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	Abstract.

In Palembang’s increasingly competitive food and beverage (F&B) industry, customer retention has become a pressing challenge for businesses like Arunika Restaurant. Despite serving over 1,600 customers monthly, the restaurant faces fluctuating sales and limited product differentiation in a market where digital engagement plays a critical role. This study investigates the influence of service quality, product quality, and brand image on repurchase intention, with customer satisfaction as a mediating variable. A pilot test was conducted with 30 Arunika customers using a structured questionnaire distributed via face-to-face interactions and completed through Google Forms. The data were analyzed using SPSS to assess the instrument’s validity and reliability. All items demonstrated Corrected Item Total Correlation (CITC) values above 0.3 and Cronbach’s Alpha values exceeding 0.7 (Indrawati, 2015). Furthermore, loading factors surpassed 0.70, AVE values exceeded 0.50, and Composite Reliability (CR) values ranged from 0.871 to 0.909, confirming strong internal consistency and convergent validity (Hair et al., 2022). These results support the instrument’s suitability for use in further analysis of repurchase behavior in the F&B sector.
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I.
INTRODUCTION
Indonesia's Food and Beverage (F&B) industry, representing over one-third of national processing industry output, faces intensifying competition as digital engagement becomes crucial for customer retention among the country's 77% internet-active population[1]. This challenge is particularly evident in Palembang, where the F&B sector has expanded to over 1,400 establishments by 2022[2], creating a highly competitive landscape where 81.11% of residents regularly access the internet[3]. Arunika Restaurant exemplifies this competitive pressure, experiencing significant sales fluctuations and unstable customer retention despite serving 1,676 customers monthly and offering Indonesian dishes comparable to competitors. The restaurant's situation is complicated by minimal product differentiation—while both Arunika and its main competitor serve similar rice dishes, coffee, and juice, only snack offerings distinguish them (Arunika provides general snacks versus the competitor's culturally-tied pempek specialties). This homogeneous market environment suggests that factors beyond core menu items—specifically service quality, product quality perception, and brand image—may be more influential in driving repurchase intention, with customer satisfaction potentially serving as a critical mediating variable. Despite extensive literature identifying these variables as primary determinants of repurchase behavior, significant gaps remain in understanding their collective influence within local F&B contexts, particularly regarding customer satisfaction's mediating role.
 Therefore, this study examines how service quality, product quality, and brand image influence repurchase intention through customer satisfaction mediation at Arunika Restaurant, aiming to provide practical insights for improving customer retention strategies in competitive, relatively homogeneous F&B markets.Service quality, product quality, and brand image are fundamental drivers of customer satisfaction in the food and beverage industry. Service quality is defined as customers' perception of how well services meet their expectations [4], with the SERVQUAL model identifying five key dimensions: reliability, responsiveness, assurance, empathy, and tangibles. Recent research by Arli et al. demonstrates that reliability and responsiveness significantly impact customer satisfaction [5], while Liao, Hu, and Chou found that assurance and empathy strengthen emotional customer-brand connections, fostering repurchase intentions [6]. Product quality represents a product's ability to meet or exceed customer expectations [7], with Veas-Gonzalez et al. identifying that attributes such as freshness, taste, temperature, and presentation significantly contribute to customer satisfaction [8]. Komari confirms that consistent product quality enhances customer loyalty through increased perceived value, creating competitive advantage for restaurants [9]. 
Brand image encompasses consumers' perceptions and associations connected to a brand [10], including brand personality, perceived quality, and emotional connections between consumers and brands. Watanabe et al. demonstrate that strong brand image creates positive customer perceptions, enhancing satisfaction [11], while Nurlatifah et al. found that a strong brand image positively influences consumers' purchase intentions [12]. Luo et al. further show that positive brand image significantly contributes to repurchase intentions through perceived value [13].Customer satisfaction and repurchase intention form an interconnected framework that influences consumer behavior and loyalty. Customer satisfaction results from comparing actual experiences with pre-purchase expectations [14], with Tong identifying it as the primary mediator between service quality, product quality, and repurchase intentions [15]. Satisfied customers are more likely to develop loyalty and engage in positive word-of-mouth communication [16], and empirical evidence supports that customer satisfaction—along with product choice and switching motivations—has a significant and positive impact on repurchase behavior [17]. Repurchase intention refers to customers' likelihood of purchasing from the same company again [7], primarily influenced by customer satisfaction, brand loyalty, and overall service experience. Doeim et al. found that good service quality drives repurchase intentions through increased trust and satisfaction [18], while Akter et al. confirmed that customer satisfaction positively influences repurchase intentions when strengthened by perceived value [19]. Damayanti and Indrawati also emphasized that destination satisfaction significantly influences revisit intentions, further confirming the role of satisfaction in shaping consumer loyalty and future purchasing behavior [20].
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Fig 1. Research Framework

II. 
METHODS 
This pilot study employed a quantitative research design using a structured questionnaire to assess the reliability and internal consistency of measurement scales. According to Indrawati (2015), content validity reflects how well the questionnaire items logically represent the variables being examined [21]. This is achieved by adopting and adapting instruments from prior research. To ensure the questions are clearly presented, input and suggestions were gathered from marketing experts. Additionally, the readability of the questionnaire was assessed based on how well respondents understood its content.

Tabel 1. Questionnaire Items

	Variable
	Code
	Items

	Service Quality
	SQ1
	Arunika's interior appearance is attractive in creating a comfortable atmosphere.

	
	SQ2
	Arunika always serves food according to the order.

	
	SQ3
	Arunika's staff are always responsive in responding to my requests.

	
	SQ4
	The professional attitude and knowledge of Arunika’s staff make me feel confident in the quality of service.

	
	SQ5
	Arunika gives personal attention, making me feel valued as a customer.

	Product Quality
	PQ1
	The food served by Arunika is always fresh.

	
	PQ2
	The taste of the food at Arunika meets my expectations.

	
	PQ3
	The temperature of the food served by Arunika is always appropriate. 

	
	PQ4
	Arunika serves healthy food. 

	
	PQ5
	Arunika offers a varied menu.

	Brand Image
	BI1
	I feel familiar with Arunika Resto brand.

	
	BI2
	Palembang region has been a representative of the strength of the food and beverage (F&B) business

	
	BI3
	The Arunika Resto brand is trustworthy.

	
	BI4
	I like buying food or drinks from restaurants with a well-known brand.

	Customer Satisfaction
	CS1
	I feel I have made the right choice in selecting Arunika Restaurant.

	
	CS2
	I feel that the price of food at Arunika Restaurant matches the quality and service provided.

	
	CS3
	I am satisfied with Arunika Restaurant.

	Repurchase Intention
	RI1
	I intend to dine at Arunika again in the future.

	
	RI2
	I will recommend Arunika to my close circle.

	
	RI3
	I prefer dining at Arunika over similar places.


III. 
RESULT AND DISCUSSION 
The pilot test was conducted on 30 customers of Arunika Restaurant in Palembang who had prior experience with its services. Using a convenience sampling method, data were collected through face-to-face interactions, during which respondents filled out an online questionnaire via Google Forms. This approach allowed for immediate clarification and improved response accuracy. The data were analyzed using SPSS. Based on Indrawati (2015), all items met the validity requirement with Corrected Item Total Correlation (CITC) values above 0.3. Reliability was confirmed with Cronbach’s Alpha values exceeding 0.7, indicating that the instrument is both valid and reliable for further research.

Table 2. Pilot Test Result

	Items
	CITC
	Cronbach’s Alpha

	SQ1
	0,8361
	0,869

	SQ2
	0,8791
	

	SQ3
	0,7935
	

	SQ4
	0,9222
	

	SQ5
	0,8737
	

	PQ1
	0,7919
	0,861

	PQ2
	0,8901
	

	PQ3
	0,8159
	

	PQ4
	0,9317
	

	PQ5
	0,9045
	

	BI1
	0,884
	0,872

	BI2
	0,8404
	

	BI3
	0,9515
	

	BI4
	0,8635
	

	CS1
	0,9669
	0,776

	CS2
	0,9503
	

	CS3
	0,9736
	

	CS4
	0,9534
	

	RI1
	0,9459
	0,837

	RI2
	0,9224
	

	RI3
	0,8745
	


IV. 
CONCLUSION 
The pilot test confirms that all constructs of Service Quality, Product Quality, Brand Image, Customer Satisfaction, and Repurchase Intention are both valid and reliable. All items showed CITC values above 0.3 and Cronbach’s Alpha values exceeding 0.7, indicating strong internal consistency (Indrawati, 2015). Loading factors for all indicators were above 0.70, and AVE values exceeded 0.50, confirming indicator reliability and convergent validity [21][22]. Composite Reliability (CR) values also met the recommended threshold, ranging from 0.871 to 0.909. These results validate the instrument's readiness for use in further structural analysis.
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