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Abstract 

Coffee today no longer serves merely as a beverage to overcome drowsiness but has 

become part of people’s lifestyle. This study aims to analyze the influence of Customer 

Experience and Brand Image on the Repurchase Intention of Fore Coffee consumers 

in Surabaya. The research method used is a quantitative approach by distributing 

questionnaires to 120 respondents who are consumers of Fore Coffee in Surabaya. The 

sampling technique applied is non-probability sampling with a purposive sampling 

method. Data analysis was conducted using Partial Least Squares (PLS) based on 

Structural Equation Modeling (SEM) through the SmartPLS 4.0 application. The 

results show that the Customer Experience variable has a positive and significant effect 

on Repurchase Intention. Similarly, Brand Image also has a positive and significant 

effect on Repurchase Intention. These findings confirm that a good customer 

experience and a strong brand image can increase consumers' repurchase intention 

toward Fore Coffee. 
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INTRODUCTION 

Coffee is no longer just a sleep-inducing beverage, but has become an integral part of 

the lifestyle of urban Indonesians. The coffee shop industry in Indonesia is growing rapidly, 

driven by changing consumer behavior, which has turned coffee shops into places to 

socialize, work, and explore new experiences. This phenomenon is also evident in Surabaya, 

where various coffee brands compete to offer the best customer experience. One prominent 

player in this industry is Fore Coffee, a local coffee brand known for its "Grind the 

Essentials”. 

However, despite its strong brand image, Fore Coffee faces challenges in maintaining 

customer loyalty. According to Top Brand Award data (2025), Fore Coffee ranks third after 

Janji Jiwa and Kopi Kenangan with a 9.50% index, indicating fluctuations in consumer 

perception of the brand from year to year. Furthermore, after its official listing on the 

Indonesia Stock Exchange (2025), Fore Coffee's share price experienced a decline, which 

could impact investor confidence and public perception of the brand's stability. 

Important factors that can influence customer repurchase decisions are customer 

experience and brand image. Customer experience reflects the overall impression customers 

experience during their interaction with a brand, from the outlet atmosphere, interactions 

with baristas, to the comfort of the environment. According to Yuliana & Hartono (2022), 

positive customer experiences can increase emotions and brand engagement, thus 

encouraging repeat purchase intentions. Meanwhile, according to Wijaya & Aminah (2024), 

brand image plays an important role in shaping customer perceptions and beliefs about the 

quality and value of a brand, because a brand's image is related to their attitudes, including 

their beliefs and preferences. Consumers who have a positive impression of the brand are 

more likely to make a purchase. 

However, based on consumer reviews on social media, several Fore Coffee outlets in 

Surabaya have received criticism for their comfortable spaces and inconsistent service. This 

phenomenon indicates a gap between customer expectations and the actual service they 

receive. In other words, despite Fore Coffee's modern and innovative image, a suboptimal 

customer experience can reduce repeat purchase intentions. This gap is interesting to examine 

further, particularly in the context of how customer experience and brand image contribute 

to the repurchase intention of Fore Coffee consumers in Surabaya.  

Customer Experience 

Customer Experience is a customer's subjective response to direct or indirect 

interactions with a company, from purchasing to using a product or service. Direct contact 

occurs when a customer transacts with or uses a company's product, while indirect contact 

occurs through advertising, reviews, or information about the company, according to his 

book. Understanding Customer Experience (Meyer & Schwager, 2007). Consumers typically 

evaluate their experience using a product to determine whether they will use it again in the 

future. Consumer experiences, derived from their physical and emotional interactions with a 

company, have the ability to leave an impression and influence their perception of the 

company or brand (Ertemel et al., 2021) in Angelina & Supriyono (2024). Indicators 

Customer Experience according to Schmitt in Ningsih K. (2024), including: 1) Sense, 2) Feel, 

3) Think, 4) Act, 5) Relate 

Brand Image 
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Brand Image can be defined as a picture or description and explanation of what 

customers believe about a particular brand, based on various elements embedded in the 

customer's memory (Kotler & Keller, 2016). A good brand image significantly influences 

consumers' decisions to purchase a product. Customers with a good brand image are typically 

more emotionally engaged, more loyal, and more likely to recommend the brand to others 

(Urmili & Widagda, 2024). This can be interpreted as,brand image is the consumer's overall 

perception of a brand that is formed through previous experiences, information, and beliefs. 

Good brand image can influence consumer attitudes, foster trust and preference, and 

encourage them to choose and purchase products from that brand. Meanwhile, the indicators 

Brand Image, according to Jajang et al., in Maharani et al., (2024), these include: 1) Strength, 

2) Excellence, 3) Uniqueness. 

Repurchase Intention 

According to Megantara (2016), repurchase intention is defined as the desire to 

repurchase the same goods or services that have been used previously and had a positive 

experience. According to Peter & Olson in Alrasyid, Purwanto, & Izaak (2023), repurchase 

intention is the act of purchasing repeatedly or more than once. Thus, if customers are 

satisfied with the product or service purchased, they are more likely to make subsequent 

purchases and remain loyal to the brand and recommend it to others. The indicators of 

Repurchase Intention, according to Ferdinand in Wardani & Purwanto (2024), include: 1) 

Transactional Interest, 2) Referential Interest, 3) Preferential Interest, 4) Exploratory Interest 

The Influence of Customer Experience on Repurchase Intention 

Customer Experience plays an important role in repurchase intention. When 

customers have a pleasant experience, such as a comfortable place, friendly service, and 

consistent product quality, they will feel satisfied and have positive emotions, which 

strengthens their attachment to the brand. This experience leaves a positive impression, 

which ultimately makes customers want to make a repeat purchase. In other words, customer 

experience not only produces momentary satisfaction but also fosters customer desire that 

leads them to repurchase the product. According to research conducted by Amelina et al. 

(2020), customer experience influences their desire to repurchase intention. If they had a 

good experience with a previous purchase, they will be more interested in making a 

repurchase intention.  

The Influence of Brand Image on Repurchase Intention 

Brand image influences repurchase intention because a positive and strong 

impression of the brand will increase customer confidence to continue purchasing goods from 

that brand. Brand image reflects the reputation, value, and differentiation of the brand in the 

minds of customers. When customers believe that Fore Coffee is a high-quality, innovative, 

and modern lifestyle coffee brand, they will consider the brand as a reliable, top choice. This 

fosters a positive impression of the brand, making customers confident in the consistency of 

the experience and the value of the product, encouraging them to repurchase. According to 

Lucky et al., (2023), a positive impression of the brand influences the tendency of customers 

to make a purchase. Repurchase intention with the same brand in the future. 
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Figure 1 

Conceptual Framework 

Based on the conceptual framework above, the hypotheses of this study are as: 

1. Hypothesis 1: It is suspected that there is a positive and significant influence between 

Customer Experience to Repurchase Intention of Fore Coffee consumers in Surabaya. 

2. Hypothesis 2: It is suspected that there is a positive and significant influence between 

Brand Image to Repurchase Intention of Fore Coffee consumers in Surabaya. 

RESEARCH METHOD 

This study employs a quantitative approach targeting respondents who are Fore Coffee 

consumers in Surabaya that have made purchases more than twice. A total of 120 respondents 

were selected using a non-probability sampling technique with the purposive sampling 

method. Data analysis was conducted using Structural Equation Modeling (SEM) based on 

Partial Least Squares (PLS). Data were collected through a Likert-scale questionnaire. The 

collected data were then processed to perform validity tests, reliability tests, and hypothesis 

testing through Partial Least Squares (PLS) analysis, utilizing the SmartPLS 4.0 software. 

RESULTS AND DISCUSSION 

Data Analysis Results 

Tabel 1. 

Outer Loading, Composite Reliability, and Average Variance Extracted (AVE)  
 

Outer Loading Composite Reliability 
Average Variance 

Extracted (AVE) 

X1.1 <- Customer 

Experience (X1) 
0.876 

0,922 0,702 

X1.2 <- Customer 

Experience (X1) 
0.874 

X1.3 <- Customer 

Experience (X1) 
0.818 

X1.4 <- Customer 

Experience (X1) 
0.804 

X1.5 <- Customer 

Experience (X1) 
0.815 

X2.1 <- Brand Image (X2) 0.857 

0,906 0,763 X2.2 <- Brand Image (X2) 0.857 

X2.3 <- Brand Image (X2) 0.906 

Y1.1 <- Repurchase 

Intention (Y) 
0.851 0,907 0,710 
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Y1.2 <- Repurchase 

Intention (Y) 
0.798 

Y1.3 <- Repurchase 

Intention (Y) 
0.843 

Y1.4 <- Repurchase 

Intention (Y) 
0.875 

Source: Data Processed, 2025 

As shown in Table 1, which presents the Outer Loading, Composite Reliability, and 

Average Variance Extracted (AVE) values, the analysis of the Outer Loading indicates that 

all indicators related to the variables Customer Experience, Brand Image, and Repurchase 

Intention have values greater than 0.5, demonstrating that construct validity has been 

successfully established. Based on the reliability test results, the composite reliability values 

for Customer Experience reached 0.922, for Brand Image reached 0.906, and for Repurchase 

Intention reached 0.907, all of which are above 0.70. This indicates that all variables in this 

study are reliable, and the data are suitable for further analysis. Furthermore, the AVE values 

for all three variables exceed 0.5, indicating that all indicators in this study have met the 

required validity criteria. 

Tabel 2.  

R-Square 
 R Square 

Repurchase Intention (Y) 0,879 

Source: Data Processed, 2025 

Based on Table 2, the analysis results show that the repurchase intention variable (Y) 

has an R-Square value of 0.879. This indicates that customer experience (X1) and brand 

image (X2) can contribute 87,9% to the repurchase intention variable (Y), while the 

remaining 12,1% is influenced by other variables outside this study. 

Tabel 3.  

Hypothesis Test Results 

 Original 

Sample (O) 

Sample Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

Customer 

Experience 

(X1) -> 

Repurchase 

Intention (Y) 

0.748 0.748 0.075 9.928 0.000 

Brand Image 

(X2) -> 

Repurchase 

Intention (Y) 

0.203 0.203 0.076 2.684 0.007 

Source: Data Processed, 2025 

Based on Tabel 3, referring to the results of the analysis obtained, it can be concluded 

that the following hypothesis can be formulated: 

1. H1: The hypothesis stating that Customer Experience has a positive effect on 

Repurchase Intention is accepted, with a path coefficient value of 0.748 and a 

T-statistic value of 9.928 > 1.96 (T-table value at Za = 0.05), or a P-Value of 

0.000 < 0.05, indicating a positive and significant result. 
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2. H2: The hypothesis stating that Brand Image has a positive effect on 

Repurchase Intention is accepted, with a path coefficient value of 0.203 and a 

T-statistic value of 2.684 > 1.96 (T-table value at Za = 0.05), or a P-Value of 

0.007 < 0.05, indicating a positive and significant result. 

Discussion 

The results of this study indicate that customer experience has a positive and 

significant effect on the repurchase intention of Fore Coffee consumers in Surabaya. This 

means that the better the experience customers have while interacting with Fore Coffee, the 

greater their tendency to make repeat purchases.  

The sense indicator was found to be the most dominant aspect influencing repurchase 

intention, as it encompasses sensory experiences such as the modern and minimalist visual 

appearance of the outlets, the aroma of freshly brewed coffee beans and the scent of warm 

espresso and pastries, the gentle background music such as lo-fi and acoustic tunes, as well 

as the consistent and innovative taste of the menu. These sensory elements create a positive 

impression that encourages customers to return. This finding is consistent with the studies of 

Putri & Sarudin (2023) and Irsyadi & Putra (2024), which state that customer experience has 

a significant influence on repurchase intention.  

In addition, the ease of digital transactions through the Fore Coffee application further 

enhances the overall customer experience. Thus, customer experience, particularly in sensory 

and emotional aspects, serves as a key factor in increasing the repurchase intention of Fore 

Coffee consumers in Surabaya. 

The results also show that brand image has a positive and significant effect on the 

repurchase intention of Fore Coffee consumers in Surabaya. This means that the stronger the 

brand image of Fore Coffee, the higher the customers' tendency to make repeat purchases. In 

the context of Fore Coffee, brand image is formed through its modern and minimalist store 

design, the use of high-quality Indonesian coffee beans, its positioning as a lifestyle brand 

that reflects an urban way of life, and its consistency in product quality and brand 

communication.  

The analysis further revealed that the uniqueness indicator is the most dominant 

aspect influencing repurchase intention. This uniqueness is reflected in the distinctive 

characteristics that differentiate Fore Coffee from its competitors, such as its innovative menu 

and unique store concept. These findings are in line with the research of Lucky et al. (2023) 

and Dewi (2021), which emphasize that a positive brand image can build customer trust, 

preference, and emotional attachment, thereby encouraging repeat purchases. Therefore, a 

strong, unique, and consistent brand image serves as a crucial factor in enhancing the 

repurchase intention of Fore Coffee consumers. 

CONCLUSION 

Based on the results of the study, it can be concluded that customer experience and 

brand image play an important role in influencing the repurchase intention of Fore Coffee 

consumers in Surabaya. This indicates that the better the customer experience and the 

stronger the brand image built, the higher the consumers’ desire to make repeat purchases. 

The sense indicator in customer experience and the uniqueness indicator in brand image were 

found to be the dominant factors influencing repurchase intention, where pleasant sensory 

experiences and a distinctive brand identity successfully created strong consumer attachment 
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to Fore Coffee. Based on these findings, it is recommended that Fore Coffee continue to 

enhance the quality of customer experience through fast and friendly service as well as 

comfortable facilities at each outlet, while maintaining brand image consistency by 

emphasizing product innovation and brand communication that align with a modern lifestyle. 

These efforts will help strengthen customer loyalty and expand the market share in the future. 
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