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ABSTRAK 

 

Penelitian ini mengkaji "Pengaruh Brand Image, Store Atmosphere, dan Price 

Perception terhadap Repurchase Intention di Fore Coffee Surabaya". Tujuan 

penelitian ini adalah untuk mengetahui pengaruh brand image, store atmosphere, 

dan price perception terhadap repurchase intention di Fore Coffee Surabaya. 

Variabel bebas dalam penelitian ini adalah brand image (X1), store atmosphere 

(X2), dan price perception (X3), sedangkan variabel terikat adalah repurchase 

intention (Y). Penelitian ini menggunakan metode kuantitatif dengan pendekatan 

asosiatif yang menekankan pada pengujian hipotesis dan data yang terukur. Sumber 

data yang digunakan adalah data primer melalui kuesioner. Penentuan jumlah 

sampel dilakukan dengan metode non probability sampling, dengan prosedur 

purposive sampling. Sampel yang diambil sebanyak 80 responden dengan kriteria 

responden yaitu konsumen yang berusia minimal 17 tahun, berdomisili di Surabaya, 

dan pernah melakukan pembelian di Fore Coffee Surabaya minimal 3 kali dalam 3 

bulan terakhir. Uji hipotesis yang dilakukan menggunakan analisis regresi linear 

berganda. Berdasarkan hasil penelitian diperoleh kesimpulan bahwa brand image 

dan store atmosphere berpengaruh positif dan signifikan terhadap repurchase 

intention di Fore Coffee Surabaya, sedangkan price perception tidak berpengaruh 

signifikan terhadap repurchase intention di Fore Coffee Surabaya. 

  

Kata kunci: Brand Image, Store Atmosphere, Price Perception, Repurchase 

Intention. 
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ABSTRACT 

This study examines "The Effect of Brand Image, Store Atmosphere, and Price 

Perception on Repurchase Intention at Fore Coffee Surabaya". The purpose of this 

study is to determine the effect of brand image, store atmosphere, and price 

perception on consumer repurchase intention at Fore Coffee in Surabaya. The 

independent variables in this study are brand image (X1), store atmosphere (X2), 

and price perception (X3), while the dependent variable is repurchase intention (Y). 

This study uses a quantitative method with an associative approach that emphasizes 

hypothesis testing and measurable data. The data source used is primary data 

through questionnaires. Determination of the number of samples is done by non-

probability sampling method, with purposive sampling procedure. The sample 

taken was 80 respondents with the criteria of respondents, namely consumers aged 

at least 17 years, domiciled in Surabaya, and have made purchases at Fore Coffee 

Surabaya at least 3 times in the last 3 months. Hypothesis testing was carried out 

using multiple linear regression analysis. Based on the research results, it was 

concluded that brand image and store atmosphere have a positive and significant 

effect on repurchase intention at Fore Coffee Surabaya, while price perception does 

not have a significant effect on repurchase intention at Fore Coffee Surabaya. 

 

Keywords: Brand Image, Store Atmosphere, Price Perception, Repurchase 

Intention 
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