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ABSTRAK 

Pengaruh Store Atmosphere, Service Quality, dan Customer Experience 

Terhadap Repurchase Intention (Studi pada Fore Coffee Surabaya) 

Penelitian ini bertujuan untuk menganalisis pengaruh Store Atmosphere, Service 

Quality, dan Customer Experience terhadap Repurchase Intention pada pelanggan 

Fore Coffee cabang Jalan Sulawesi, Surabaya. Metode yang digunakan adalah 

pendekatan kuantitatif asosiatif dengan teknik purposive sampling, melibatkan 100 

responden yang telah melakukan pembelian minimal dua kali dalam enam bulan 

terakhir. Analisis data dilakukan menggunakan IBM SPSS Statistics 25 melalui uji 

validitas, reliabilitas, asumsi klasik, analisis regresi linear berganda, uji hipotesis, 

dan uji koefisien determinasi. Hasil penelitian menunjukkan bahwa Store 

Atmosphere, Service Quality, dan Customer Experience berpengaruh positif dan 

signifikan terhadap repurchase intention secara parsial maupun simultan. Customer 

Experience menjadi variabel yang paling dominan memengaruhi niat beli ulang. 

Nilai R² sebesar 0,611 menunjukkan bahwa 61,1% variabel Repurchase Intention 

dapat dijelaskan oleh ketiga variabel independen. Temuan ini menekankan 

pentingnya pengalaman pelanggan sebagai strategi utama dalam meningkatkan 

loyalitas di industri kedai kopi. 

Kata kunci: Customer Experience; Fore Coffee; Repurchase Intention; Service 

Quality; Store Atmosphere 
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ABSTRACT 

The Influence of Store Atmosphere, Service Quality, and Customer Experience 

on Repurchase Intention (A Study at Fore Coffee Surabaya) 

This study aims to analyze the influence of store atmosphere, service quality, and 

customer experience on repurchase intention among customers of Fore Coffee 

located on Jalan Sulawesi, Surabaya. The research uses a quantitative associative 

approach with purposive sampling, involving 100 respondents who have made at 

least two purchases within the last six months. Data analysis was conducted using 

IBM SPSS Statistics 25 through validity and reliability tests, classical assumption 

tests, multiple linear regression analysis, hypothesis testing, and the coefficient of 

determination test. The results show that store atmosphere, service quality, and 

customer experience have a positive and significant effect on repurchase intention 

both partially and simultaneously. Customer experience is the most dominant 

variable influencing repurchase intention. The R² value of 0.611 indicates that 

61,1% of the repurchase intention variable can be explained by the three 

independent variables. These findings highlight the importance of customer 

experience as a key strategy in increasing customer loyalty in the coffee shop 

industry. 

Keywords: Customer Experience; Fore Coffee; Repurchase Intention; Service  

Quality; Store Atmosphere 
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