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ABSTRACT

This study investigates the influence of product quality, price, and service quality on repurchase intention at
Starbucks Coffee Megamas Manado. The rapid growth of the coffee industry in Indonesia has increased
competition, making consumer loyalty a critical success factor. This quantitative research employed a multiple
linear regression analysis with data collected from 100 respondents through a structured questionnaire. Results
indicate that product quality, price, and service quality all have significant positive effects on repurchase intention.
Among them, product quality had the most substantial impact. These findings emphasize the importance of
consistently delivering high-quality products and services while maintaining competitive pricing to encourage
customer retention.
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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh kualitas produk, harga, dan kualitas pelayanan terhadap
niat beli ulang di Starbucks Coffee Megamas Manado. Pertumbuhan pesat industri kopi di Indonesia telah
meningkatkan persaingan, sehingga loyalitas konsumen menjadi faktor kunci kesuksesan. Penelitian kuantitatif
ini menggunakan analisis regresi linier berganda dengan data yang diperoleh dari 100 responden melalui
kuesioner terstruktur. Hasil penelitian menunjukkan bahwa kualitas produk, harga, dan kualitas pelayanan
memiliki pengaruh positif yang signifikan terhadap niat beli ulang. Di antara ketiga variabel tersebut, kualitas
produk memiliki pengaruh paling dominan. Temuan ini menekankan pentingnya menjaga konsistensi kualitas
produk dan pelayanan serta menawarkan harga yang bersaing untuk mendorong retensi pelanggan.

Kata Kunci: Kualitas Produk, Harga, Kualitas Pelayanan, Niat beli ulang, Starbucks

INTRODUCTION
Research Background

The Food and Beverage (F&B) industry is a vital sector of the global economy,
encompassing a wide range of businesses from restaurants and cafes to catering services and
food trucks. As one of the largest employment providers worldwide, it continues to evolve
alongside shifts in consumer behavior and technological advancements. In recent years,
increased health consciousness, sustainability concerns, and digital transformation have
significantly influenced consumer choices, with online ordering, delivery services, and mobile
applications becoming integral components of the F&B experience. Consequently, the F&B
industry not only fulfills daily consumption needs but also actively shapes consumer habits and
contributes to economic development.
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In Indonesia home to one of the world's largest populations the coffee shop industry has
experienced rapid growth, becoming an integral part of modern urban culture. Coffee
consumption has evolved from a mere routine to a lifestyle expression, particularly among
younger, middle- to upper-class consumers in urban centers. Coffee shops are often perceived
as contemporary and prestigious spaces, offering an experience beyond that of traditional
vendors. According to the International Coffee Organization (ICO), Indonesia’s domestic
coffee consumption reached 5 million bags in the 2020/2021 period its highest level in a decade
highlighting a growing demand for coffee products across the nation.

In Manado, a city renowned for its vibrant café culture, the coffee industry continues to
thrive. Starbucks, established in Kawasan Megamas in 2015, remains a leading player due to
its strong brand identity, premium offerings, and consistent service quality. However, the
competitive landscape has intensified with the emergence of local brands such as Kopi
Kenangan, Janji Jiwa, and Fore Coffee, which offer quality products at more accessible price
points. These local competitors attract a wide range of consumers by offering unique beverages,
digital convenience, and modern café aesthetics. Despite this, Starbucks retains a loyal
customer base, largely due to its brand image, store ambiance, and customer-centric strategies,
including loyalty programs and seasonal promotions.

The relationship between pricing and repurchase intention remains a nuanced issue.
While high prices may deter some consumers, others are willing to pay a premium when they
perceive value in the overall experience. Liu and Tingko (2016) found that customers are more
likely to repurchase when they believe that the price reflects the quality of the product and the
experience offered. For instance, despite Starbucks’ relatively high prices—such as Rp 52,000
for a Tall Java Chip Frappuccino or up to Rp 65,500 for a Venti Caramel Macchiato—many
consumers continue to patronize the brand. This indicates that perceived value, service quality,
and brand loyalty play pivotal roles in consumer decision-making.

According to a 2023 study by Snapcart involving 4,538 respondents, approximately 79%
of Indonesians identify as coffee drinkers, with the majority consuming coffee daily. This
widespread consumption highlights coffee's deep-rooted significance in Indonesian daily life,
influencing both social behavior and spending patterns. The expansion of Starbucks across
500+ locations in 59 cities (as of 2023) reflects this trend, as does the brand’s resilience and
growth, with its global revenue rising to $29.46 billion in 2023 (Statista, 2024). Despite the
challenges brought on by the COVID-19 pandemic, Starbucks' consistent growth trajectory
demonstrates its adaptability and consumer trust.

Starbucks has employed a range of strategies to differentiate itself from local
competitors, including digital marketing, product innovation, sustainability initiatives, and
personalized customer experiences. According to Charles (1999), direct communication and
access to timely information are essential for effective decision-making in service industries,
enabling companies to minimize conflicts and maintain high customer satisfaction. These
practices are especially critical for multinational brands like Starbucks, which must balance
global standards with local preferences.

In light of the evolving competitive landscape and growing consumer expectations, it is
essential to investigate the factors that influence repurchase intention, particularly in regional
markets such as Starbucks Megamas Manado. Understanding how product quality, price, and
service quality contribute to consumer loyalty will provide valuable insights into sustaining
market relevance and long-term profitability.

Research Objectives

The objectives of this research are:

1. Determine the simultaneous influence of product quality, price, and service quality on repurchase
intention at Starbucks Coffee in the Megamas Manado Area.
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2. Determine the influence of product quality on repurchase intention at Starbucks Coffee in the
Megamas Manado Area.

3. Determine the influence of price on repurchase intention at Starbucks Coffee in the Megamas
Manado Area.

4. Determine the influence of service quality on repurchase intention at Starbucks Coffee in the
Megamas Manado Area.

LITERATURE REVIEW
Marketing

Marketing is more than a set of theories it’s a dynamic, real-world practice that guides
how businesses interact with consumers. According to Kotler and Armstrong (2018), marketing
is the process of identifying and fulfilling human and social needs in a profitable way. It
involves researching what customers want, developing the right products or services, and
delivering value efficiently.

Kotler’s 4Ps framework remains one of the most influential marketing models. The
Product aspect covers quality, design, and features that meet consumer needs. In this study,
Product Quality is a primary factor influencing repurchase intention. The Price component
focuses on what customers are willing to pay, reflecting their perception of value, making Price
Perception another critical variable. Place refers to distribution strategy, and in the case of
Starbucks, strategic store placements enhance accessibility and brand presence. Lastly,
Promotion includes advertising and loyalty efforts, which, while not the primary focus here,
still play a role in customer engagement.

Another foundational model is the SERVQUAL framework by Zeithaml, Parasuraman,
and Berry (1988), which identifies five dimensions of service quality: tangibles (physical
facilities and appearance), reliability (ability to perform promised services dependably),
responsiveness (willingness to help and provide prompt service), assurance (competence and
courtesy of employees), and empathy (personalized attention). This model is widely applied to
assess service quality in retail and hospitality industries.

Consumer Behavior

Consumer behavior examines the decision-making processes individuals go through
when selecting, purchasing, using, and evaluating products and services to satisfy their needs
and wants. As Matsaini (2013) notes, the journey typically begins with need recognition—for
instance, craving a high-quality cup of coffee. In Indonesia, coffee consumption has evolved
into a lifestyle, where taste, aroma, and brand experience contribute to consumer choice.

Understanding consumer behavior involves analyzing psychological, emotional, and
social factors that shape decision-making before, during, and after a purchase (Solomon, 2018).
One of the most widely referenced models in this field is the Engel-Kollat-Blackwell (EKB)
model. Farinloye (2024) explains that this model divides the consumer decision process into
five key stages: problem recognition, information search, evaluation of alternatives, purchase
decision, and post-purchase behavior.

For Starbucks customers, this process might unfold as follows: a customer first identifies
a need for a satisfying coffee experience. They then search for information either through
online reviews or personal recommendations and compare alternatives based on product
quality, price, service, and brand perception.
Product Quality

Product quality plays a vital role in shaping consumer satisfaction and loyalty, making it
a core element in both marketing strategy and consumer behavior studies. According to Kotler
and Armstrong (2012), product quality directly impacts how consumers perceive value,
influencing their satisfaction and decisions to repurchase. Garvin (1987) outlines several
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dimensions of product quality, including performance, features, reliability, conformance to
standards, durability, serviceability, aesthetics, and perceived quality—all of which
collectively determine customer perception.

Perceived quality is a multidimensional concept. Hanifati and Salehudin (2021) found
that when customers believe a product consistently meets or exceeds their expectations, they
are less likely to switch to competing brands. This loyalty is reinforced by consistency and
innovation, especially in premium brands like Starbucks. Smith (2018) also notes that
maintaining product quality leads to long-term customer satisfaction and brand commitment.

For Starbucks, consistency in taste, the freshness of ingredients, and the visual appeal of
beverages are essential to brand identity. These attributes contribute to overall customer
experience and satisfaction. Garvin’s dimensions provide a structured way to assess product
quality, such as performance (taste and brewing consistency), aesthetics (visual presentation
and aroma), and reliability (consistency across visits). Indicators like taste consistency (Zardi
et al., 2019), ingredient freshness and packaging (Ratasuk, 2022), and product variety further
strengthen the brand's quality image. This study proposes that high product quality at Starbucks
has a positive effect on repurchase intentions, as it builds trust and meets consumer
expectations.

Previous Research

Previous research supports the importance of product quality, price, and service quality
in influencing consumer repurchase intention. Ketut (2022) found that lifestyle, brand image,
and service quality significantly affect repurchase intention at Starbucks in Bali, emphasizing
the role of service-related factors.

Natalia and Suparna (2023) revealed that product and service quality positively influence
repurchase intentions, with customer satisfaction acting as a mediator. Similarly, Gumilang,
Yuliati, and Indrawan (2021) identified that product and service quality, along with e-WOM
and brand image, significantly impact both satisfaction and repurchase intention in coffee-to-
go consumers.

Mufashih, Maulana, and Shihab (2023) also confirmed the mediating role of customer
satisfaction in the relationship between product quality, brand image, and repurchase intention.
Research by Sari and Giantari (2020) demonstrated that product quality significantly affects
satisfaction and repurchase intention, with satisfaction serving as a partial mediator.

Furthermore, Mokoginta (2022) showed that both product and service quality positively
influence repurchase intention among Kopi Kenangan customers. These findings collectively
reinforce the relevance of the variables examined in this study, particularly in the context of
coffee shop consumer behavior.
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Conceptual Framework
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Figure 1. Conceptual Framework
Source: Literature Review

Research Hypothesis

H1: Product quality, price, and service quality simultaneously have a significant effect on
repurchase intention at Starbucks Coffee in the Megamas Manado Area.

H2: Product quality has a significant effect on repurchase intention at Starbucks Coffee in the
Megamas Manado Area.

H3: Price has a significant effect on repurchase intention at Starbucks Coffee in the Megamas
Manado Area.

H4: Service quality has a significant effect on repurchase intention at Starbucks Coffee in the
Megamas Manado Area.

RESEARCH METHOD
Research Approach

A research approach encompasses the approach or methodology a researcher uses to
investigate an event, collect, assess and describe data. It includes quantitative, qualitative, and
mixed methods, along with a range of data collection and analysis techniques appropriate for
the specific research inquiry at hand. The research presented in this study adopted a quantitative
methodology, which prioritizes the examination of relationships between variables to test a
particular theory (Creswell, 2020). This approach involves the utilization of numerical or
numerical data to investigate a specific population (Sugiyono, 2019).
Population, Sample, Sampling Technique

The population in this study consisted of Starbucks customers in the Megamas Manado
Area who had visited the outlet at least once in the past six months, totaling 1,170 visitors
during the period of June—July 2024. A purposive sampling technique was used, with the
criteria being customers who had purchased from Starbucks Megamas more than twice. Based
on the Slovin formula with a 10% margin of error, the required minimum sample size was
calculated to be approximately 92 respondents.
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Data Collection Method
In collecting data, researchers used a questionnaire. The data measurement technique in
this study uses a Likert scale. In the Likert scale, a value or weight is given to each choice to

indicate more agreement or disagreement with the issue being raised.
Operational Definition of Variables

Table 1. Operational Definition of Research Variables

No. | Variable Definition Indicator
1. | Product Quality | Product quality in the context of | 1. Consistency in
(X1) Starbucks Coffee refers to the taste and aroma
overall  characteristics and | 2. Freshness  of
features of Starbucks products ingredients
that satisfy the needs and used
preferences of customers. This | 3. Packaging
includes the taste, freshness, appeal and
presentation, and consistency of functionality
coffee and other products that | 4. Variety of
Starbucks offers. product
offerings
(Hasni Zardi,
Yunia Wardi, Susi
Evanita, 2019).

2. | Price (X2) Price in the context of Starbucks | 1. Affordability
Coffee refers to the perceived of product price
fairness and competitiveness of | 2. Price suitability
the price of Starbucks products with  product
compared to their quality and quality
compared to other similar offers. | 3. Price

competitivenes
s compared to
competitors
4. Price suitability
with perceived
benefits
(Kotler dan
Armstrong, 2019).
3. | Service Quality | The quality of service at|1. Staff
(X3) Starbucks Coffee refers to the responsiveness
overall customer experience to customer
based on the efficiency, needs
professionalism, and | 2. Courtesy and
friendliness of service provided professionalis
by Starbucks employees. m of staff
3. Service speed
4. Accuracy in
order
fulfillment
(Fairus Akbar Ali
Mokoginta, 2022).
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4. | Repurchase Repurchase intent refers to the | 1. Likelihood of
Intention () likelihood that customers will making a repeat
continue to purchase products purchase
from Starbucks in the future | 2. Willingness to
based on their satisfaction with recommend
product quality, price, and Starbucks  to
service quality. others

3. Satisfaction
with  previous

purchases
4. Customer
loyalty to
Starbucks
(Indawati Lestari,
2024).

Testing of Research Instruments
Validity Test

The validity test aims to assess the extent to which the questionnaire used for data
collection can be considered valid, in accordance with the opinion of Sugiyono (2019:122).
This validity test was carried out to evaluate whether the questionnaire that had been made was
suitable for use as an instrument measuring tool or not.
Classical Assumption Tests
Normality Test

The normality test is used in research with the aim of seeing whether the data
distribution is close to the normal distribution, which means that good data will form a bell
shape, which means that it is not heavy anywhere (Ghozali, 2019:151), or whether the data
distribution is close to the normal distribution in data groups or variables. With the aim of
testing normality, a non-parametric statistical technique of Kolmogorov-Smirnov (K-S),
expressed in Asymps.Sig (2-tailed), was used.
Multicollinearity Test

Multicollinearity shows that the relationship between dependent variables is linear. In
accordance with Ghozali (2019: 71), the reason for the multicollinearity test is to determine
whether there is a significant relationship between independent factors in the relationship
model. In a good relationship model, there should be no significant relationship between free
factors.
Heteroscedasticity Test

According to Ghozali (2019:134), the purpose of the heteroscedasticity test is to
identify the possibility of non-uniform variations in the regression model by examining the
differences in the residuals from each other. If the variation of the residuals produced remains
or is constant, this condition is called homoscedasticity. Conversely, if there are different
variations in the residuals, this is called heteroscedasticity.
Data Analysis Method
Multiple Linear Regression Analysis

As explained by Sugiyono (2019: 66), multiple linear regression analysis can be applied
to predict the influence of two or more independent variables on one bound variable. This study
aims to evaluate whether there is a correlation between two independent variables and one
bound variable. The equations used in this analysis are as follows:
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Y=a+blX1l+hbh2X2 +e
Where:
Y = Dependent Variable
a = Constant
X1, X2= Independent Variable
e = Error
b1,b2 = Regression Coefficients

Coefficient of Determination (R2)

Sugiyono (2019) uses the coefficient of determination (R2) as a method to measure the
extent to which variation in the independent variable can explain variation in the dependent
variable. The range of R values ranges from 0 to 1, and if the R2 value is small, this indicates
that the ability of the independent factors to explain variations in the dependent variable is
limited. If the value is close to one, it indicates that the data provided by the independent
variable has sufficient ability to predict the variation in the dependent variable.

Hypothesis Testing
F Test

The following provisions are used to conduct the F test, according to Sugiyono (2019:
96), with the aim of identifying the effect of the independent variables simultaneously or
simultaneously
T Test

In accordance with Sugiyono, as explained in Salimun and Sugiyanto (2021: 573), the
partial effect of each independent variable on the dependent variable can be measured through
the t test. This test is carried out for each independent variable on the dependent variable to
determine the significance of the coefficient.

RESULT AND DISCUSSION
Result
Validity and Reliability Tests
Table 2. Validity Test

Items Validity Reliability
Variable r count Sig. Status | Cronbach | Status
Alpha
X1.1 0.790 0.001 | Valid 0.738 Reliable
Product X1.2 0.712 0.001 | Valid 0.738 Reliable
Quality X1.3 0.761 0.001 | Valid 0.738 Reliable

X1.4 0.740 0.001 | Valid 0.738 Reliable
X2.1 0.835 0.001 | Valid 0.789 Reliable
X2.2 0.825 0.001 | Valid 0.789 Reliable
Price X2.3 0.720 0.001 | Valid 0.789 Reliable
X2.4 0.762 0.001 | Valid 0.789 Reliable
X3.1 0.855 0.001 | Valid 0.855 Reliable
Service X3.2 0.867 0.001 | Valid 0.855 Reliable
Quality X3.3 0.827 0.001 | Valid 0.855 Reliable
X3.4 0.802 0.001 | Valid 0.855 Reliable
Y.1 0.891 0.001 | Valid 0.897 Reliable
Repurchase Y.2 0.933 0.001 | Valid 0.897 Reliable

Intention Y.3 0.773 0.001 | Valid 0.897 Reliable
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| | Y4 | 0907 | 0001 | Valid | 0.897 | Reliable |
Source: Processed data from SPSS, 2025

Based on the results of the validity and reliability tests, the Rcount value of each item
is greater than Rtable, where Df = n - 2, namely 92 - 2 = 90, and Rtable = 0.205. Thus, these
items have Rcount > Rtable and a significance level < 0.05, so it can be stated that the statement
items are valid. According to Ghozali (2021), the validity test is used to determine whether a
questionnaire is valid or not. A questionnaire is considered valid if the questions can reveal
what you want to measure. Ghozali (2021) also states that a questionnaire item is considered
reliable (feasible) if the Cronbach's alpha value is > 0.60, and is considered unreliable if the
Cronbach's alpha value is < 0.60. Based on the table above, the Cronbach's alpha value for
product quality is 0.738, for price is 0.789, for service quality is 0.855 and for repurchase
intention is 0.897, so it can be concluded that each sample is reliable.

Results of Classical Assumption Testing
Normality Test Result

Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Repurchase Intention
1.0

Expected Cum Prob

Observed Cum Prob

Figure 2 P-Plot Normality Result
Source: Processed data from SPSS, 2025

The picture above shows a P-P Plot which shows that the points spread around the
diagonal line and tend to follow the direction of the diagonal line. This shows that the data used
in this study fulfills the assumption of normality, so it is feasible to test with the regression
model.

Heteroscedasticity Test
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Scatterplot

Dependent Variable: Repurchase Intention
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Figure 3. Heteroscedasticity Result
Source: Processed data from SPSS, 2025

Based on the scatterplot graph above, it can be seen that the points spread randomly
and do not form a certain pattern. So it can be said that there is no heterokedasititas. Because
the classical assumption test requirements, namely the normality test, multicollinearity test, and
heteroscedasticity test have been carried out and all three meet the assumptions where the data
is normally distributed, there is no multicollinearity, and there is no heteroscedasticity, this
study can proceed to multiple linear regression analysis.

Multiple Linear Regression Analysis Result

Multiple linear regression aims to assess how much influence the independent variable
has on the dependent variable, with the aim of predicting the value of the dependent variable
(YY) based on independent variables such as product quality (X1), price (X2) and service quality

(X3). The results of multiple linear regression analysis have been carried out using the IBM
SPSS 27 application.

Table 3. Multiple Linear Regression Analysis Result

Coefficients?

Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Maodel B Std. Error Beta t Sig Tolerance VIF
1 (Constant) 2102 1.949 1.078 .284
Product Quality 394 161 .259 2.454 .016 458 2184
Price .285 .092 270 3.099 003 672 1488
Service Quality 444 132 344 3.368 001 487 2.052

a Nanendant Variable: Ranurchase Intentinn

Source: Processed data from SPSS, 2025

Based on this table, the constant value (o) is 2.102. In addition, the regression
coefficient value for the product quality (X1) is 0.394, for the price (X2) is 0.285 and for the

service quality (X3) is 0.444. Therefore, the multiple regression equation can be formulated as
follows:

Y=2.102 +0.394X1 + 0.285X2 + 0.444X3 + ¢

1. If the value of product quality (X1), price (X2) and service quality (X3) is zero, then
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the constant value (o) obtained of 2.102 will be the coefficient value of repurchase
intention ().

2. The BI value of 0.394 indicates that there is a positive relationship between product
quality (X1) and repurchase intention (Y). This means that each one unit increase in the
product quality variable (X1), assuming other variables are constant, will result in an
increase of 0394 in the repurchase intention variable ().

3. The B2 value of 0.285 indicates that there is a positive relationship between price (X2)
and repurchase intention (Y). This means that each one unit increase in the price
variable (X2), assuming other variables are constant, will result in an increase of 0.285
in the repurchase intention variable (Y).

4. The B3 value of 0.444 indicates that there is a positive relationship between service
quality (X3) and repurchase intention (). This means that each one unit increase in the
service quality variable (X3), assuming other variables are constant, will result in an
increase of 0.444 in the repurchase intention variable (Y).

Correlation Coefficient (R) and Coefficient of Determination (R2)

Table 4. Coefficient of Determination (R-Square) Test Results
Model Summarf'

Adjusted R Std. Error of
Maodel R R Square Square the Estimate
1 7438 A53 A3 2147

a. Predictors: (Constant), Service Quality, Price, Product
Quality

b. DependentWVariable: Repurchase Intention

Source: Processed data from SPSS, 2025

Based on the Coefficient of Determination (R2) table above, the Adjusted R Square
value is 0.537. This means that product quality, price and service quality together affect
repurchase intention by 50.37%. The remaining 46.30% is influenced by other variables not
examined in this study.

Hypothesis Test Results
Table 5. F-test Result

ANOVA?
sum of
Madel Squares df Mean Sguare F Sig.
1 Regression 524 486 3 174.829 36.223 =001°
Residual 424,731 ga 4,826
Total 949217 91

a. Dependent¥ariable: Repurchase Intention
b. Predictors: (Constant), Service Quality, Price, Product Quality

Source: Processed data from SPSS, 2025

In the table above, it is known that Fcount > Ftabel with a significance of less than
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0.05, it can be concluded that together the independent variables in this study have a significant
effect on the variable repurchase intention (). this means that H1 is accepted.

Partial Test (t-test)
Table 6. t-test result
Coefficients?
Standardized
Unstandardized Coefficients Coefficients Collinearity Statistics
Maodel B Std. Error Beta t Sig Tolerance VIF
1 (Constant) 2102 1.949 1.078 .284
Product Quality 394 161 .259 2.454 .016 458 2184
Price .285 .092 270 3.099 003 672 1488
Service Quality 444 132 344 3.368 001 487 2.052

a. Dependent Variable: Repurchase Intention

Source: Processed data from SPSS, 2025

Based on the Partial Test table (t test) above, it can be seen that:

1. The t-test results for the product quality variable (X1) obtained a tcount value of 2.454
with a significance value of 0.016, with a positive sign meaning that hypothesis testing is
carried out on the right side. So that the tcount is 2.454 > ttable 1.662 with a significance
value of 0.016 < 0.05. Therefore, it can be concluded that partially product quality has a
positive and significant effect on repurchase intention, this means that H2 is accepted.

2. The t-test results for the price variable (X2) obtained a tcount value of 3.099 with a
significance value of 0.003, with a positive sign meaning that hypothesis testing is carried
out on the right side. So that the tcount is 3.099 > ttable 1.662 with a significance value of
0.003 < 0.05. Therefore, it can be concluded that partially price has a positive and
significant effect on repurchase intention, this means that H3 is accepted.

3. The t-test results for the service quality variable (X3) obtained a tcount value of 3.368 with
a significance value of 0.001, with a positive sign meaning that hypothesis testing is carried
out on the right side. So that the tcount is 3.368 > ttable 1.662 with a significance value of
0.001 < 0.05. Therefore, it can be concluded that partially service quality has a positive
and significant effect on repurchase intention, this means that H4 is accepted.

Discussion

The Simultaneous Influence of Product Quality, Price, and Service Quality on
Repurchase Intention at Starbucks Coffee in the Megamas Manado Area.

The test results indicate that product quality, price, and service quality simultaneously
influence consumers repurchase intention at Starbucks Coffee in the Megamas Manado area.
Product quality is the primary factor, as consumers tend to seek products that not only meet
standards but also provide a consistent and high-quality taste experience. On the other hand,
price also plays a crucial role. Although Starbucks is known as a premium brand, a reasonable
price that aligns with the value provided can influence consumers' decisions to make repeat
purchases. Additionally, the quality of service—including service speed and staff
friendliness—significantly impacts consumer comfort, which in turn contributes to loyalty and
the intention to repurchase. These three factors work synergistically, meaning that if one of
them fails to meet consumer expectations, it may reduce their willingness to make a repeat
purchase.

The Expectation Confirmation Theory (ECT) proposed by Oliver (1980) explains that
consumer satisfaction arises when expectations regarding a product or service are met or
exceeded. In the context of Starbucks, good product and service quality, along with an
appropriate price, can lead to satisfaction that results in repurchase intention. Furthermore, the
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Consumer Behavior Theory described by Stephens (2023) states that consumer purchasing
decisions are influenced by internal and external factors, including product quality, price, and
service. In this case, Starbucks consumers in the Megamas Manado area consider a
combination of these three factors in their decision-making process for repeat purchases.

The Influence of Product Quality on Repurchase Intention at Starbucks Coffee in the
Megamas Manado Area.

The test results indicate that product quality influences consumers' repurchase intention
at Starbucks Coffee in the Megamas Manado area. This is proven by meeting statistical criteria
and significance. According to consumer behavior theory, product quality is one of the key
determinants in shaping customer satisfaction, which in turn affects the intention to make
repeat purchases. Good product quality includes aspects such as reliability, durability, and
alignment with consumer expectations.

According to Kotler and Keller (2022), product quality is one of the main factors
influencing consumer purchasing decisions, including the intention to repurchase. Product
quality encompasses various aspects such as taste, raw materials, innovation, and consistency
of the products offered. Research by Wijayanthi and Goca (2022) also explains that consumers'
perception of product quality can shape perceived value, which ultimately impacts loyalty and
repurchase intention. This is also in line with research by Purnapardi and Indrawati (2022),
which found that product quality influences consumers' repurchase intention.

The Influence of Price on Repurchase Intention at Starbucks Coffee in the Megamas
Manado Area

The research findings reveal that price influences consumers' repurchase intention at
Starbucks Coffee in the Megamas Manado area. Price fairness is perceived when the price
aligns with the quality received and meets consumer expectations (Xia, Monroe, & Cox, 2004).
The Price-Perceived Quality Model (Monroe & Krishnan, 1985) suggests that higher prices are
often associated with higher perceived quality. Research by Maharani and Suwitho supports
this finding, stating that consumers' price perception positively influences repurchase intention.
Similarly, a study by Puteri and Nurcholis (2024) found that competitive pricing aligned with
customer expectations significantly contributes to customer satisfaction and their intention to
repurchase the same product.

Consumers tend to consider price in the context of product quality and the satisfaction
they experience. If the price is too high without adequate quality, consumers may feel
dissatisfied and reluctant to make repeat purchases. However, in some cases—such as with
certain products—consumers may overlook the price if they trust the brand or if the product
offers a satisfying experience. Therefore, it is essential for companies to balance pricing and
product quality to enhance consumers' repurchase intention (Kotler & Keller, 2022).

The Influence of Service Quality on Repurchase Intention at Starbucks Coffee in the
Megamas Manado Area

Service quality influences consumers' repurchase intention at Starbucks Coffee in the
Megamas Manado area. Service quality can be measured through various dimensions, such as
reliability, responsiveness, assurance, tangibles, and empathy. When all these aspects are met,
consumers feel valued and gain a sense of worth from their interactions with the service
provider. According to Tyagi (2023), service quality is defined as the extent to which the
provided service meets or exceeds customer expectations. The SERVQUAL model, which they
developed, includes five key dimensions in assessing service quality: reliability,
responsiveness, assurance, empathy, and tangibles. If the service quality provided meets or
exceeds customer expectations, they are more likely to return for repeat purchases (Kotler &
Keller, 2022).

The findings of this study align with research conducted by Sarapung and Ponirin
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(2020), which explains the role of service quality in influencing consumers' repurchase
intention. Similarly, research by Dimas (2021) found the same results, highlighting that the
correlation between service delivery and customer satisfaction plays a significant role.
Increased customer satisfaction contributes directly to repurchase intention.

Conclusion
Based on the test results in the discussion above, the conclusions are as follows:

1. Product Quality, Price and Service Quality simultaneously have a positive and significant
effect on Repurchase Intention at Starbucks Coffee Coffee Megamas Manado Area.

2. Product Quality partially has a positive and significant effect on Repurchase Intention at
Starbucks Coffee Coffee Megamas Manado Area.

3. Price partially has a positive and significant effect on Repurchase Intention at Starbucks
Coffee Coffee Megamas Manado Area.

4. Service Quality partially has a positive and significant effect on Repurchase Intention at
Starbucks Coffee Coffee Megamas Manado Area.

Recommendation
As for the suggestions on the sustainability of this research for each party in it, as follows:

1. Starbucks Coffee in the Megamas Manado area should continuously improve product
quality, competitive pricing, and excellent service to strengthen customer repurchase
intention. A marketing strategy that integrates these three factors can enhance customer
loyalty. Regular evaluations of customer satisfaction are necessary to ensure the
sustainability of this positive impact.

2. Consumers should consider product quality, price, and service together when making
repurchase decisions. Understanding these factors can help in choosing products that
provide the best experience. Sharing reviews and feedback with Starbucks can also
contribute to further quality improvements.

3. Future research can explore other variables such as brand image, customer experience,
or promotions in influencing repurchase intention. A comparative analysis with other
coffee brands could provide broader insights. Using qualitative methods or a mixed-
methods approach could offer a deeper understanding of consumer behavior.
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