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Abstract:  The purpose of this study is to determine and analyze the effect of customer value, service quality, trust on repeat 

purchases (Study on consumers of NA Cafe Banda Aceh). This research was conducted at NA Cafe in January-February 2022. 

The scope of the material in this study relates to customer value, service quality and trust in repeat purchases. The research 

method used is quantitative with a questionnaire. The problem formulation in this research is limited to customer value, service 

quality, and trust in repurchase. The results of research on customer value have an influence on customer trust of 0.084 or 8.4%. 

However, the results of the hypothesis test state that the significance value between Customer Value and Customer Trust is 0.326 

which is greater than the value of α (0.05). This shows that customer value does not affect customer trust. The service quality 

variable has an influence on customer trust of 0.658 or 65.8%. Then, the results of the hypothesis test state that the significance 

value between Service Quality and Customer Trust is 0.000 which is smaller than the value of α (0.05). This shows that service 

quality has an effect on customer trust. The Customer Value Variable has an effect on the Buyback of 0.114 or 11.4%. Then, the 

results of the hypothesis test state that the significance value between customer value and repurchase is 0.040 which is smaller 

than the value of α (0.05). This shows that customer value has an effect on repurchase. The quality of service has an influence on 

the Buyback of 0.220 or 22%. Then, the results of the hypothesis test state that the significance value between Service Quality 

and Repurchase is 0.002 which is smaller than the value of α (0.05). This shows that service quality has an effect on repurchase. 

Customer Trust has an effect on Buyback by 0.663 or 66.3%. Then, the results of the hypothesis test state that the significance 

value between Customer Trust on Buyback is 0.000 which is smaller than the value of α (0.05). This shows that customer trust 

has an effect on repurchase. For further researchers, it is expected to add other variables to be used as indicators in further 

research. This is because there are still variables that have not been found by the author which may still have a relationship with 

repurchase. 
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I. INTRODUCTION 

Today the culinary business with the concept of cafes and restaurants in Indonesia is growing rapidly. There are several factors 

that have contributed to the development of the culinary business in Indonesia, one of which is the increasing economic and 

lifestyle factors of the people. Cafe first appeared in Indonesia in 1878. Cafe comes from French which means coffee drink. The 

cafe which was originally a place to relax while enjoying coffee has turned into a multifunctional place used to hang out, discuss, 

do assignments and take pictures because nowadays people tend to enjoy coffee by relaxing not just because they need coffee. This 

is the impact of changes in people's lifestyles that are influenced by western culture (Michelli, The Starbucks Experience). With 

high demand, it is only natural that the growth of cafes in Indonesia is always increasing, because cafes are able to become a 

promising business area. The high growth of cafes in Indonesia has resulted in increasingly fierce business competition in the cafe 

and restaurant sector, so companies must be more sensitive in observing consumer behavior. Companies are required to move faster 

in terms of attracting consumers because consumers are an important asset. 

Indonesia, as one of the countries affected by the Covid-19 pandemic since the beginning of March 2020, has felt a significant 

impact in all aspects of life, particularly the economic sector. The Covid-19 virus, which attacks the respiratory tract and is 

extremely lethal, can be easily transmitted to anyone. This is especially common in people with weakened immune systems. 

Therefore, Cafe entrepreneurs in Indonesia must think about how to make customers have the confidence to come to the Cafe 

during a Pandemic. As customers believe that the cafe visited implements health protocols. Customer trust in the Cafe will affect 

repeat purchases at the Cafe. The customer's commitment to stay in touch with the company because of the belief or trust in the 

company will make customers repurchase the products produced by the company, (Estro, 2020) 
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According to (Tjiptono, 2014), Customer trust and satisfaction, can increase customer value. Cstomer value is defined as the 

tradeoff between thecustomer's perception of the product's quality or benefits and the price paid. Customer value can be created by 

the company's quality of service to its customers. Thehigher the custmer value for the company, the higher the quality of service. 

NA Cafe is a business venture that carries the concept of a cafe and restaurant as a business concept. Since its inception, NA 

Cafe is a cafe that combines the concept of a restaurant, coffee shop, and gallery in one place. According to the KBBI, a cafe means 

a place where visitors can order drinks with simple musical entertainment that has a calm impression, while the restaurant itself in 

KBBI means a restaurant. Based on this explanation, the concept of cafe and restaurant can be described as an atmosphere with a 

more elegant place and suitable as a place to gather or hang out and meetings and the products offered have variations that seem 

luxurious such as chicken steak, various special chicken rice and many others. With this concept, the owner of NA Cafe hopes to 

increase opportunities in creating increased profits for the company. The merging of the NA Cafe concept was also carried out to 

follow the existing trends in Banda Aceh and it is hoped that this change will be able to attract consumers to visit NA Cafe. 

There are many factors that determine service quality, such as: speed and responsiveness of service, convenience of location, 

ease of payment and so on. Determination of service quality can be seen from consumer perceptions, so NA Cafe must improve the 

quality of its servicesand the products offered will bethe first choice in the minds of consumers. 

From the background of the above problems regarding the relationship the author is interested in conducting research related to 

NA Cafe with the title "The Influence of Customer Value, Service Quality and Trust in Repurchase (Study on Consumers of Na 

Cafe Banda Aceh)". The problem in this study is the decline in sales volume at NA Cafe since 2018-2021 which is shown in Table 

1.1. In addition, with the lowered sales target, NA Cafe is still not able to achieve the set sales target. Decreased sales volume can 

be caused by several factors. Such factors as lack of customer trust, decreased customer value and customer dissatisfaction. Today 

consumers are more careful in comparing the quality of service that will be obtained from a cafe. Errors in providing trust and 

quality of customer service will affect purchasing decisions. 

In addition, when viewed from the state of the Covid-19 Pandemic, a condition where the virus spreads rapidly and massively 

and has an impact on death. Seeing this, the fast way the spread of COVID-19 made the government to immediately implement the 

Enforcement of Community Activity Restrictions (PPKM) throughout the region. However, the existence of PPKM has had such a 

large impact on the economy, one of which is business actors in the food and beverage sector and cafes. All activities outside are 

restricted and required to apply health protocols in all places without exception. Regarding the implementation of health protocols, 

there are still some NA Cafe customers who do not comply with these rules, causing other customers to become uncomfortable and 

uncomfortable. Then another problem is in the services provided by NA Cafe to customers during the pandemic, which requires the 

NA cafe to improve services again related to health protocols in the NA cafe environment. If NA Cafe does not improve the quality 

of service provided, it will result in a decrease in buying and selling interest at NA Cafe. 

 

II. THEORETICAL FRAMEWORK 
2.1 Understanding Customer Value 

(Kotler and Keller, 2016) define customer value (customers provide value) as a combination of tottal customervalue and total 

cstomer cost. Total customer satisfaction is based on the various benefits that customers expect from the product or service in 

question. Purchasers will buy products from companies with the largest number of customers. This is consistent with the findings 

of Arora Priyanka and Narula Sarang (2018), which state that the amount of money customers want to spend increases when they 

form opinions about how valuable a product is in certain situations. customer value has indirect and direct influence. This shows 

that the change in loyalty (up/down) is not influenced by the number of customers. 

2.2 Consumer Behavior Theory 

Consumerr bhavior is the study of the processes that occur when indviduals or groups choose, buy, use, or discontinue 

the use of produts, services, ideas, or experieces to satisfy certain wants and desires (Tjiptono, 2015). According to Schiffman and 

Kanuk (2008), a consumer is defined as someone who searches for, buys, uses, evaluates, and disposes of products.Consumer 

behaviior, according to Kotlerand Keller (2016), is "the study of how individuals, groups, and organizations select, purchase, use, 

and place goods, services, ideas, or experiences to satisfy their wants and needs." Marketing and consumer behavior are derived 

from the marketing concept, which states that the essence of marketing is to meet consumer needs, create value based on their 

needs, and sell products that meet those needs. 

2.3 Customer Value Indicator 

The study "Consumer Perceived Value: The Development of a Multiple Item Scale" (C. Sweeney & N Soutar, 2001) which 

improves several scales used to calculate customer satisfaction. The measure used in this study is in terms of functional aspects of 

performance (quality/performance value), value for money (price/value), pleasure or joy that arises after consuming a product 

(social value). According to (C. Sweeney & N Soutar, 2001), the price of each product or service is a cost for producers who want 

to increase customer satisfaction and revenue. 

2.4 Definition of Service Quality 

According to Prasuraman et al (1988:23), service quality (SERVQUAL) is a refletion of consumers' evaluativee 

perceptions of services rerceived at a certain time. The importance of the service dimension is used to determine the quality of 

service. According to (Kotler, 2016), service quality is a way of working for businesses whose goal is to continuously improve the 

quality of a company's processes, products and services. Based on the description above, it can be concluded that there are two 

main factors that affect the quality of service: the desired service and the service provided. If the service provided is in line with 

expectations, the quality of service will be satisfactory. 

According to Parasuraman (1990), there are five indicators of service quality, namely: Tangibles (Direct Evidence), 

Reliability (Reliability), Responsiveness (Responsiveness), Assurance (Guarantee), Empathy (Attention). 

a. Tangibles (Direct Evidence) To improve physical education, learning, and communication skills. This dimension 

limits the company's ability to provide physical facilities such as rooms, waiting rooms, and physical assistance from company 

employees. 

b. Reliability This is the ability to provide timely, accurate, and simple service. Performance must be in accordance with 

consumer expectations which means punctuality, the same service for all consumers, both sympathetic attitude and accuracy. 

c. Responsiveness refers to the desire of staff members to help customers and provide timely service. This dimension 

emphasizes the importance of service providers' attention to detail, speed, and efficiency in their work. That is responding to 
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consumer questions, concerns, and problems by providing clear information. Changing consumer behavior for no apparent reason 

can result in negative perceptions of service quality. 

d. Assurance includes the knowledge, ability, courtesy, and trustworthiness of the staff, free from danger, risk or doubt. 

This dimension emphasizes the ability of service providers to generate consumer confidence and self-confidence that the service 

provider, especially its employees, is able to meet the needs of its consumers. 

e. Empathy (Attention) Includes ease of communication, personal attention, and understanding the needs of customers. 

This dimension gives sincerity and individuality given to consumers who seek to understand their desires, and understand 

consumers as special individuals. 

2.5 Service Quality Indicators 

According to Mowen and Minor (2002: 312), consumer trust is all the knowledge and feelings that consumers have 

about an object, its attributes, and its uses. The object can be a product, a person, a company, or any situation in which a person 

hastrust and confidence. Attributes are caracteristics orfeatures that an object may have. According to Husein (2003:13), attributes 

are product features that help consumers gain trust. 

2.6 Customer Trust 

According to Mowen and Minor (2002: 312), is all consumer knowledge as well as all consumer conclusions about 

objects, attributes, and benefits. Products, people, businesses, or anything else about which a person has beliefs and attitudes are 

examples of objects. Attributes are characteristics or features of an object. 

2.7 Repurchase 

In Pather (2017), Gounaris et al. define repurchase intention as customers' proclivity to buy products from the same 

manufacturer over time. According to Morgan and Hunt in Ibzan (2016), another general term for repurchase is retention, which 

is frequently regarded as one of the most important variables in relationship marketing. Repurchase intention can be defined as a 

person's assessment of future purchases from the same company or brand. Repurchase intention, according to (Goh et al., 2016), 

can be defined as a customer's willingness to repurchase the same brand or product based on previous experience and 

expectations. According to (Kotler, 2016), "after buying the product, consumers can be satisfied or dissatisfied and engage in 

post-purchase behavior." Customers who are pleased with their purchases will return., Intention to buy by increasing the amount, 

Intention to buy with increasing frequency or intensity. In the dependent variable, the researcher uses three indicators of consumer 

repurchase intention as a measure of service quality, namely repurchase with the same amount, repurchase by increasing the 

number and repurchase by increasing frequency or intensity. 

2.8 History of the Development of NA Cafe Banda Aceh 

NA Cafe Banda Aceh is a privately owned business that operates in the food and beverage sector with a cafe concept. The 

owner of NA Cafe Banda Aceh consists of 2 people. In this case, all decisions and policies of NA Cafe will be regulated directly 

by the business owner of NA Cafe Banda Aceh. NA Cafe Banda Aceh was established on March 21, 2017 and has its address at Jl 

Cut Nyak Dhien no 375 Lamteumen Timur Banda Aceh. NA Cafe Banda Aceh has 8 workers consisting of Manager 1 person, 

Supervisor 1 person, Barista 2 people, Waiter 2 people, and Kitchen 2 people. With the development of a business product, 

especially the culinary food and beverage business such as NA Cafe, the facilities provided must also develop. The completeness 

of the facilities provided aims to make visitors feel comfortable when they come to the cafe. The facilities provided are also a tool 

to distinguish one cafe from another. In order to provide convenience, taste, security, and comfort as well as optimal service to 

consumers, the facilities provided by NA Cafe are: 1) Parking area (with parking attendants) 2) Mosque for worship for Muslims 

3) Comfortable cafe atmosphere, and good and friendly service 4) Music, as entertainment and encouragement for customers 5) 

Clean toilets and Wi-Fi. The vision of NA Cafe Banda Aceh is to develop coffee products so that they can be brewed and enjoyed 

by all levels of society. The mission of NA Cafe Banda Aceh is: 1) To become a coffee shop that can support all SMEs in 

Indonesia. 2) Providing the best quality of presentation and service for consumers. 3) Presenting culinary tastes that are always up 

to date, 4) Making NA Cafee a coffee shop that not only sells coffee, but can provide education, provide space for positive 

activities, support and collaborate with other brands. 5) Become #bestcoffeeintown and carry out the mission according to our 

tagline, “Everything gets better with coffee” 

 

III. RESEARCH METHODOLOGY 

3.1Population and Sample  

According to Cooper and Schindler (2014), the population is a collection of all objects to be studied. In other words, 

population is a general area consisting of subjects/objects with similar characteristics that are being studied by educators. The 

population of this study is consumers who decide to make a purchase at a NA cafe, with an unknown population. The sample is 

part of the population element (Cooper & Schindler, 2014). In other words, the sample is part of the size and characteristics of the 

population. The Slovin formula is used to calculate the sample size (Arikunto, 2019). In particular, as follows: 

𝐧 = 𝒁𝟐

𝟒 (𝑴𝒐𝒆)𝟐
 

n = Number of samples 

z2 = 95% confidence level means Z = 1.96 

Moe = Margin Of Error, ie the maximum error that can be tolerated, is set at 10%. So the number of samples produced is: 

  = 96.04 

n = 96.04 or rounded up to 100 

Based on the calculation above, the sample taken in this study was 100 respondents 

The sampling technique used in this study is non-probability sampling, which is a sampling technique where each 

element or member of the population is not given the same amount of time to be selected as a sample (Sugiyono, 2016: 95). 

Purposive sampling is a sampling technique used to select respondents for the current study. Purposive sampling is a sampling 

technique used by researchers when taking samples for certain reasons (Arikunto, 2019). In this study, sampling was determined 

based on certain days and hours as measured by the level of crowds of consumers visiting NA Cafe. NA Cafe is included in the 

crowded category on Friday-Sunday at 17.00-20.00 this is because NA Cafe is often used by respondents as a gathering place on 

weekends, so on that day and hour 100 questionnaires will be distributed to respondents. 
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This sampling technique was carried out by distributing questionnaires to consumers who had made transactions at least twice at 

NA Cafe. The criteria for respondents in this study are: 

a. Respondents have a minimum age of 17 years 

b. Respondents have purchased at NA Cafe at least 2 times in the last 3 months 

c. Respondents Willing to fill out the questionnaire 

d. Respondent is domiciled in Banda Aceh 

This type of research is called explanatory research. According to (Sani & Vivin, 2013), explanatory research is used to 

develop hypotheses about the variables to be studied. This hypothesis limits the relationship between two variables to determine 

whether or not a variable is related to other variables, or whether or not the variable is mentioned or influenced by other variables. 

This type of explanatory research is used to test research hypotheses and explain whether customer value and service quality 

affect customer repurchase at NA Cafe Banda Aceh. Methods of data collection using quantitative methods. Data analysis is used 

to examine a particular population or sample. The data source is primary data collected through questionnaires distributed via the 

internet (Uma Sekaran, 2017 aims to obtain data on respondents' responses regarding customer value, service quality, customer 

trust and repurchase decisions at NA Cafe, data collection using google form, from NA visitors. Secondary, is a data source that 

does not directly provide data to data collectors, such as through other people or documents. Secondary data is a source of 

research data that is obtained indirectly from sales data of NA Cafe companies 

 

IV. RESULTS AND DISCUSSION 
  

4.1 Results of Descriptive Statics of Study Variables 

 

Descriptive Analysis 

The results of the study showed that of the 100 respondents studied by gender, women dominated 56 respondents (56%) and 

44 respondents (44%). Based on age, respondents aged 26-30 years dominated, namely 42 respondents (42%), followed by 

respondents aged 21-25 years, namely 24 respondents (24%), respondents aged 31-35 years, namely 17 respondents (17%). ), 

respondents aged 15-20 years were 9 respondents (9%) and the last respondent was over 35 years old, namely 8 respondents 

(8%). Based on occupation, respondents with the employee category dominate as many as 43 respondents (43%), followed by the 

student category, namely 20 respondents (20%), respondents in the entrepreneurial category as many as 16 respondents (16%), 

respondents with the mother category households as many as 12 respondents (12%) and finally respondents with other categories 

as many as 9 respondents (9%). Based on education, respondents in the academy/university category dominate as many as 78 

respondents (78%), followed by the high school category with 11 respondents (11%), respondents in other categories as many as 

7 respondents (7%), and finally respondents with the category of junior high school as many as 4 respondents (4%). 

Based on the source of information from NA Cafe, respondents with the social media category dominate as many as 46 

respondents (46%), followed by the friend category as many as 41 respondents (41%), respondents with the newspaper category 

as many as 9 respondents (9%), and finally respondents with the advertising category as many as 4 respondents (4%). Based on 

the total transactions at NA Cafe, respondents in the category of 6-9 times more dominate, namely 60 respondents (60%), 

followed by the 3-5 times category, namely 26 respondents (11%), and finally respondents with categories of more than 9 times 

namely as many as 14 respondents (14%). 

From the research that has been conducted on 100 respondents who are consumers who decide to make a purchase at NA 

Cafe based on the results of hypothesis testing and path analysis, it shows that almost all of the proposed hypotheses are accepted, 

except for the hypothesis that there is an alleged influence between Customer Value on Customer Trust which declared rejected. 

Therefore, based on the research objectives and the formulation of the problem proposed in the previous chapter, a discussion of 

the results of hypothesis testing with the path analysis model will be carried out. 

1. The Influence of Customer Value on Customer Trust 

The results of the path analysis state that customer value has an influence on customer trust of 0.084 or 8.4%. However, 

the results of the hypothesis test state that the significance value between Customer Value and Customer Trust is 0.326 which is 

greater than the value of α (0.05). This shows that customer value does not affect customer trust. The results of this study are in 

line with the results of research conducted by Siringoringo and Kurniawan (2018) which states that customer value does not 

significantly affect customer trust. Customer value is the emotional bond that exists between the customer and the producer after 

the customer uses the product or service produced by the supplier, and finds that the product provides added value. Based on this 

understanding, it can be said that NA Cafe consumers do not yet have an emotional bond with the NA Cafe. 

2. The Effect of Service Quality on Customer Trust 

The results of the path analysis state that service quality has an influence on customer trust of 0.658 or 65.8%. Then, the 

results of the hypothesis test state that the significance value between Service Quality and Customer Trust is 0.000, which is 

smaller than the value of α (0.05). This shows that service quality has an effect on customer trust. The results of this study are 

supported by the results of Sukmawati and Massie's (2015) research which states that there is a significant effect of Service 

Quality on Customer Trust. Customer trust can be increased by improving the quality of service provided to these customers. 

According to Paramitha et al. (2013), the higher the level of service quality provided, the higher the trust received by consumers 

in a company. 

3. The Influence of Customer Value on Repurchase 

The results of the path analysis state that customer value has an influence on repurchase of 0.114 or 11.4%. Then, the 

results of the hypothesis test state that the significance value between customer value and repurchase is 0.040 which is smaller 

than the value of α (0.05). This shows that customer value has an effect on repurchase. The results of this study are in line with 

the results of Lapian's research (2018) which shows that customer value has an influence on repurchase. 

Customers who have an emotional bond with the company after buying products from the company will repurchase products from 

the company again. Customers feel that the company's products can provide benefits to them. In this case, NA Cafe customers 

who already have an emotional bond with NA Cafe will return to NA Cafe and return to buy the products offered by NA Cafe. 
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4. The Effect of Service Quality on Repurchase 

The results of the path analysis state that service quality has an influence on repurchase of 0.220 or 22%. Then, the 

results of the hypothesis test state that the significance value between Service Quality and Repurchase is 0.002 which is smaller 

than the value of α (0.05). This shows that service quality has an effect on repurchase. The results of this study support the results 

of research previously conducted by Purbasari and Purnamasari (2018), namely the influence of service quality on  purchases 

intention. Rchim (2017) states that service quality has an impact on repurchase. This is because customers feel when they buy a 

product or feel the quality of service in a company, their needs or expectations are met. So basically the good or bad of a service 

or service will be a customer consideration whether to buy back or not. 

5. The Effect of Customer Trust on Repurchase 

The results of the path analysis state that customer trust has an effect on repurchase of 0.663 or 66.3%. Then, the results 

of the hypothesis test state that the significance value between Customer Trust on Buyback is 0.000 which is smaller than the 

value of α (0.05). This shows that customer trust has an effect on repurchase. The results of this study are supported by research 

results (Nugraha, 2020) which show the influence of customer trust on repurchase. Alamsyah (2016) also states that the customer 

trust variable is significant on repurchase intentions. 

Customer trust in a company will make the customer have the desire to repurchase the products offered or sold by the company, 

where in this case the customer's trust in NA Cafe makes customers return to buy the products offered by NA Cafe, both drinks 

and food. 

 

V. CONCLUSION 

1. Customer Value has an influence on Customer Trust of 0.084 or 8.4%. However, the results of the hypothesis test state that  the 

significance value between Customer Value and Customer Trust is 0.326 which is greater than the value of α (0.05). This shows 

that customer value does not affect customer trust. 

2. Service quality has an influence on customer trust of 0.658 or 65.8%. Then, the results of the hypothesis test state that the 

significance value between Service Quality and Customer Trust is 0.000, which is smaller than the value of α (0.05). This shows 

that service quality has an effect on customer trust. 

3. Customer Value has an effect on Buybacks of 0.114 or 11.4%. Then, the results of the hypothesis test state that the significance 

value between customer value and repurchase is 0.040 which is smaller than the value of α (0.05). This shows that customer value 

has an effect on repurchase. 

4. Quality of service has an influence on the Buyback of 0.220 or 22%. Then, the results of the hypothesis test state that the 

significance value between Service Quality and Repurchase is 0.002 which is smaller than the value of α (0.05). This shows that 

service quality has an effect on repurchase. 

5. Customer Trust has an effect on Buyback by 0.663 or 66.3%. Then, the results of the hypothesis test state that the significance 

value of Customer Trust on Buyback is 0.000 which is smaller than the value of α (0.05). This shows that customer trust has an 

effect on repurchase. 
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