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Nowadays, cafes that serve coffee drinks are competing with one another 

extremely quickly. Understanding customer behavior is one strategy to win the 

competition. For instance, keeping an eye on customer satisfaction and the 

servicescape of their workplace. The aim of this research was to evaluate and 

ascertain how Servicescape and Customer Satisfaction directly affect 

Repurchase Intention, as well as how Customer Satisfaction functions as an 

intermediate variable. A sample of 150 respondents was used in the descriptive 

associative research design. Using the Smart PLS application, the data analysis 

technique is (Partial Least Square) PLS. The findings revealed that Servicescape 

and Customer Satisfaction have a positive and significant effect on Repurchase 

Intention; Servicescape has a positive and significant effect on Customer 

Satisfaction; and Servicescape has a positive and significant effect on 

Repurchase Intention via Customer Satisfaction at Customer Maxx Coffee in 

Medan. The R-squared value for the variable of repurchase intention is 0.786, 

whereas the variable of customer satisfaction is 0.684. The acquisition of these 

values explains that the percentage of large intention to repurchase can be 

explained by servicescape and customer satisfaction of 78.6%, while the 

acquisition of the value that explains the percentage of the large performance of 

customer satisfaction can be explained by servicescape of 68.4%. 
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1. INTRODUCTION 
A cafe is a managed beverage and food business that offers full service to consumers. Cafes are now utilized 

to relieve boredom and exhaustion, rather than simply to relax. Nowadays, cafés are a consumer destination 

since they often offer a calm and cozy environment. [1]. The strengthening Indonesian economy and rising 

wages, particularly in major cities, have the potential to shift people's lifestyles toward luxury. Medan is a 

developing city, like many others in Indonesia, with the characteristics of a society that enjoys hanging out. 

With the growth of lifestyles, shopping malls are becoming increasingly popular as locations for shopping and 

hanging out [2]. Maxx Coffee has grown greatly since 2015 where they continue to develop their business by 

opening 80 outlets throughout Indonesia. In the city of Medan itself, there are 3 shop outlets, namely at Lippo 

Plaza, Medan Fair and Sun Plaza [3]. There is a servicescape that influences repurchase intention. When 

Servicescape considers the location of the business, perceived consumer value, and consumer satisfaction, 

interest in repurchasing will increase. Many reasons can influence a low repurchase intention, including 

customer satisfaction and service landscape. This can result in lower revenue and business collapse.  Customer 

satisfaction refers to the amount of satisfaction or discontent with a product or service after purchase. This 
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sentiment is based on their pre-, during-, and post-purchase experiences. Customers who are satisfied are more 

inclined to make repeat purchases, and vice versa; low customer happiness reduces consumer satisfaction. 

According to previous favorable customer experiences, research [4] indicates that customers are satisfied with 

goods and services and desire to purchase them again. 

In accelerating the expansion of its outlets, Maxx Coffee from the start has utilized the Lippo Group's 

property business which is spread across various regions. At least, Maxx Coffee outlets will be present at 

various properties owned by the Lippo Group, both in full form coffee shop, counter, as well as containers in 

the parking area. Maxx Coffee will take advantage social media, collaborating with the community, holding 

brand activation, and held a number of promotions. Lastly, apart from offering the experience of enjoying a 

variety of authentic Indonesian coffee, Maxx Coffee also wants to make Maxx Coffee a “Melting Pot” or a 

comfortable place for various communities to gather by offering servicescape vintage style and several Maxx 

Coffee outlets collaborate with bookstores and Maxx Coffee outlets are equipped with WiFi facilities up to 

100 Mbps [5]. To face competition, companies that always depend on consumers will always prioritize 

satisfaction in order to generate repurchase intention. 

Understanding consumer behaviour is one strategy for winning the competition. Paying attention to 

the service landscape from his place of work, as well as customer happiness. By focusing on these three factors, 

consumers will be more likely to repurchase. Servicescape is the most essential 'asset' for a firm because it has 

become the primary approach for attracting customers. Consumers today prefer coffee shops with great 

aesthetic value for their social media demands. It is considered good when the location is appealing and offers 

consumers with a sense of comfort in terms of visuals, service, ambiance, equipment, and others; this is what 

makes consumers content and leads to repeat purchases, resulting in a high repurchase intention.  

Another factor is servicescape. Servicescape is the most important 'asset' for a business because it has 

become the first strategy to attract consumers [6]. Servicescape is the environment where the service delivery 

is located. The physical environment for a cafe is a form of the service itself which can influence customer 

behaviour and responses to the services provided by the cafe [7]. 

The Servicescape When a place is appealing and gives customers a sense of comfort in terms of 

appearance, service, ambiance, equipment, and other aspects, it is considered good because, thanks to the 

servicescape, customers will flock there to follow and even start trends, making them reluctant to leave and 

increasing their enjoyment of their stay.  [7]. This is what makes consumers feel satisfied and make repeat 

purchases repurchase intention too high.  

It is evident from the preceding background information that some customers do not yet intend to 

make additional purchases. The phenomenon that occurs in servicescape is that, despite the growing number 

of coffee shops that display outlets, Maxx Coffee is still unable to satisfy some customers, particularly when 

it comes to the provision of electrical equipment (contact sockets). Additionally, a number of shop outlets have 

not renovated their outlets. Coffee Shop's look.  

The problem formulation in this research is: What Servicescape, dan customer satisfaction influence 

on Repurchase intention?; whether Servicescape influence on customer satisfaction?; And whether 

Servicescape influence on Repurchase intention through Customer satisfaction on Customer Maxx Coffee 

Plaza in Medan?. 

This study can serve to further existing theories about consumer behavior, customer satisfaction, and 

repurchase intention. Researchers who undertake more in-depth research can increase the quality of their work 

and make major contributions to the area of science. This discovery has the potential to generate new research 

possibilities and motivate other academics to do similar studies. 

Understanding the elements that determine customer satisfaction allows the café sector to enhance 

service quality in terms of servicescape while increasing customer satisfaction. This study can help the café 

business understand how to enhance repeat sales. Understanding client wants and preferences can help the cafe 

sector become more competitive and stand out from competition. This research can assist the café business in 

optimizing the design of the servicescape, which can boost consumer happiness and repurchase intention. 

2. METHODS 

2.1 Repurchase intention 

In essence, repurchase intention refers to a person's behavior that is impacted by past consuming experiences 

and directly affects their willingness to make another buy in the future. Numerous factors, including price, 

brand, advertising, supply chain, service mix, ambience, and location, greatly influence a person's prior 

consumption experience. [8] Provides several indicators that can be used to see repurchase intention in 

customers, including: [9] 

1.     The tendency to buy the product again 
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2.     Will make the Company the main choice in making purchases 

3.     Intention to recommend to relatives and family 

4.     Intent to give experience to others towards the company 

5.     Provide positive information about the Company 

6.     Give feedback good for the company. 

2.2 Servicescape 

According to [10] A facility's internal services, exterior design, parking, equipment, layout plans, air quality, 

and air temperature make up the physical environment known as the "servicescape." When services are 

rendered to clients, the physical arrangement in which certain elements are linked with a service concept is 

referred to as the "Servicescape." The physical look and customer experience are strongly linked to the 

servicescape. [8] 

In this research that is the indicator servicescape are: [11] 

1.     Appropriate Café temperature 

2.     Good lighting 

3.     Café cleanliness is maintained 

4.     The typical aroma of the Café  

5.     The music played in the café is interesting 

6.     Unique Café layout 

7.     Neatly arranged room layout 

8.     The room layout is very creative and aesthetic 

9.     The name of the Café is clearly visible  

10.  The Café is easily recognizable from the Banner 

2.3 Customer Satisfaction 

According to [12] When a product's performance (results) differs from what was anticipated, the term 

"consumer satisfaction" refers to the degree of satisfaction or discontent that results. Customer satisfaction, 

according to [13] When a product or service fulfills the needs and expectations of the customer, this is known 

as customer satisfaction. Fulfilling consumer expectations is referred to as customer satisfaction.Customer 

Satisfaction has indicators that are the basis for research, namely [14]: 

1.     Product conformity with consumer expectations 

2.     Product quality is guaranteed in terms of raw materials and taste 

3.     Consumer response to the product 

4.     Providing feedback by consumers 

5.     Match the price and quality of the products offered 

6.     Products can easily be obtained by consumers 

2.4 Conceptual Framework of Research 

 

 

 

 

 

 

 

 

 

 

 

 

2.5 Hypothesis 

a. Influence Servicescape to Repurchase intention. 

A well-designed servicescape will be both more aesthetically pleasing and more practical. This 

service atmosphere needs to be properly planned to avoid making guests feel uncertain and perplexed. 

Customers are influenced to make repeat purchases by layout, atmosphere, and surroundings. Once 

customers trust a business, they are more willing to share important personal information with it and 
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make additional purchases. This is also in accordance with research conducted by [15]; [6] who stated 

servicescape positive and significant effect on repurchase intention. 

H1 :     Servicescape positive and significant effect on Repurchase intention on Customer Maxx Coffee 

in Medan. 

b. Influence Servicescape with Customer Satisfaction 

Direct communication between the business and its clients is connected to servicescape, hence 

Customer happiness with the products they receive can be influenced by quality. aspects of the 

servicescape that have the power to sway consumers. Given that the ensuing ambiance determines 

the mood that consumers experience, it can be said that a service location's physical appearance is 

highly significant and impactful. In order to satisfy clients and meet their expectations, the 

organization must develop and arrange a service environment that is distinctive, appealing, and in 

line with their preferences. The results of research conducted by [16]; [17] stated that servicescape 

has a positive effect on consumer satisfaction.  

H2 :     Servicescape positive and significant effect on Customer satisfaction on Customer Maxx 

Coffee in Medan. 

c. Influence Customer Satisfaction to Repurchase intention. 

Repurchase intentions are influenced by customer satisfaction. Repurchase intention is one way that 

satisfied customers typically demonstrate greater loyalty than disappointed ones. The relationship 

between perceived value and brand loyalty and product quality is mediated in part by customer 

satisfaction. Perceived service quality, which is the same as the perceived experience of customer 

loyalty, is significantly mediated by consumer intention [18]. Customer loyalty and purchase 

intentions are the most crucial factors for a business to stay in business and be able to compete by 

drawing in new customers and keeping hold of its current clientele. For businesses to provide 

customers the impression of a great experience and, eventually, build their trust and sense of 

satisfaction, they must have a high-quality workforce and a good level of service.  Repurchase 

intention is positively influenced by customer satisfaction; that is, the more satisfied a customer is, 

the more likely they are to make another buy. The study's findings indicate that satisfied customers 

are more likely to act on their intention to repurchase.  This is also in line with research conducted by 

[15]; [6] which state that there is a positive and significant influence between customer satisfaction 

to repurchase intention. 

H3:     Customer satisfaction positive and significant effect on Repurchase intention on Customer 

Maxx Coffee in Medan. 

d. Relationships Servicescape to Repurchase intention through Customer satisfaction. 

"Servicescape is defined here as everything that is physically present around the customer during 

their service encounter transaction," meaning that everything that is physically present surrounding 

the customer during the service transaction encounter is included in the definition. According to [10] 

It is a type of behavior based on prior travel experiences about the caliber of services offered at the 

destination in the same nation or area. It indicates that a single client makes repeat purchases as a 

result of favorable physical amenities and aesthetic appeal from prior encounters. Repurchase 

intention is one way that satisfied customers typically demonstrate greater loyalty than disappointed 

ones. Repurchase intention is positively influenced by customer satisfaction; that is, the more satisfied 

a customer is, the more likely they are to make another buy. The study's findings indicate that satisfied 

customers are more likely to act on their intention to repurchase. 

H4:     Servicescape positive and significant effect on Repurchase intention through Customer 

satisfactionon Customer Maxx Coffee in Medan. 
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This research uses associative research which looks at the relationship between each research variable 

[19]. [20] stated that if the population is not well understood, the sample size can be calculated using 

the Malhotra formula, namely by multiplying the number of subvariables by 5–10. This research 

questionnaire contains 30 questions, which means 150 research samples. This research uses the 

probability sampling method [20] for sampling. According to [20] retrieval method simple random 

sampling is sampling from a population randomly without paying attention to population strata. 

Statements in the questionnaire are measured using a Likert Scale as a research tool. This study using 

intervening factors. Intervening variables are those that affect the relationship between independent 

and dependent variables. PLS is employed in this study because it can predict models with multiple 

elements, confirm hypotheses, examine causal links between variables, and overcome sample size 

limits when building a complicated model. Furthermore, PLS is an analysis method that may be used 

to investigate causal links between variables; PLS can handle non-normally distributed data; and PLS 

is an alternative to Structural Equation Modeling (SEM).Data analysis in this research uses an 

approach Partial Least Square. PLS is an equation model structural equation modeling (SEM) that 

operates on a variance or component-based approach [21]. 

3. RESULTS AND DISCUSSIONS 
a. Direct Effect 

Table 1 

Path Coefficients (Mean, STDEV, t-Value) Direct Effect 

 
Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

Servicescape -> Repurchase 

Intention 
0.398 0.402 0.109 3.651 0.000 

Customer Satisfaction -> 

Repurchase Intention 
0.530 0.525 0.107 4.943 0.000 

Servicescape -> Customer 

Satisfaction 
0.828 0.831 0.040 20.798 0.000 

 

1. Influence Servicescape to Repurchase Intention 

With a t-value of 3.651, the influence of servicescape on repurchase intention of Maxx Coffee 

customers in Medan is 0.398. With a p value of 0.000 which is smaller than 0.05 and a value greater 

than t-table (1.65), then Hypothesis 1 can be accepted.  

2. Influence Customer satisfaction to Repurchase intention 

Maxx Coffee customers in Medan have a coefficient value of 0.530 and a statistical value of 

4.943 for the relationship between customer satisfaction and repurchase intention. With a p-value of 

0.000, it is smaller than 0.05 and a value greater than t-table (1.65). 

3. Influence Servicescape to Customer satisfaction  

With a calculated value of 20.798, the influence of servicescape on customer satisfaction for 

Maxx Coffee customers in Medan  is shown to be 0.828. With a p value of 0.000, smaller than 0.05 

and a value greater than t-table (1.65), then Hypothesis 3 is accepted.  

b. Indirect Influence 

Table 2 

Path Coefficients (Mean, STDEV, t-Value) indirect Effect 

  

Original 

Sample 

(O) 

Sample 

Mean 

(M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 
P Values 

X1 -> Z -> Y 0.439 0.436 0.090 4.902 0.000 
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4. Influence Servicescape to Repurchase intention through Customer satisfaction 

For Maxx Coffee customers in Medan, the influence of servicescape on repurchase intention through 

customer satisfaction produces a t-count of 4.902 and a coefficient value of 0.439. With a p value of 

0.000 smaller than 0.05 and a value greater than t-table (1.65), then Hypothesis 4 can be accepted. 

c. Direct, Indirect and Total Effect 

Table 3 

The effects Between Research Variables 

Independent Variable 
Dependent 

variable 
Intervening 

Direct 

Effect 
Indirecffect 

Total 

Effect 

Servicescape (X) 
Repurchase 

Intention (Y) 

Customer 

Satisfaction 

(Z)  

0.398 0.439 0.837 

Servicescape (X) 
Customer 

Satisfaction (Z) 
 0.226 - 0.226 

Customer Satisfaction (Z) 
Repurchase 

Intention (Y)  
0.501 - 0.501 

The amount of indirect contribution is: servicescape to repurchase intention through customer 

satisfactionis 0.398 + 0.439 x 100% = 83.7%. So the total contribution of the variable servicescape 

to repurchase intention through customer satisfaction is 83.7%. 

d. Evaluation Quality Model 

1. R-Square 

Based on the data processing that has been carried out, the R-value is obtained Square as follows:  

Table 4 

R-Square 

Indikator R Square R Square Adjusted 

Repurchase Intention 0.789 0.786 

Customer Satisfaction 0.686 0.684 

It can be seen from the data display in Table 4.19 above that the customer satisfaction variable 

has an R-Square value of 0.873 and the repurchase interest variable has an R-Square value of 0.789. 

The obtained value explains that 78.9% of the percentage of repurchase interest can be explained by 

servicescape, brand image and customer satisfaction, while 87.3% of customer satisfaction 

performance can be explained by servicescape and brand image. 

2. F-Square 

Based on Table 5, it can be concluded that: 

a.   SS (X1) on CS (Z) = 2.185 influential (moderate) 

b.   SS (X1) on RI (Y) = 0.235 influential (moderate) 

c.   CS (Z) on RI (Y) = 0.418 influential (moderate) 
Table 5 

Result F-Square 

 Customer 

Satisfaction 

Repurchase 

Intention 
Servicescape 

Customer Satisfaction (Z)  0,418  

Repurchase Intention (Y)    

Servicescape (X) 2.185 0,235  
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3. Q2 Predictive Relevance 
Table 6 

Result 𝐐𝟐 Predictive Relevance 

 SSO SSE Q² (=1-SSE/SSO) 

Customer Satisfaction 900,000 392.125 0.564 

Repurchase Intention 900,000 384.113 0,573 

Servicescape 1500,000 1500,000   

Based on Table 6, it shows that a value > 0 indicates that the model has predictive relevance. Result 

of Repurchase Intention And Customer satisfaction > 0 which indicates that the model is high [19] 

5. Discussion 

1. Servicescape positive and significant effect on Repurchase intention at Customer Maxx Coffee 

in Medan. 

As is generally known, survey participants previously believed that they had got the variables 

servicescape in a satisfactory manner. The majority of respondents concur that the Maxx Coffee Café 

location in Medan has paid attention to the following: the café's temperature is consistently 

maintained; the lighting is good; the café is kept clean; the café has a distinctive aroma; the music 

played there is interesting; the café's layout is unique; the room is neat and orderly; the room layout 

is very creative and aesthetically pleasing; and the brand banner is easily recognizable. A well-

designed servicescape that meets customer needs has a significant impact on customer repurchase 

intentions for cafe products, particularly coffee, because a comfortable, attractive, and functional 

servicescape can increase customer satisfaction, which in turn increases the likelihood of repurchase. 

According to what we know, the cafe industry that serves coffee in Medan is expanding, therefore 

the cafe must be able to create an artistic servicescape appearance that will entice customers to visit. 

The cafe industry must do the following things so that servicescape influences repurchase intentions: 

1. Attractive Servicescape Design: Create an attractive, comfortable, and functional interior and 

exterior cafe design. Make sure the lighting, temperature, and cleanliness of the cafe are in accordance 

with customer needs; 2. Improving Service Quality: Make sure cafe staff have good skills and 

knowledge about the coffee products and services offered. Provide training to staff to improve service 

quality; 3. Menu and Product Development: Develop innovative coffee menus and products that are 
in accordance with customer needs. Ensure the quality of the coffee products offered is high and 

consistent; 4. Improving Technology Capabilities: Use technology to improve service efficiency and 

quality, such as online ordering systems, mobile applications, and digital payment systems; 5. 

Collecting Customer Feedback: Collect feedback from customers to understand their needs and 

preferences. Use the feedback to improve the quality of service and products and 6. Marketing 

Strategy Development: Develop effective marketing strategies to increase customer awareness and 

interest in coffee products and cafe services. 

The cafes which improve their services so that the cafe can provide comfort in terms of consumer 

experience, satisfy customers, and make customers want to come back. This is also in accordance 

with research conducted by [15]; [6] who stated servicescape positive and significant effect on 

repurchase intention. 

2. Customer satisfaction positive and significant effect on Repurchase intention at Customer Maxx 

Coffee in Medan. 

The test results demonstrate that customer satisfaction has a positive and considerable impact on 

repurchase intention. In other words, if customers are happy with Maxx Coffee products, they are 

likely to wish to purchase them again in the future. This demonstrates how the degree of customer 

happiness might affect the propensity to repurchase. According to this survey, consumers who are 

satisfied with Maxx Coffee's products and services are more inclined to tell others about them and 
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come back for more. In this situation, Maxx Coffee Company needs to be able to satisfy its customers 

at all times. 

If customer satisfaction affects repurchase intention for coffee products in cafes, then this industry 

must do the following: 

1. Improve Product and Service Quality.  

Product Quality: Ensure the quality of the coffee products offered is high and consistent. Use 

quality coffee beans, and ensure the processing and serving processes are carried out correctly. 

Service Quality: Ensure cafe staff have good skills and knowledge about the coffee products 

and services offered. Provide training to staff to improve service quality. 

2. Improve Staff Skills 

Staff Training: Provide training to staff about coffee products, services, and how to deal with 

customers. 

Skill Development: Ensure staff have the ability to deal with customers well, and can handle 

customer complaints effectively. 

3. Improve Customer Experience 

Cafe Design: Create a comfortable, attractive, and functional cafe design. 

Use of Technology: Use technology to improve customer experience, such as online ordering 

applications, digital payment systems, and others. 

Loyalty Program Development: Build a customer loyalty program to increase the likelihood 

of repeat purchases. 

4. Improving Customer Communication 

Feedback Collection: Collect feedback from customers to understand their needs and 

preferences. 

Effective Communication: Ensure effective communication with customers, whether through 

social media, email, or directly at the cafe. 

Marketing Strategy Development: Develop effective marketing strategies to increase 

customer awareness and interest in coffee products and cafe services. 

By doing the above, the cafe industry can improve customer satisfaction and increase the 

likelihood of repeat purchases. This is in line with research conducted by [15]; [6]; [8]; which state 

that there is a positive and significant influence between customer satisfaction to repurchase intention. 

3. Servicescape positive and significant effect on Customer satisfaction at Customer Maxx Coffee 

in Medan. 

The surrounding environment, space, and function, together with signs, symbols, and artifacts, are all 

regarded as components of the environmental conditions of goods and services. [22] All of these 

factors can affect how customers respond to the services they receive, which could lead to either 

contentment or discontent.. [10] highlighted that customers' satisfaction with the services they receive 

might be influenced by physical aspects. If they are at ease at work, clients will be satisfied with the 

services provided by the business. The physical look of the service environment is crucial because the 

atmosphere that a service company produces affects the emotions that its clients experience. Meeting 

customer expectations and creating a service landscape—an atmosphere that is aesthetically pleasing, 

unique, and relatable to clients—are the responsibilities of businesses. 

To improving Serviscape Quality in Café, they should do: Attractive Cafe Design: Create a 

comfortable, attractive, and functional cafe design; Proper Lighting: Make sure the cafe lighting is in 

accordance with customer needs; Comfortable Temperature: Make sure the cafe temperature is 

comfortable and in accordance with customer needs, and; Good Cleanliness: Make sure the cafe is 

clean and in accordance with cleanliness standards. 

Customer satisfaction is determined by experience, according to [22]. However, according to 

several experts, there are five components that can increase consumer satisfaction with the 

servicescape: navigational layout, cleanliness, seating comfort, interior decor, and ambience 



Journal of Management Analytical and Solution (JoMAS) Vol.5, No.1 (2025) 038–048 46 

(environmental conditions). Results of research conducted by [16] States that servicescape has 

positive effect on satisfaction consumer.  

4. Servicescape positive and significant effect on Repurchase intention through Customer 

satisfactionat Customer Maxx Coffee in Medan. 

Russell in [7] explains that satisfaction and stimulation are two aspects of consumers' emotional 

responses to the environment. While arousal refers to a person's feelings of being stimulated, 

satisfaction is a subjective response to the environment based on whether or not one likes the 

environment.  

A servicescape, according to Boom and Bitner, is a place where sellers, buyers, and services come 

together, and where tangible commodities help communication and service performance. Services 

refer to nonhuman components of the environment. Ambient conditions (air quality, temperature, and 

lighting) spatial layout and function (gardens, exterior design, parking, and surroundings) and signs, 

symbols, and artifacts (interior design and decoration, equipment, layout). So, Maxx Coffee created 

their services to create an atmosphere that enhances customer experience, which can influence 

customer behavior and keep them satisfied.  

In this context, servicescape can affect customer satisfaction, and customer satisfaction then affects 

repurchase intention. That is, good servicescape can increase customer satisfaction, and high customer 

satisfaction can increase the likelihood of repurchase. In this model, servicescape affects customer 

satisfaction, and customer satisfaction then affects repurchase intention. Therefore, companies must 

pay attention to good servicescape to increase customer satisfaction and then increase the likelihood 

of repurchase. 

Satisfaction is a function of the closeness between perceived product performance and 

expectations. [23]. If performance does not meet expectations, consumers will be disappointed, if it 

meets expectations, consumers will be satisfied, and if it exceeds expectations, consumers will be very 

happy. In other words, satisfaction is an attitude carried out by customers regarding the performance 

of a product or service which is considered good or more than what was expected after they purchased 

certain goods or services. After reaching this level of satisfaction, consumers are likely to purchase 

the same goods or services again because they feel satisfied 

4. CONCLUSIONS 

Based on the results of the research and discussion in the previous chapter, it can be concluded as 

follows: 

1. Servicescape positive and significant effect on Repurchase intention at Customer Maxx 

Coffee in Medan. 

2. Customer satisfaction positive and significant effect on Repurchase intention at Customer 

Maxx Coffee in Medan. 

3. Servicescape positive and significant effect on Customer satisfaction at Customer Maxx 

Coffee in Medan. 

4. Servicescape positive and significant effect on Repurchase intention through customer 

satisfaction at Maxx Coffee Customers in Medan. 

The advice that can be given so that customer satisfaction can provide an indirect influence 

between servicescape and repurchase intention, the cafe industry must do the following: 

1. Improve Servicescape Quality 

a. Attractive and comfortable cafe design. 

b. Proper lighting and comfortable temperature. 

c. Good cleanliness and adequate facilities. 

d. Music and aroma that match the cafe atmosphere. 

2. Improve Customer Satisfaction 

a. Staff training to improve service quality. 
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b. Collecting feedback from customers to understand their needs and preferences. 

c. Developing a customer loyalty program to increase the likelihood of repurchasing. 

d. Presenting quality products that are in accordance with customer needs. 

3. Improve Repurchase Intention 

a. Developing an effective marketing strategy to increase customer awareness and interest. 

b. Offering promotions and discounts to increase the likelihood of repurchasing. 

c. Developing a referral program to increase the likelihood of repurchasing from existing 

customers. 

d. Improving the quality of products and services to increase customer satisfaction and the 

likelihood of repurchasing. 
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