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 This research aims to determine the influence of customer 
experience on repurchase intention at Tekun.Id beverage outlets. 
The research method used is descriptive and associative methods 
with data collection through surveys using questionnaires. 
Research respondents are Tekun.Id customers who have made 
previous purchases. The results of data analysis using SPSS 
software show that customer experience has a positive and 
significant influence on repurchase intention. These findings 
highlight the importance of service quality, positive interactions, 
and visual elements such as drink color in creating a positive 
customer experience. Strategic implications involve expanding 
loyalty programs, improving service quality, and focusing on 
visual innovation to increase customer retention. The 
conclusions of this research provide an in-depth understanding 
of the relationship between customer experience and repeat 
purchase decisions, which can be a valuable guide for companies 
in optimizing their marketing strategies. 
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1. INTRODUCTION  
In the current era of globalization, business competition is increasingly fierce, and to achieve success, 
innovation and creativity are the main keys. Business people need to constantly look for new ideas to 
differentiate themselves from competitors and meet changing market demands (Pranoto & Subagio, 
2016). In addition, the ability to see business opportunities that have potential for future growth is an 
important skill for business people (Naninsih et al., 2022). Along with that, it is important to continue 
to follow technological developments and develop skills that are in line with the demands of the 
Society 5.0 era (Pranatika, 2022). The high level of competition in today's business world places more 
challenges for business people to promote their services and products. Retaining customers is crucial, 
and for this reason, an effective strategy needs to be designed (Yoon, 2014). By understanding the 
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importance of customer experience and by providing a positive experience, businesses can build strong 
relationships with customers, increase loyalty, and gain a good reputation in a competitive business 
environment (Aqewno et al., 2023). The effect of positive reviews given by customers who have had 
positive experiences can be very significant in influencing repeat purchase decisions and can influence 
other customers who have not tried shopping (Yolandari & Kusumadewi, 2018). 

Repurchase decisions are often based on consumers' experience, satisfaction and positive 
perceptions of a product or brand when they first purchase (Nurahman, 2021). Purchase experience 
plays a key role in shaping consumers' feelings of like or dislike towards a product. The decision to use 
or reject a product often arises after consumers try the product. High repurchase interest can then be 
considered an indicator of consumer satisfaction with the quality of the product or service they receive 
(Rozi & Hidayat, 2024). Therefore, building a good customer experience is a very important investment 
for the company. A positive customer experience can shape and strengthen consumer trust in a brand 
or product (Melia, 2023). The results of research (Pranatika, 2022) which state that shopping 
experience has a significant influence on the decision to repurchase are in line with general 
understanding in the field of marketing and consumer behavior. Good consumer experiences tend to 
increase interest and desire to make repeat purchases. 

PT Tekun Karya Indonesia which operates in the beverage industry with a "grab and go" concept 
in Garut is quite interesting. The "grab and go" concept usually emphasizes the ease and speed of 
obtaining products, which suits people's dynamic and busy lifestyles. The approach taken by the Tekun 
outlet by providing a variety of unique and different flavors is a smart strategy to attract the attention 
of consumers. By providing different and interesting experiences, these outlets can create a strong 
attraction and increase consumers' chances of making repeat purchases. 
 
2. RESEARCH METHOD  
In this research, the methods used are descriptive and associative methods. The population in this 
research is all Tekun.Id consumers who do not have a fixed number. Thus, in determining the number 
of samples, it is done using the Leme Show formula, so the sample size used is 68 respondents. 

The data analysis techniques used were validity tests, reliability tests, table analysis, rating scales, 
correlation tests, coefficient of determination tests and hypothesis tests. 
 
3. RESULTS AND DISCUSSIONS  
3.1 Results 
Correlation Coefficient Test 

Table 1 
Correlation Coefficient of Customer Experience on Repurchase Intention 

Correlations 

 Customer Experience Repurchase Intention 

Customer 
Experience 

Correlation Coefficient 1 .697** 
Sig. (2-tailed) . .000 
N 68 68 

Repurchase 
Intention 

Correlation Coefficient .697** 1 
Sig. (2-tailed) .000 . 
N 68 68 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: Primary Data Processing Results, 2023 
 

From the results of the correlation coefficient calculation above, a result of 0.697 can be obtained. 
The correlation coefficient is in the interval 0.600-0.799. So it can be interpreted that the relationship 
between customer experience and repurchase intention at Tekun.Id has a "strong" correlation. This 
means that if customer experience is improved, repurchase intention will also increase, likewise if 
customer experience decreases, repurchase intention will also decrease. 
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Coefficient of Determination Test 
   
Kd   = r² x 100% 
          = 0,697² x 100% 
          = 0,485 x 100% 
         = 48% 
 
From these calculations, it can be said that the contribution of customer experience to repurchase 
intention at Tekun.Id is 48%. Thus, customer experience has an influence on repurchase intention of 
48%, this shows that each dimension of customer experience contributes greatly to the repurchase 
intention variable, while the remaining 52% is a contribution from other factors not examined in this 
research such as consumer satisfaction, brand preference, price. 
Hypothesis testing 
  

Table 2 
T Test Calculation Results 

 
Coefficientsa 

Model Unstandardized 
Coefficients 

Standardized 
Coefficients 

T Sig. 

B Std. Error Beta 

1 
(Constant) -1.518 5.177  -.293 .770 
customer experience .704 .089 .697 7.898 .000 

a. Dependent Variable: repurchase intention 
Source: Primary Data Processing Results, 2022 

 
The results of statistical testing using SPSS Version 25 software show that there is a tcount value of 
7.898 > ttable 1.668 and for a sig value of 0.000 < 0.05 then H0 is rejected and H1 is accepted. This 
means that customer experience has a positive and significant effect on repurchase intention on 
Tekun.Id. 
 
3.2 Discussions 
The Influence of Customer Experience on Repurchase Intention at Tekun.Id 
Customer experience plays a key role in shaping repurchase interest, especially at beverage outlets 
such as Tekun.Id. The experience of consuming goods or services creates memories that can influence 
consumers' decisions to make repeat purchases in the future. By understanding the important role of 
customer experience, outlets like Tekun.Id can focus on efforts to improve service quality, provide a 
positive experience, and respond well to customer feedback. This not only creates opportunities for 
repeat purchases but can also build a positive reputation in the eyes of customers. 

Based on the results of the correlation coefficient analysis, it shows that the relationship between 
customer experience and repurchase intention has a strong correlation. In this context, the correlation 
coefficient of 0.697 which is in the interval 0.600-0.799 indicates a significant positive relationship 
between the two variables. The determination test results of 48% show that customer experience 
contributes 48% to repurchase intention at Tekun.Id beverage outlets. Meanwhile, the t test results 
show that there is a positive and significant influence between customer experience and repurchase 
intention on Tekun.Id. 

For the indicator of the customer experience variable with the highest statement score, namely 
(the color of the Tekun.Id drink is very attractive to the eye) and the indicator variable for repurchase 
intention with the highest statement score is (after making a purchase, interested in buying the 
Tekun.Id drink again). This shows that the color of the drinks served by Tekun.Id changes consumer 
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behavior patterns to make repeat purchases after the first purchase, by providing experiences related 
to the five senses such as color, which will influence consumers and color plays an important role not 
only in arousing appetite. , but attracts consumers' eyesight and attention, because color can attract 
consumers' attention in a matter of seconds which has the potential for consumers to make a purchase. 
Based on this understanding, Tekun.Id can continue to consider and improve visual aspects, such as 
drink color, as part of their strategy to improve customer experience and encourage repurchase 
intention. This confirms that the consumer experience involves many interrelated aspects and creating 
a positive overall can be key in building customer loyalty. 

From the explanation above, it is clear that customer experience has a positive and significant 
effect on repurchase intention at Tekun.Id, meaning this is in line with research results (Hasniati et 
al., 2021) that customer satisfaction has a positive and significant effect on repurchase intention. So 
the contribution and implications of research on Tekun.id beverage outlets, Tekun.Id can maximize 
the positive contribution of customer experience to repurchase intention, create loyal customers, and 
build a strong brand image in the market 
 
4. CONCLUSION  
From the results of this research, it can be concluded that customer experience has a positive and 
significant influence on repurchase intention at Tekun.Id beverage outlets. These findings indicate 
that the efforts and investments made in creating positive customer experiences can have a direct 
impact on consumers' decisions to make repeat purchases. Factors such as service quality, positive 
interactions, and visual elements, especially drink color, play an important role in shaping repurchase 
intention. This conclusion provides a clear understanding that improving the quality and holistic 
customer experience can be an effective strategy to maintain customer loyalty, increase retention, and 
strengthen Tekun.Id's position in the market. Therefore, companies can continue to focus on 
developing customer experience-oriented marketing strategies to create a positive impact on repeat 
purchase decisions and their long-term success in the beverage industry. 
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