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ABSTRAK 
 

Nicky Liane Yonatan 202320151009 Determinan Repurchase Decision 

Melalui Kepuasan Pelanggan Pada Kedai Kopi Kaizen Heritage 6.0 Summarecon 

Bekasi. 

Penelilian ini bertujuan untuk mengetahui apakah kepuasan pelanggan 

dapat memediasi Store Atmosphere, gaya hidup, dan Emotional marketing terhadap 

keputusan pembelian ulang pada kedai kopi Kaizen Heritage 6.0 Summarecon 

Bekasi. Dengan metode kuantitatif, populasi dan sample yang diperoleh dari 

pelanggan kedai kopi Kaizen Heritage 6.0 Summarecon Bekasi dengan 

menggunakan metode purposive sampling. Sample yang digunakan pada penelitian 

ini sebanyak 115 responden pelanggan kedai Kopi Kaizen Heritage 6.0 Bekasi. 

Variabel Store Atmosphere tidak berpengaruh terhadap keputusan pembelian ulang, 

gaya hidup berpengaruh terhadap keputusan pembelian ulang, Emotional marketing 

tidak berpengaruh terhadap keputusan pembelian ulang, kepuasan pelanggan 

berpengaruh terhadap keputusan pembelian ulang, Store Atmosphere berpengaruh 

terhadap kepuasan pelanggan, gaya hidup berpengaruh terhadap kepuasan 

pelanggan, Emotional marketing tidak berpengaruh terhadap kepuasan pelanggan, 

kepuasan pelanggan dapat memediasi Store Atmosphere terhadap keputusan 

pembelian ulang, kepuasan pelanggan dapat memediasi gaya hidup terhadap 

keputusan pembelian ulang, dan kepuasan pelanggan tidak dapat memediasi 

Emotional marketing terhadap keputusan pembelian ulang. Peneliti menyadari 

bahwa dalam penelitian ini memiliki kekurangan dan keterbatasan, namun daripada 

itu peneliti mengharapkan penelitian ini dapat bermanfaat bagi pihak-pihak yang 

terkait pada penelitian ini. Penelitian ini dapat digunakan untuk memperluas 

pengetahuan dan melengkapi literatur mengenai Store Atmosphere, gaya hidup, 

Emotional marketing, keputusan pembelian ulang, dan kepuasan pelanggan. 

 

Kata Kunci: Keputusan Pembelian Ulang, Store Atmosphere, Gaya Hidup, 

Emotional marketing, Kepuasan Pelanggan. 
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ABSTRACT 

 

Nicky Liane Yonatan 202320151009 Determinants of Repurchase Decision 

Through Customer Satisfaction at Kaizen Heritage 6.0 Summarecon Bekasi Coffee 

Shop. 

This study aims to determine whether customer satisfaction can mediate 

Store Atmosphere, lifestyle, and Emotional marketing on Repurchase Decisions at 

Kaizen Heritage 6.0 Summarecon Bekasi coffee shop. With quantitative methods, 

the population and samples obtained from Kaizen Heritage 6.0 Summarecon Bekasi 

coffee shop customers using purposive sampling method. The sample used in this 

study was 115 respondents who were customers of Kaizen Heritage 6.0 Bekasi 

Coffee shop. Store Atmosphere variables have no effect on Repurchase Decisions, 

lifestyle affects Repurchase Decisions, Emotional marketing has no effect on 

Repurchase Decisions, customer satisfaction affects Repurchase Decisions, Store 

Atmosphere affects customer satisfaction, lifestyle affects customer satisfaction, 

Emotional marketing has no effect on customer satisfaction, customer satisfaction 

can mediate Store Atmosphere on Repurchase Decisions, customer satisfaction can 

mediate lifestyle on Repurchase Decisions, and customer satisfaction cannot 

mediate Emotional marketing on Repurchase Decisions. Researchers realize that 

this research has shortcomings and limitations, but rather than that, researchers 

hope that this research can be useful for the parties involved in this research. This 

research can be used to expand knowledge and complement the literature on Store 

Atmosphere, lifestyle, Emotional marketing, Repurchase Decisions, and customer 

satisfaction. 

 

Keywords: Repurchase Decision, Store Atmosphere, Lifestyle, Emotional 

marketing, Customer Satisfaction. 
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