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ABSTRAK 

 

ALSYA PUTERI PRADANTI, 21042010036, PENGARUH BRAND IMAGE, 

STORE ATMOSPHERE, DAN SERVICE QUALITY TERHADAP 

PEMBELIAN ULANG KONSUMEN OFFLINE STORE SOCIOLLA DI 

TUNJUNGAN PLAZA SURABAYA 

 

 

Seiring dengan meningkatnya kesadaran masyarakat akan pentingnya pengalaman 

berbelanja yang menyenangkan di toko fisik, industri ritel kecantikan mengalami 

perkembangan yang signifikan. Banyak individu yang tetap memilih mengunjungi 

toko secara langsung untuk mencoba beragam produk dibandingkan memanfaatkan 

platform e-commerce yang terus mengalami pertumbuhan. Dengan penelitian ini, 

dimaksudkan untuk memperdalam pemahaman tentang perilaku konsumen. 

bagaimana brand image, store atmosphere, dan service quality Sociolla Tunjungan 

Plaza Surabaya mempengaruhi kecenderungan pelanggan untuk melakukan 

pembelian ulang. Dalam penelitian ini, 100 reponden yang pernah berbelanja di 

Sociolla menjadi sampel. Perangkat lunak SPSS 30.0 dimanfaatkan dalam proses 

analisis, yang mencakup analisis regresi linier berganda. Temuan mengindikasikan 

bahwa brand image, store atmosphere, dan service quality memainkan peran kunci 

untuk menilai kemungkinan pelanggan melakukan pembelian ulang atau tidak. 

Sementara brand image tidak secara signifikan mempengaruhi pembelian ulang, 

store atmosphere dan service quality mempengaruhi pembelian ulang. Hasil ini 

menunjukkan bahwa store atmosphere dan service quality dari offline store Sociolla 

di Tunjungan Plaza Surabaya merupakan faktor utama dalam menarik dan 

mempertahankan pelanggan untuk melakukan pembelian ulang. 

 

 

 

Kata Kunci : Brand Image, Store Atmosphere, Service Quality, Pembelian 

Ulang, Sociolla. 
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ABSTRACT 

 

ALSYA PUTERI PRADANTI, 21042010036, THE INFLUENCE OF BRAND 

IMAGE, STORE ATMOSPHERE, AND SERVICE QUALITY ON 

CONSUMER REPEAT PURCHASE AT SOCIOLLA OFFLINE STORE IN 

TUNJUNGAN PLAZA SURABAYA 

As public awareness of the importance of a pleasant shopping experience in 

physical stores increases, the beauty retail industry is experiencing significant 

development. Many people still prefer to visit shops in person to try various 

products rather than using e-commerce platforms which continue to experience 

growth. With this research, we hope to better understand how Sociolla Tunjungan 

Plaza Surabaya brand image, store atmosphere, and service quality influence 

customers' propensity to make repeat purchases. In this study, a sample of one 

hundred people who had shopped at Sociolla was used. SPSS 30.0 software was 

used to conduct the analysis, which included multiple linear regression. The 

findings show that brand image, store atmosphere, and service quality play a key 

role in determining whether or not customers will repurchase. While Brand Image 

does not significantly influence repurchases, store atmosphere and service quality 

do. These results indicate that the store atmosphere and service quality of Sociolla's 

offline store in Tunjungan Plaza Surabaya are key factors in attracting and retaining 

customers. to make a repeat purchase 

 

 

 

Keywords : Brand Image, Store Atmosphere, Service Quality, Repeat 

Purchase, Sociolla. 
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