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ABSTRAK 

 

Kedai Kopi Kulo Surabaya sebagai salah satu usaha di industri kuliner menghadapi 

tantangan dalam mempertahankan minat pembelian ulang konsumen. Upaya yang 

dapat dilakukan adalah dengan mengoptimalkan bauran pemasaran (7P) untuk 

membentuk Perceived quality yang baik. Penelitian ini bertujuan untuk menganalisis 

pengaruh bauran pemasaran terhadap Perceived quality serta pengaruhnya terhadap 

repurchase intention. Metode yang digunakan adalah pendekatan kuantitatif dengan 

Structural Equation Modeling (SEM). Pengolahan data dilakukan menggunakan 

IBM SPSS AMOS dengan jumlah sampel sebanyak 150 responden. Hasil penelitian 

menunjukkan bahwa product, price, place, promotion, dan people berpengaruh 

signifikan terhadap Perceived quality, sedangkan physical evidence dan process tidak 

berpengaruh signifikan. Sementara itu, product, price, place, dan physical evidence 

berpengaruh signifikan terhadap repurchase intention, sedangkan promotion, people, 

dan process tidak berpengaruh signifikan. Selain itu, Perceived quality terbukti 

berpengaruh signifikan terhadap repurchase intention pada Kedai Kopi Kulo 

Surabaya. 

 

Kata Kunci : Bauran Pemasaran, Kedai Kopi Kulo, SEM 
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ABSTRACT 

 

Kedai Kopi Kulo Surabaya, as one of the businesses in the culinary industry, faces 

challenges in maintaining consumer repurchase intention. One effort that can be 

made is by optimizing the marketing mix (7P) to establish a strong Perceived quality. 

This study aims to analyze the influence of the marketing mix on Perceived quality 

and its effect on repurchase intention. The method employed is a quantitative 

approach using Structural Equation Modeling (SEM). Data processing was carried 

out using IBM SPSS AMOS with a total sample of 150 respondents. The results 

indicate that product, price, place, promotion, and people have a significant 

influence on Perceived quality, whereas physical evidence and process do not have a 

significant influence. Meanwhile, product, price, place, and physical evidence have 

a significant influence on repurchase intention, whereas promotion, people, and 

process do not have a significant influence. Furthermore, Perceived quality is proven 

to have a significant influence on repurchase intention at Kedai Kopi Kulo Surabaya. 

 

Keywords: Kedai Kopi Kulo, Marketing Mix, SEM 
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