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ABSTRAK

AFNENDA KHANSA TSAABITAH, 20042010107, PENGARUH BRAND
AWARENESS, PRODUCT QUALITY, DAN PRICE FAIRNESS TERHADAP
REPURCHASE INTENTION PADA KEDAI KOPI “FORE COFFEE” (Studi
pada Masyarakat Kota Surabaya).

Persaingan bisnis yang semakin ketat mendorong tiap perusahaan untuk
memunculkan strategi yang tepat guna mempertahankan konsumen dan produk
yang mereka miliki agar tetap bertahan di pasar. Repurchase intention atau niat beli
ulang merupakan salah satu strategi yang dapat dilakukan karena melalui hal ini
dapat mencerminkan loyalitas dari pelanggan. Tingkat kepuasan pada suatu produk
berperan penting dalam menimbulkan keinginan untuk membeli kembali.
Konsumen yang merasa puas terhadap barang atau jasa yang telah dibeli
sebelumnya cenderung menimbulkan niat untuk melakukan pembelian secara
berulang pada masa mendatang.

Penelitian ini bertujuan untuk menganalisis pengaruh Brand Awareness,
Product Quality, dan Price Fairness terhadap Repurchase Intention. Pendekatan
yang digunakan yaitu kuantitatif dengan jenis penelitian asosiatif. Pengambilan
sampel dilakukan menggunakan teknik purposive sampling dan rumus Slovin.
Kriteria penelitian ini adalah masyarakat kota Surabaya berusia minimal 20 tahun
dan pernah membeli serta mengonsumsi produk Fore Coffee minimal dua kali.
Metode pengumpulan data menggunakan kuesioner yang disebarkan melalui
Google Form. Teknik analisis data pada penelitian ini meliputi uji validitas, uji
reliabilitas, uji asumsi klasik, uji regresi linear berganda, dan uji hipotesis.

Hasil penelitian menunjukkan bahwa Brand Awareness, Product Quality, dan
Price Fairness berpengaruh secara simultan terhadap Repurchase Intention pada
kedai kopi Fore Coffee. Ketiga variabel tersebut juga berpengaruh secara parsial
terhadap Repurchase Intention. Hal ini diperkuat berdasarkan hasil uji koefisien
determinasi, yang menunjukkan bahwa variabel Repurchase Intention dipengaruhi
sebagian besar oleh Brand Awareness, Product Quality, dan Price Fairness,
sedangkan sisanya dipengaruhi oleh faktor lain yang tidak diteliti dalam penelitian
ini.

Kata Kunci: Brand Awareness, Product Quality, Price Fairness, Repurchase

Intention, Kedai Kopi
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ABSTRACT

AFNENDA KHANSA TSAABITAH, 20042010107, THE INFLUENCE OF
BRAND AWARENESS, PRODUCT QUALITY, AND PRICE FAIRNESS ON
REPURCHASE INTENTION AT “FORE COFFEE” COFFEE SHOP (Study
on the People of Surabaya City).

Increasingly fierce business competition is drives companies to develop
effective strategies to retain their customers and sustain their products in the
market. Repurchase intention is one such strategy that can be implemented because
it reflects customer loyalty. The level of satisfaction with a product plays an
important role in generating the desire to repurchase. Consumers who are satisfied
with the goods or services they have purchased in the past are more likely to intend
to make repeat purchases in the future.

This study aims to analyze the influence of Brand Awareness, Product Quality,
and Price Fairness on Repurchase Intention. The approach used is a quantitative
approach with an associative research type. Sampling was conducted using a
purposive sampling technique and the Slovin formula. The respondents were
Surabaya residents aged at least 20 years who had purchased and consumed Fore
Coffee products at least twice. Data were collected through a questionnaire
distributed via Google Form. The data analysis techniques used in this study
included validity testing, reliability testing, classical assumption testing, multiple
linear regression analysis, and hypothesis testing.

The research results indicate that Brand Awareness, Product Quality, and
Price Fairness simultaneously influence Repurchase Intention at Fore Coffee coffee
shops. These three variables also partially influence Repurchase Intention. This is
supported by the results of the coefficient of determination test, which shows that
the Repurchase Intention variable is largely influenced by Brand Awareness,
Product Quality, and Price Fairness, while the remainder is influenced by other
factors not examined in this study.

Keywords: Brand Awareness, Product Quality, Price Fairness, Repurchase

Intention, Coffee Shop
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