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ABSTRAK 

Penelitian ini dilakukan untuk menguji pengaruh service quality dan store atmosphere 

terhadap repurchase intention, dengan customer satisfaction sebagai variabel mediasi. 

Penelitian ini menggunakan metode explanatory research. Teknik pengumpulan data 

dalam penelitian ini menggunakan survey dengan penyebaran kuesioner. Sampel 

didapatkan dengan rumus Lemeshow sebanyak 245 pelanggan Wizzmie, dilakukan 

dengan menggunakan accidental sampling. Teknik yang digunakan analisis jalur, 

mengindikasikan bahwa service quality berpengaruh positif dan signifikan terhadap 

repurchase intention. Store atmosphere tidak berpengaruh signifikan terhadap repurchase 

intention. Service quality berpengaruh positif dan signifikan terhadap customer 

satisfaction. Store atmosphere berpengaruh positif dan signifikan terhadap customer 

satisfaction. Customer satisfaction tidak berpengaruh signifikan terhadap repurchase 

intention. Customer satisfaction tidak mampu memediasi pengaruh  service quality 

terhadap repurchase intention. Customer satisfaction tidak mampu memediasi pengaruh  

store atmosphere terhadap repurchase intention.  

Kata kunci: kualitas layanan, atmosfer toko, niat beli ulang, kepuasan pelanggan 
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ABSTRACT 

This study was conducted to test the effect of service quality and store atmosphere on 

repurchase intention, with customer satisfaction as a mediating variable. This study uses 

an explanatory research method. The data collection technique in this study used a survey 

with a questionnaire distribution. The sample was obtained using the Lemeshow formula 

of 245 Wizzmie customers, carried out using accidental sampling. The technique used 

was regression analysis, indicating that service quality has a positive and significant 

effect on repurchase intention. Store atmosphere does not have a significant effect on 

repurchase intention. Service quality has a positive and significant effect on customer 

satisfaction. Store atmosphere has a positive and significant effect on customer 

satisfaction. Customer satisfaction does not have a significant effect on repurchase 

intention. Customer satisfaction is unable to mediate the effect of service quality on 

repurchase intention. Customer satisfaction is unable to mediate the effect of store 

atmosphere on repurchase intention. 

Keywords— service quality, store atmosphere, repurchase intention, customer 

satisfaction 
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