ABSTRAK

Penelitian ini dilakukan untuk melihat Pengaruh Karakteristik Pengaruh Quality Of
Physical Environment, Food Quality, Service Quality pada Behavioral Intention, Restaurant
Image, Customer Perceived Value, dan Customer Satisfaction Sebagai Variabel (Studi pada
Cafe Branded Dikota Bandung). Untuk itu, peneliti melakukan pengambilan data pada 162
orang responden Konsumen Kafe Branded dikota Bandung.

Objek penelitian ini adalah Karakteristik Brand yaitu Pengaruh Quality Of Physical
Environment, Food Quality, Service Quality pada Behavioral Intention, Restaurant Image,
Customer Perceived Value, dan Customer Satisfaction Sebagai Variabel (Studi pada Cafe
Branded Dikota Bandung). Sampel dari penelitian ini adalah Mahasiswa Universitas Kristen
Maranatha yang pernah mengunjungi kafe dikota Bandung. Sementara, teknik analisis data
pada penelitian ini menggunakan metode Uji Regresi Mediasi.

Berdasarkan hasil penelitian, maka ditemukan bahwa Kualitas lingkungan fisik,
Kualitas makanan, Kualitas pelayanan, citra kafe, nilai yang dirasakan pelanggan, dan
kepuasan pelanggan, memiliki pengaruh dalam memunculkan niat perilaku para konsumen
untuk dapat melakukan pembelian ulang di lingkungan kafe yang dikunjungi.
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ABSTRACT

This research was conducted to see the effect of the characteristics of the influence of
Quality of Physical Environment, Food Quality, Service Quality on Behavioral Intention,
Restaurant Image, Customer Perceived Value, and Customer Satisfaction as Variables (Study
at Cafe Branded in Bandung). For this reason, the researcher collected data on 162 Branded
Café Consumer respondents in the city of Bandung.

The object of this research is Brand Characteristics, namely the Effect of Quality Of
Physical Environment, Food Quality, Service Quality on Behavioral Intention, Restaurant
Image, Customer Perceived Value, and Customer Satisfaction as Variables (Study at Cafe
Branded in Bandung City). Samples from this study were students of Maranatha Christian
University who had visited cafes in the city of Bandung. Meanwhile, data analysis techniques
in this study use the Mediation Regression Test method.

Based on the results of the study, it was found that the quality of the physical
environment, food quality, service quality, cafe image, customer perceived value, and customer
satisfaction, had an influence on the behavioral intention of consumers to be able to repurchase
in the visited cafe environment.
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