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ABSTRACT 

The increasingly competitive business landscape compels business owners, especially in the 
café industry, to enhance their strengths by introducing distinctiveness and uniqueness. In the 

café business, service quality and location are pivotal factors that influence consumers to revisit 
and repurchase products. Roda Kopi is one of the coffee shops in the city of B andung that 

offers a variety of food and beverages to meet the needs of the community. This study aims to 
investigate the impact of service quality and location on repurchase intention. The research 
methodology employed is quantitative in nature. The study's population consists of Roda Kopi 

visitors. The sample was determined using the Bernoulli formula, resulting in a total of 110 
respondents. Data analysis methods employed in this research include the T -test, R2 test, and 

multiple linear regression analys is. The research findings reveal that service quality 
significantly affects repurchase intention, whereas location does not. The T-test results indicate 

a significance level of 0.002 < 0.05 for the service quality variable, with an unstandardized 
coefficient beta value of 0.264. This suggests that higher service quality in a coffee shop 

enhances repurchase intention. Conversely, the location variable exhibits a significance level 
of 0.935 > 0.05, with an unstandardized coefficient beta value of 0.007, indicating that an easily 

accessible and visible coffee shop does not boost repurchase intention for coffee shop products 
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