ABSTRAK

Seiring dengan perkembangan zaman, maka perilaku konsumen pula ikut berubah.
Konsumen saat ini tidak hanya mengkonsumsi suatu barang hanya karena butuh,
melainkan sebuah lifestyle / gaya hidup bagi mereka. Dengan banyaknya tingkat
pertumbuhan kalangan menengah, maka muncul gaya hidup yang di sebut dengan
“nongkrong”. Gaya hidup masyarakat yang disebut “nongkrong” ini menciptakan
pertumbuhan di sektor restoran dan café di kota Bandung. Sebagai salah satu cafe
besar di Bandung, Starbucks Coffee Braga Citywalk harus memiliki keunggulan
bersaing agar dapat bertahan. Strategi retail mix sangat penting bagi toko ritel
modern karena dapat menciptakan keunggulan bersaing dan perbedaan karakteristik
antar pesaing lainnya sehingga konsumen bisa melakukan pembelian ulang.
Penelitian in bertujuan untuk menganalisa pengaruh dari Retail Mix terhadap repeat
purchase Mahasiswa Universitas Kristen Maranatha di Starbucks Coffee Braga
Citywalk. Penelitian dilaksanakan denga menyebarkan 100 kuesioner kepada
Mahasiswa Universitas Kristen Maranatha yang pernah berkunjung ke Starbucks
Coffee Braga Citywalk. Alat analisa yang digunakan dalam mengukur pengaruh
Retail Mix terhadap Repeat Purchase adalah regresi linier sederhana.

Kata kunci: Customer Service, Store design and display, Communication mix,
Location, Merchandise Assortment, Pricing
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ABSTRACT

Along with the times, then also change consumer behavior. Consumers today are not
only consuming a product simply because it takes, but rather a lifestyle / lifestyle for
them. With so many middle class growth rate, it appears lifestyle is called the
"hanging out". Lifestyle community called "hanging out™ This creates growth in the
restaurant and café in the city of Bandung. As one of the big cafe in Bandung,
Starbucks Coffee Braga Citywalk should have a competitive advantage in order to
survive. Mix of retail strategy is very important for modern retail stores because it
can create a competitive advantage and the difference between the characteristics of
the other competitors so that consumers can make repeat purchases. In research
aims to analyze the influence of Retail Mix to repeat purchase Maranatha Christian
University Students at Starbucks Coffee Braga Citywalk. Research conducted
premises spreading 100 questionnaires to Maranatha Christian University student
who've been to Starbucks Coffee Braga Citywalk. Analysis tool used to measure the
effect on Repeat Purchase Retail Mix is a simple linear regression.

Keywords: Customer Service, Store design and display, Communication mix,
Location, Merchandise Assortment, Pricing
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