed by the researchers in 2023. 

 

From the data in the table, this research consists of 35 questions asked for all 

indicators. Therefore, the model will be tested again using cronbach’s alpha, composite 

reliability, and AVE (Average Variance Extracted) as listed below: 
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2. Validity and Reliability 

Table 4.4 Validity and Reliability 

 
Source: Data collected firsthand and analyzed by the researchers in 2023. 

 

Based on the test results in Table 4.7, it shows that each question item constructed has 

a Cronbach's alpha value, composite reliability (rho_a), composite reliability (rho_c), 

composite reliability (rho_c) > 0.7, and an average variance extracted (AVE) value > 0.5, 

meaning Research instruments are said to be good or reliable. 

 

3. R Square 

Table 4.5 Fornell-Larcker Criterion 

 
Source: Data collected firsthand and analyzed by the researchers in 2023. 

 

Based on the test results, it can be explained that the coefficient of determination value 

expressed by the Adjusted R Square number is 0.814, which means that 81.4% of consumer 

satisfaction is influenced by variables such as quality, features, style and product design, brand 

image, brand experience so that the remainder ( 100%-81.4%) with 18.6% results influenced 

by other external variables studied. For the Adjusted R Square test results of 0.848, which 

means 84.8% of consumer loyalty is influenced by variables such as quality, features, style and 

product design, brand image, brand experience so that the remainder (100% -84.8%) with 

results 15.2% is influenced by other external variables studied. 
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Structural Model Evaluation (Inner Model) 

1. VIF 

Table 4.6 Variance Inflation Factor 

 
Source: Data collected firsthand and analyzed by the researchers in 2023. 

 

According to the test results presented in Table 4.8, each question item constructed 

exhibits a value of <5.0, indicating that the research instrument is considered to be free from 

multicollinearity issues between constructs. 
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Hypothesis Testing 

The hypotheses in this study are formulated through model computation using the PLS 

technique with bootstrapping. The outcomes of bootstrapping computations yield T-statistic 

values for each relationship or path. Hypothesis testing is conducted at a significance level of 

0.05, and a hypothesis is deemed accepted if the T-statistic value surpasses 1.96. The results of 

hypothesis testing in this study are as follows: 

 

4.8 Hypothesis Testing Based on t Statistics 

 
Source: Data collected firsthand and analyzed by the researchers in 2023. 

 

 Based on the information presented in the table above, the results of this research found 

10 accepted hypotheses, and 6 rejected hypotheses. This is because the P values obtained must 

be smaller than 0.05 and the T statistics must be more than 1.96. This research found a direct 

influence between product quality (X1) on consumer satisfaction (Y), product style and design 

(X3) on consumer loyalty (Z), brand image (X4) on consumer satisfaction (Y), brand image 

(X4) towards consumer loyalty (Z), brand experience (X5) towards consumer satisfaction (Y), 

brand experience (X5) towards consumer loyalty (Z), and consumer satisfaction (Y) towards 

consumer loyalty (Y). This research also found that there is no direct influence between product 

quality (X1) on consumer loyalty (Z), product features (X2) on consumer satisfaction (Y), 

product features on consumer loyalty (Z), product style and design (X3). on consumer 

satisfaction (Y). This research also found an indirect influence between product quality (X1) 

on consumer loyalty (Z) through consumer satisfaction (Y), brand image (X4) on consumer 

loyalty (Z) through consumer satisfaction (Y), brand experience (X5 ) on consumer loyalty (Z) 

through consumer satisfaction (Y). This research also found that there is no indirect influence 

between product features (X2) on consumer loyalty (Z) through consumer satisfaction (Y), 

product style and design (X3) on consumer loyalty (Z) through consumer satisfaction (Y). 
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5. Discussion 

Influence Product Quality (X1) against Consumer Satisfaction (Y) 

The quality of online game products has a direct influence on the satisfaction of online 

game consumers in Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 

0.004 < 0.05 and a t-statistic value of 2.863 > 1.96. This proves that the quality of online game 

products has a direct influence on the satisfaction of online game consumers in Jakarta, Bogor 

Depok, Tangerang, Bekasi (Jabodetabek). Thus H1 is accepted. The findings of a previous 

study conducted by Raihan Afifi and Nurul Azizah in 2023, titled "The Influence of Product 

Attributes on Consumer Loyalty Through Consumer Satisfaction as an Intervening Variable: 

A Case Study of Valorant Online Game Players in Surabaya City", indicated that the 

satisfaction experienced by Valorant online game players is attributed to the satisfying quality 

of the game provided by its developers. 

 

Influence Product Quality (X1) against Consumer Loyalty (Z) 

The quality of online game products does not have a direct effect on consumer loyalty 

in Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.206 > 0.05 and 

a t-statistic value of 1.266 < 1.96. This proves that the quality of online game products has no 

direct effect on the loyalty of online game consumers in Jakarta, Bogor Depok, Tangerang, 

Bekasi (Jabodetabek). Thus H2 is rejected.  Similar findings were also obtained in a previous 

study conducted by Agung Widodo and Dr. Wahdiyat Moko, SE., MM in 2019, titled "The 

Influence of Product Attributes on Consumer Loyalty in Mobile Games: Mobile Legends: Bang 

Bang (A Study on Students of Brawijaya University, Malang)", which indicated that quality 

products do not have a significant influence on consumer loyalty. 

 

Influence Product Features (X2) against Consumer Satisfaction (Y) 

Online game product features do not have a direct effect on consumer satisfaction in 

Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.934 > 0.05 and a 

t-statistic value of 0.084 < 1.96. This proves that online game product features do not have a 

direct effect on online game consumer satisfaction in Jakarta, Bogor Depok, Tangerang, Bekasi 

(Jabodetabek). Thus H3 is rejected. The findings of this study do not align with previous 

research conducted by Raihan Afifi and Nurul Azizah in 2023, titled "The Influence of Product 

Attributes on Consumer Loyalty Through Customer Satisfaction as an Intervening Variable: A 

Case Study on Valorant Online Game Players in Surabaya City." Their study indicated that 

product features can influence the satisfaction of Valorant online game players. 

 

Influence Product Features (X2) against Consumer Loyalty (Z) 

Online game product features do not have a direct effect on consumer loyalty in Jakarta, 

Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.727 > 0.05 and a t-statistic 

value of 0.349 < 1.96. This proves that online game product features do not have a direct effect 

on online game consumer loyalty in Jakarta, Bogor Depok, Tangerang, Bekasi (Jabodetabek). 

Thus H4 is rejected. Previous research yielded similar results conducted by Agung Widodo and 

Dr. Wahdiyat Moko, SE., MM in 2019, with the study titled "The Influence of Product 

Attributes on Consumer Loyalty in Mobile Games: Mobile Legends: Bang Bang (A Study on 
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Students of Brawijaya University, Malang)," which indicated that product features do not have 

a significant influence on consumer loyalty. 

 

Influence Product Style and Design (X3) against Consumer Satisfaction (Y) 

The style and design of online game products does not have a direct effect on consumer 

satisfaction in Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.614 

> 0.05 and a t-statistic value of 0.505 < 1.96. This proves that the style and design of online 

game products does not have a direct effect on online game consumer satisfaction in Jakarta, 

Bogor Depok, Tangerang, Bekasi (Jabodetabek). Thus H5 is rejected. Different results were 

obtained in a prior study conducted by Purna Sari, H. Chalil, and Engki P. Nainggolan in 2018, 

titled "The Influence of Product Attributes on Customer Satisfaction Using ASUS Smartphone 

in Palu City," which indicated that product design significantly influences customer 

satisfaction.  

 

Influence Product Style and Design (X3) against Consumer Loyalty (Z) 

The style and design of online game products has a direct influence on consumer loyalty 

in Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.005 < 0.05 and 

a t-statistic value of 2.843 > 1.96. This proves that the style and design of online game products 

has a direct influence on the loyalty of online game consumers in Jakarta, Bogor Depok, 

Tangerang, Bekasi (Jabodetabek). Thus H6 is accepted. This study yields similar results to 

previous research conducted by Raihan Afifi and Nurul Azizah in 2023, titled "The Influence 

of Product Attributes on Consumer Loyalty Through Consumer Satisfaction as Intervening 

Variables (Case Study on Valorant Online Game Players in Surabaya City)." The research 

demonstrates that the style and design presented by the developers in the game Valorant are 

highly effective, as players become increasingly loyal to the game. 

 

Influence Brand Image (X4) against Consumer Satisfaction (Y) 

The brand image of online games has a direct influence on consumer satisfaction in 

Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.027 < 0.05 and a 

t-statistic value of 2.214 > 1.96. This proves that the brand image of online games has a direct 

influence on consumer satisfaction in Jakarta, Bogor Depok, Tangerang, Bekasi (Jabodetabek). 

Thus H7 is accepted. Similar findings were obtained in a prior study conducted by David 

Cristian Gunawan and Antonius Jan Wellyantony P in 2021, titled "The Influence of Brand 

Image and Brand Experience on Customer Satisfaction and Customer Loyalty in the Mobile 

Legends Bang Bang Esport Game in Surabaya." In that study, it can be inferred that when 

consumers have a positive brand image, they are also more likely to feel satisfied with the 

Mobile Legends Bang Bang e-sports game. 

 

Influence Brand Image (X4) against Consumer Loyalty (Z) 

The brand image of online games has a direct influence on consumer loyalty in Jakarta, 

Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.017 < 0.05 and a t-statistic 

value of 2,400 > 1.96. This proves that the brand image of online games has a direct influence 

on the loyalty of online game consumers in Jakarta, Bogor Depok, Tangerang, Bekasi 

(Jabodetabek). Thus H8 is accepted. Similar results were found in a previous study conducted 
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by Helen and Emrus in 2014, titled "The Relationship Between Customer Satisfaction and 

Brand Experience with Brand Image on Customer Loyalty: A Case Study of Mall 

Management." In that study, it was stated that there is a connection between brand image and 

customer loyalty in the context of mall management. 

 

Influence Brand Experience (X5) against Consumer Satisfaction (Y) 

Online game brand experience has a direct influence on consumer satisfaction in 

Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.021 < 0.05 and a 

t-statistic value of 2.308 > 1.96. This proves that online game brand experience has a direct 

influence on online game consumer satisfaction in Jakarta, Bogor Depok, Tangerang, Bekasi 

(Jabodetabek). Thus H9 is accepted. Similar findings were obtained in a previous study 

conducted by David Cristian Gunawan and Antonius Jan Wellyantony P in 2021, titled "The 

Influence of Brand Image and Brand Experience on Customer Satisfaction and Customer 

Loyalty in the Mobile Legends Bang Bang Esport Game in Surabaya." In that study, it can be 

concluded that when consumers have a positive experience, they tend to be more satisfied with 

the Mobile Legends Bang Bang e-sports game. 

 

Influence Brand Experience (X5) against Consumer Loyalty (Z) 

The brand experience of online games has a direct influence on the loyalty of online 

game consumers in Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 

0.042 > 0.05 and a t-statistic value of 2.039 < 1.96. This proves that the brand experience of 

online games has a direct influence on the loyalty of online game consumers in Jakarta, Bogor 

Depok, Tangerang, Bekasi (Jabodetabek). Thus H10 is accepted. Similar results were achieved 

in a previous study conducted by Helen and Emrus in 2014, titled "The Relationship between 

Customer Satisfaction and Brand Experience with Brand Image on Customer Loyalty: A Case 

Study of Mall Management." The study indicated that there is a correlation between brand 

experience and customer loyalty in the context of mall management. 

 

Influence Consumer Satisfaction (Y) against Consumer Loyalty (Z) 

Online game consumer satisfaction has a direct influence on consumer loyalty in 

Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) with a P value of 0.000 < 0.05 and a 

t-statistic value of 5.626 > 1.96. This proves that online game consumer satisfaction has a direct 

influence on online game consumer loyalty in Jakarta, Bogor Depok, Tangerang, Bekasi 

(Jabodetabek). Thus H11 is accepted. The findings of this research align with a prior study 

conducted by Fenny Indrawati in 2018, titled "Influence of Quality Products on Customer 

Loyalty with Satisfaction as an Intermediate Variable at Cincau Station Surabaya," which 

concluded that customer satisfaction significantly affects customer loyalty. 

 

Influence Product Quality (X1) against Consumer Loyalty (Y) through Consumer 

Satisfaction (Z) 

Indirectly, the quality of online game products has no effect on online game consumer 

loyalty through online game consumer satisfaction in Jakarta, Bogor, Depok, Tangerang, 

Bekasi (Jabodetabek) with a P value of 0.016 < 0.05 and a t-statistic value of 2,420 > 1.96. This 

proves that indirectly the quality of online game products has an influence on loyalty. online 
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game consumers through online game consumer satisfaction in Jakarta, Bogor Depok, 

Tangerang, Bekasi (Jabodetabek). Thus H12 is accepted. Similar results were obtained in a 

prior study conducted by Cindy Phasalita Widayatma and Sri Puji Lestari in 2019, titled "The 

Influence of Product Quality on Customer Loyalty with Customer Satisfaction as an 

Intervening Variable (Case Study in Rifa Culinary Kendal)," which indicated that customer 

satisfaction can act as a mediating variable between product quality and customer loyalty. 

 

Influence Product Features (X2) against Consumer Loyalty (Y) through Consumer 

Satisfaction (Z) 

Indirectly, online game product features have no effect on online game consumer 

loyalty through online game consumer satisfaction in Jakarta, Bogor, Depok, Tangerang, 

Bekasi (Jabodetabek) with a P value of 0.932 > 0.05 and a t-statistic value of 0.086 < 1.96. This 

proves that indirectly online game product features have no influence on online game consumer 

loyalty through online game consumer satisfaction in Jakarta, Bogor Depok, Tangerang, Bekasi 

(Jabodetabek). Thus H13 is rejected. This study provides different results compared to a 

previous study conducted by Raihan Afifi and Nurul Azizah in 2023, titled "The Influence of 

Product Attribute on Consumer Loyalty Through Consumer Satisfaction as Intervening 

Variables (Case Study on Online Game Players of Valorant in Surabaya City)." With various 

in-game skin products offered by Valorant developers, it creates a sense of satisfaction among 

players, leading to their loyalty and repeated purchase of weapon skins. 

 

Influence Product Style and Design (X3) against Consumer Loyalty (Y) through 

Consumer Satisfaction (Z) 

Indirectly, the style and design of online game products has no effect on online game 

consumer loyalty through online game consumer satisfaction in Jakarta, Bogor, Depok, 

Tangerang, Bekasi (Jabodetabek) with a P value of 0.623 > 0.05 and a t-statistic value of 0.492 

< 1.96. This proves that indirectly the style and design of online game products has no influence 

on online game consumer loyalty through online game consumer satisfaction in Jakarta, Bogor 

Depok, Tangerang, Bekasi (Jabodetabek). Thus H14 is rejected. These findings also contradict 

the research conducted by Aditya Yessika Alana, Wahyu Hidayat, and Handoyo Djoko, which 

asserted that design influences consumer loyalty and satisfaction as intervening variables for 

Nokia mobile phones. 

 

Influence Brand Image (X4) against Consumer Loyalty (Y) through Consumer 

Satisfaction (Z) 

Indirectly, the brand image of online games has an influence on online game consumer 

loyalty through online game consumer satisfaction in Jakarta, Bogor, Depok, Tangerang, 

Bekasi (Jabodetabek) with a P value of 0.048 < 0.05 and a t-statistic value of 1.984 > 1.96. This 

proves that indirectly the brand image of online games has an influence on consumer loyalty. 

online games through online game consumer satisfaction in Jakarta, Bogor Depok, Tangerang, 

Bekasi (Jabodetabek). Thus H15 is accepted. Similar findings were also obtained in a previous 

study conducted by David Cristian Gunawan and Antonius Jan Wellyantony P in 2021, titled 

"The Influence of Brand Image and Brand Experience on Customer Satisfaction and Customer 

Loyalty in the Esports Game Mobile Legends Bang Bang in Surabaya." In that study, the Brand 
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Image variable in the e-sports game Mobile Legends Bang Bang yielded a weak, positive, and 

significant influence on Customer Loyalty through Customer Satisfaction. 

 

Influence Brand Experience (X5) against Consumer Loyalty (Y) through Consumer 

Satisfaction (Z) 

Indirectly, online game brand experience influences online game consumer loyalty 

through online game consumer satisfaction in Jakarta, Bogor, Depok, Tangerang, Bekasi 

(Jabodetabek) with a P value of 0.029 < 0.05 and a t-statistic value of 2,186 > 1.96. This proves 

that online game brand experience indirectly has an influence on consumer loyalty. online 

games through online game consumer satisfaction in Jakarta, Bogor Depok, Tangerang, Bekasi 

(Jabodetabek). Thus H16 is accepted. Similar results were found in a prior study conducted by 

David Cristian Gunawan and Antonius Jan Wellyantony P in 2021, titled "The Influence of 

Brand Image and Brand Experience on Customer Satisfaction and Customer Loyalty in the 

Esports Game Mobile Legends Bang Bang in Surabaya." In that research, the Brand Experience 

variable in the esports game Mobile Legends Bang Bang had a weak, positive, and significant 

impact on Customer Loyalty through Customer Satisfaction. 

  

6. Conclusion, Implication, and Recommendation 

Conclusion 

The research analysis on factors influencing consumer loyalty in online games in the 

Jakarta, Bogor, Depok, Tangerang, Bekasi (Jabodetabek) area reveals several key findings. 

Firstly, the quality of online game products has a direct positive impact on consumer 

satisfaction (H1), indicating higher satisfaction among consumers pleased with product quality. 

However, the quality of online game products does not directly influence consumer loyalty 

(H2). 

Moreover, online game product features lack a direct impact on both consumer 

satisfaction (H3) and consumer loyalty (H4), suggesting these features may not be the primary 

factors in influencing consumer satisfaction and loyalty. Additionally, the style and design of 

online game products do not directly influence consumer satisfaction (H5) but have a direct 

positive impact on consumer loyalty (H6), indicating a role in retaining consumers, though not 

directly affecting their satisfaction. 

The research highlights the brand image of online games having a direct positive 

influence on consumer satisfaction (H7) and consumer loyalty (H8), underscoring its 

significance in shaping consumer perception and loyalty. Furthermore, online game brand 

experience directly influences both consumer satisfaction (H9) and consumer loyalty (H10), 

showcasing that a positive brand experience can elevate satisfaction and foster loyalty in online 

games. The research also establishes that online game consumer satisfaction directly influences 

consumer loyalty (H11), emphasizing the crucial role of maintaining satisfaction for higher 

consumer retention. 

In indirect analysis, the study finds that the quality of online game products 

significantly influences consumer loyalty through consumer satisfaction (H12), indicating that 

enhancing product quality can indirectly boost consumer loyalty. Conversely, online game 

product features do not significantly influence consumer loyalty through consumer satisfaction 

(H13), suggesting this factor's importance lies in its impact on loyalty through satisfaction. 
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Further analysis reveals that, indirectly, the style and design of online game products 

does not significantly influence consumer loyalty through consumer satisfaction (H14), 

indicating no indirect impact on loyalty through satisfaction. Additionally, the brand image of 

online games significantly influences consumer loyalty through consumer satisfaction (H15) 

in an indirect manner, emphasizing the potential increase in loyalty through a strong brand 

image. Similarly, online game brand experience significantly influences consumer loyalty 

through consumer satisfaction (H16), indicating an indirect pathway where positive brand 

experiences can enhance loyalty through satisfaction. Thus, these research findings provide 

valuable insights into the factors influencing consumer loyalty through satisfaction in online 

games in the Depok, Bogor, Jakarta, Tangerang, Bekasi (Jabodetabek) area. 

 

Implication 

This research provides valuable insight in understanding the relationship between factors 

that influence consumer loyalty in online games through consumer satisfaction in the 

Jabodetabek area. The analysis outcomes reveal a noteworthy direct influence of game product 

quality on consumer satisfaction levels, underscoring the significance of creating high-quality 

products to enhance player satisfaction. However, it is important to remember that product 

quality does not automatically lead to consumer loyalty. This suggests that other aspects, such 

as brand image and brand experience, also play a crucial role in retaining players and 

encouraging them to remain loyal. Furthermore, these findings confirm that consumer 

satisfaction plays a central role in building consumer loyalty in online games. The results of 

this research can be a basis for the online gaming industry to improve marketing strategies, 

increase online game consumer satisfaction, and maintain a loyal consumer base. Therefore, 

online game managers need to continuously strive to ensure that players are satisfied with their 

experience, along with efforts to improve product quality and positive brand image to build 

long-term relationships with their players.  

 

Recommendation 

For future research, various recommendations can be proposed, such as broadening the 

research scope to encompass additional factors that could potentially impact consumer loyalty 

within the online gaming industry.For example, aspects such as price, promotions, and the level 

of security of online transactions could be relevant factors to consider in future research. 

Second, geographical comparative analysis is also important, considering that this research is 

focused on the Depok, Bogor, Jakarta, Tangerang, Bekasi (Jabodetabek) area. Future 

researchers can expand their analysis to compare research results in various locations in 

Indonesia or even in various countries. This will help in understanding differences in consumer 

preferences and behavior that may occur across regions. Finally, in addition to using 

quantitative methods, future researchers can also consider qualitative approaches, such as in-

depth interviews or observations, to gain deeper insight into the factors that influence consumer 

loyalty in online games. 

  

 

 

 



342 | P a g e  
 

7. References  

Hafifi, R., & Azizah, N. (2024). The Influence Attribute Product to Loyalty Consumer Through 

Satisfaction Consumer as Intervening Variables (Case Study on Players Games Online 

Valorant in Surabaya City). International Journal of Economics (IJEC), 3(1), 83–97. 

https://doi.org/10.55299/ijec.v3i1.569 

Gunawan, D. C., & P, A. J. W. (2021). PENGARUH BRAND IMAGE DAN BRAND 

EXPERIENCE TERHADAP CUSTOMER SATISFACTION DAN CUSTOMER 

LOYALTY PADA GAME E-SPORTS MOBILE LEGENDS BANG BANG DI 

SURABAYA. Jurnal Ilmiah Mahasiswa Manajemen, 10(2), 69–82. 

https://doi.org/10.33508/jumma.v10i2.3611 

Helen, H., & Emrus, E. (2017). HUBUNGAN CUSTOMER SATISFACTION DAN BRAND 

EXPERIENCE DENGAN BRAND IMAGE TERHADAP CUSTOMER LOYALTY: 

STUDI KASUS PENGELOLAAN MAL. Sociae Polites, 15(1), 57–84. 

https://doi.org/10.33541/sp.v15i1.441 

Kajian, P., Landasan Teori, Kualitas Produk, & Produk, P. (n.d.). BAB II. 

http://eprints.kwikkiangie.ac.id/905/3/79160441%20-%20FELIX%20-

%20bab%202.pdf 

Yuliana, A., & Pratama, A. (2020). PENGARUH ATRIBUT PRODUK TERHADAP 

KEPUTUSAN KONSUMEN GAME OF VALOR (Studi Kasus Pada Mahasiswa STIE 

Indonesia Pontianak). Jurnal Ekonomi Integra, 9(2), 144. 

https://doi.org/10.51195/iga.v9i2.130 

(PDF) Brand experience: What Is It? How Is It Measured? Does It Affect Loyalty? (n.d.). 

ResearchGate. 

https://www.researchgate.net/publication/228168877_Brand_experience_What_Is_It_

How_Is_It_Measured_Does_It_Affect_Loyalty 

Arianty, N., & Andira, A. (2021). Pengaruh Brand Image Dan Brand Awareness Terhadap 

Keputusan Pembelian. Maneggio: Jurnal Ilmiah Magister Manajemen, 4(1), 39–50. 

https://doi.org/10.30596/maneggio.v4i1.6766 

Yulianti, I., & Tung, W. (2013). The Relationship Among Brand Experience, Brand Image and 

Customer Satisfaction of Facebook Users in Indonesia. Abstract of Economic, Finance 

and Management Outlook, 1, 1–16. 

Hananto, D. (2021). PENGARUH DESAIN PRODUK, KUALITAS PRODUK, DAN 

PERSEPSI HARGA TERHADAP KEPUTUSAN PEMBELIAN PRODUK JERSEY 

SEPEDA DI TANGSEL. Prosiding Seminar Nasional Penelitian LPPM UMJ, 2021(0). 

https://jurnal.umj.ac.id/index.php/semnaslit/article/view/11027 

Firmansyah, B. (2017). PENGARUH KUALITAS PRODUK DAN DESAIN PRODUK 

TERHADAP KEPUTUSAN PEMBELIAN BATIK TULIS JETIS SIDOARJO. Jurnal 

Pendidikan Tata Niaga (JPTN), 5(3). https://doi.org/10.26740/jptn.v5n3.p%p 

Nugroho, N. E. (2021). PENGARUH CITRA MEREK, PERSEPSI KUALITAS, FITUR 

PRODUK TERHADAP KEPUTUSAN PEMBELIAN MELALUI KEPERCAYAAN 

KONSUMEN PADA SMARTPHONE SAMSUNG GALAXY A10S (THE 

INFLUENCE OF BRAND IMAGE, QUALITY PERCEPTION, PRODUCT 

FEATURES ON PURCHASE DECISIONS THROUGH CONSUMER. JURNAL 



343 | P a g e  
 

EKBIS, 22(2), 223–249. 

https://jurnalekonomi.unisla.ac.id/index.php/ekbis/article/view/844 

Ari Cahyo Wicaksono, & Sendhang Nurseto. (2018). Pengaruh Kualitas Produk, Fitur Produk 

dan Harga terhadap Niat Beli Ulang Melalui Kepuasan Konsumen sebagai Variabel 

Intervening (Studi pada Konsumen Smartphone Xiaomi di Kota Semarang). Jurnal Ilmu 

Administrasi Bisnis, 8(1), 34–42. https://doi.org/10.14710/jiab.2019.22706 

Dwi Wahyuni, C. R. (2017). Kualitas Pelayanan Dan Pengaruhnya Terhadap Loyalitas 

Pelanggan Yang Di Mediasi Oleh Kepuasan Di Bank Muamalat Jombang. Eksis: Jurnal 

Riset Ekonomi Dan Bisnis, 12(1). https://doi.org/10.26533/eksis.v12i1.84 

Imansyah, I., & Irawan, H. (2018). PENGARUH KUALITAS PELAYANAN TERHADAP 

KEPUASAAN PELANGGAN PADA KARAOKE INUL VIZTA TANJUNG. Jurnal 

Ilmiah Ekonomi Bisnis, 4(3). https://doi.org/10.35972/jieb.v4i3.236 

Normanita, Hidajat, K., & Yogantari, M. V. (2021). PENGARUH E-SERVICE QUALITY 

DAN PURCHASE BEHAVIOR TERHADAP KEPUASAN KONSUMEN DI 

MEDIASI LOYALITAS KONSUMEN PENGGUNA GAME ONLINE MOBILE 

LEGEND MASA NORMAL BARU PANDEMI COVID-19. Jurnal Teknologi 

Informasi Dan Komputer, 7(4). 

https://jurnal.undhirabali.ac.id/index.php/jutik/article/view/1538 

Yuliana, Y., & Purnama, I. (2021). Pengaruh Kualitas Pelayanan, Kepuasan Pelanggan Dan 

Nilai Pelanggan Dalam Meningkatkan Loyalitas Pelanggan Pada PO. Titian Mas 

Cabang Bima. JAMBURA: Jurnal Ilmiah Manajemen Dan Bisnis, 4(2), 163–171. 

https://doi.org/10.37479/jimb.v4i2.11598 

Lesmana, R., & Ayu, S. D. (2019). PENGARUH KUALITAS PRODUK DAN CITRA 

MEREK TERHADAP KEPUTUSAN PEMBELIAN KOSMETIK WARDAH PT 

PARAGON TEHNOLOGY AND INNOVATION. Jurnal Pemasaran Kompetitif, 2(3), 

59. https://doi.org/10.32493/jpkpk.v2i3.2830 

Sari, P., Chalil, C., & Nainggolan, E. P. (2018). PENGARUH ATRIBUT PRODUK 

TERHADAP KEPUASAN KONSUMEN MENGGUNAKAN SMARTPHONE 

MEREK ASUS DI KOTA PALU. Jurnal Ilmu Manajemen Universitas Tadulako 

(JIMUT), 4(2), 139–150. https://doi.org/10.22487/jimut.v4i2.115 

Indrawati, F. (2018). PENGARUH KUALITAS PRODUK TERHADAP LOYALITAS 

PELANGGAN DENGAN KEPUASAN PELANGGAN SEBAGAI VARIABEL 

INTERVENING DI CINCAU STATION SURABAYA. Agora, 6(2). 

https://publication.petra.ac.id/index.php/manajemen-bisnis/article/view/7727 

AGUNG WIDODO. (2016). Pengaruh Atribut Produk Terhadap Loyalitas Konsumen Pada 

Mobile Games: Mobile Legends : Bang Bang (Studi Pada Mahasiswa Universitas 

Brawijaya Malang). Jurnal Ilmiah Mahasiswa FEB, 7(2). 

https://jimfeb.ub.ac.id/index.php/jimfeb/article/view/6065 

Widayatma, C. P., & Lestari, S. P. (2019). PENGARUH KUALITAS PRODUK TERHADAP 

LOYALITAS KONSUMEN DENGAN KEPUASAN KONSUMEN SEBAGAI 

VARIABEL INTERVENING (Studi Kasus Pada Rifa Kuliner Kendal). Serat Acitya, 

7(3), 25. https://doi.org/10.56444/sa.v7i3.941 



344 | P a g e  
 

Ebrahim, R., Ghoneim, A., Irani, Z., & Fan, Y. (2016). A brand preference and repurchase 

intention model: the role of consumer experience. Journal of Marketing Management, 

32(13-14), 1230–1259. tandfonline. https://doi.org/10.1080/0267257x.2016.1150322 

Landa, R. 2006. Designing Brand Experiences. New York: Thomson Delmar Learning 

Brakus, J. J., Schmitt, B. H., & Zarantonello, L. (2009). Brand Experience: What Is It? How Is 

It Measured? Does It Affect Loyalty? Journal of Marketing, 73(3), 52–68. 

https://www0.gsb.columbia.edu/mygsb/faculty/research/pubfiles/4243/Brand%20Exp

erience%20and%20Loyalty_Journal_of%20_Marketing_May_2009.pdf 

CHANDRA, J. W., & KENI, K. (2021). BRAND EXPERIENCE UNTUK MEMPREDIKSI 

BRAND ATTITUDE PADA KONSUMEN SPORTING BRAND. Jurnal Bisnis Dan 

Akuntansi, 23(1), 93–110. https://doi.org/10.34208/jba.v23i1.902 

 Oliver, R. L. (1999). Whence Consumer Loyalty? Journal of Marketing, 63(4), 33–44. 

https://doi.org/10.2307/1252099 

 Sivadas, E., & Baker‐Prewitt, J. L. (2000). An examination of the relationship between service 

quality, customer satisfaction, and store loyalty. International Journal of Retail & 

Distribution Management, 28(2), 73–82. https://doi.org/10.1108/09590550010315223 

Reynolds, K. E., & Beatty, S. E. (1999). Customer benefits and company consequences of 

customer-salesperson relationships in retailing. Journal of Retailing, 75(1), 11–32. 

https://doi.org/10.1016/s0022-4359(99)80002-5 

Giese, J. L. and Cote, J. A. 2000. Defining customer satisfaction. Academy of Marketing 

Science Review. No. 1, pp. 1-59 (online). 

Simamora, Bilson. 2003. Memenangkan Pasar dengan Pemasaran Efektif dan Profitabel. 

Cetakan kedua. Jakarta:PT Gramedia Pustaka Utama. 2004. Riset Pemasaran. Falsafah, 

Teori, dan Aplikasi. Jakarta:PT Gramedia Pustaka Utama. 

Stanton, William J.,Michael J. Etzel, dan Bruce J. Walker. 1991. Fundamentals of Marketing. 

Edisi kesembilan. McGraw-Hill 

Tjiptono, F. (2012). Service Management: Mewujudkan Layanan Prima-2/E. 

Ginting, N.F.H. (2012). Manajemen Pemasaran. Cetakan 2. Bandung: CV YramaWidya 

Oktahirsa, Satri, et al. "The Influence of Product and Service Quality on the Consumer 

Satisfaction in PT. Main Commercial Hospi Palembang Branch." International Journal 

of Social Sciences, vol. 4, no. 2, 2021, pp. 220-227, doi:10.31295/ijss.v4n2.1704. 

Annisa Maftuhatul Jannah, & Dian Nova Hastari. (2023). Jurnal Ekonomi Sakti : JES, 12(1), 

100–100. https://doi.org/10.36272/jes.v12i1.243 

 Saefudin Zuhdi, & Rendi Aprilianto. (2015). PENGARUH DESAIN PRODUK DAN FITUR 

PRODUK TERHADAP LOYALITAS PELANGGAN. Jurnal Ilmiah Manajemen 

Kesatuan, 3(2), 084–096. https://doi.org/10.37641/jimkes.v3i2.820 

Farhan Falah, Henny Welsa, & Putri Dwi Cahyani. (2023). Pengaruh Experiential Marketing 

dan Desain Produk terhadap Kepuasan Konsumen dengan Keputusan Pembelian 

sebagai Variabel Intervening pada Konsumen Smartphone Xiaomi di Yogyakarta. 

Jurnal Manajemen Dan Sains, 8(2), 1646–1646. 

https://doi.org/10.33087/jmas.v8i2.1435 

Yuli Lukita Sari, & Cahyo Tri Atmojo. (2021). PENGARUH DESAIN PRODUK 

TERHADAP LOYALITAS PELANGGAN KAFE DI JOMBANG. JPEKBM (Jurnal 

Pendidikan Ekonomi, Kewirausahaan, Bisnis Dan Manajemen), 4(2), 01–01. 



345 | P a g e  
 

https://doi.org/10.32682/jpekbm.v4i2.1799 Ihsan, M. N., & Sutedjo, B. (2022). 

Pengaruh brand image dan brand trust terhadap kepuasan konsumen dan dampaknya 

terhadap minat beli ulang. FORUM EKONOMI, 24(1), 170–176. 

https://doi.org/10.30872/jfor.v24i1.10586 

Alana, A. Y., Hidayat, W., & Widodo, H. D. (2013). Pengaruh Citra Merek, Desain, dan Fitur 

Produk terhadap Keputusan Pembelian Handphone Nokia (Studi Kasus pada 

Mahasiswa Universitas Diponegoro). Www.neliti.com. 

https://www.neliti.com/id/publications/188428/pengaruh-citra-merek-desain-dan-

fitur-produk-terhadap-keputusan-pembelian-handph#cite 

 Ronaa, A., & Ning Farida, S. (2022). Pengaruh Kualitas Produk dan Brand Image terhadap 

Loyalitas Pelanggan: Studi pada Konsumen Sepatu Converse di Pakuwon Trade Center. 

Reslaj : Religion Education Social Laa Roiba Journal, 5(1), 183–198. 

https://doi.org/10.47467/reslaj.v5i1.1368 

Rosa Sukma Ayu, Survival Survival, & Bambang Budiantono. (2023). PENGARUH BRAND 

EXPERIENCE DAN BRAND IMAGE TERHADAP KEPUASAN PELANGGAN 

YANG DIMODERASI KUALITAS PELAYANAN (Studi pada Pelanggan CV. Indo 

RSVP Group di Kota Malang). JURNAL ECONOMINA, 2(4), 919–933. 

https://doi.org/10.55681/economina.v2i4.457 

 Hasnani, S., Titing, A. S., & Hendrik. (2023). Pengaruh Brand Experience Dan Brand Trust 

Terhadap Loyalitas Konsumen Pada Penggunaan Produk Scarlett Whitening Di 

Kabupaten Kolaka. Jurnal Ekonomi Dan Bisnis Digital, 1(2), 59–64. 

https://jurnal.ittc.web.id/index.php/jebd/article/view/150 


