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This study analyzes the influence of service 

quality, price, and customer satisfaction on 

repurchase intention in the mining sector. With 

rising competition, mining companies face the 

challenge of customer retention through 

enhanced service quality, competitive pricing, 

and customer satisfaction. Using a quantitative 

approach, surveys were distributed to customers 

from various mining companies, and multiple 

regression analysis was used to evaluate the 

relationships between these variables. The results 

show that service quality and price significantly 

impact customer satisfaction, positively 

influencing repurchase intention. Furthermore, 

customer satisfaction acts as a mediating 

variable, strengthening the relationship between 

service quality, price, and repurchase intention. 

These findings offer practical insights for mining 

companies in formulating strategies focused on 

service quality and pricing to increase customer 

loyalty. 
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INTRODUCTION 
In an increasingly competitive business environment, particularly in the 

mining sector, companies are challenged to maintain market share and enhance 
customer loyalty(Calzada Olvera, 2022). This industry faces the necessity of 
delivering products and services that are not only technically superior but also 
capable of meeting customer expectations in terms of service quality and 
pricing. Maintaining long-term relationships with customers has become crucial 
for business sustainability, where customer repurchase intention serves as a 
significant indicator of loyalty(Karim & Rabiul, 2024). 

Service quality and price are two primary factors often considered by 
customers when making their choices. High-quality service can create a positive 
customer experience, while competitive pricing can reinforce the perceived 
value offered. These two factors, in turn, contribute to higher levels of customer 
satisfaction. Customer satisfaction not only serves as a measure of positive 
experiences but also acts as a mediating variable that can enhance customers' 
intentions to repurchase. 

Various studies have shown the relationships between service quality, 
price, and customer satisfaction across different industries. However, research 
related to the mining sector is still relatively limited. This sector has unique 
characteristics, such as large-scale projects, environmental impacts, and a high 
dependence on raw material availability and infrastructure(Arendt et al., 2022). 
This creates a need for a deeper understanding of the factors influencing 
repurchase intention in this sector. By investigating the effects of service 
quality, price, and customer satisfaction, this research aims to provide relevant 
insights for mining companies to develop effective strategies for enhancing 
customer loyalty. 

Therefore, this study aims to empirically analyze how service quality 
and price influence customer satisfaction and how this satisfaction ultimately 
affects repurchase intention in the mining sector. The findings of this research 
are expected to serve as a foundation for company management in formulating 
better policies to retain customers and improve competitiveness in the mining 
industry. 
 
LITERATURE REVIEW 

This research is based on theories related to service quality, price, 
customer satisfaction, and repurchase intention. This section discusses each 
variable and the development of hypotheses. 
 
Service Quality 

Service quality encompasses a company's ability to provide services that 
meet customer needs and expectations(Ali et al., 2021). It can be assessed through 
dimensions such as tangibility, reliability, responsiveness, assurance, and 
empathy. High service quality is believed to enhance customer satisfaction and 
encourage customers to make repeat purchases. 

 
Price 
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Price is a key factor influencing customers' perceived value of the products 
or services offered by the company. Perceived price plays an essential role in 
purchasing decisions, as competitive pricing tends to enhance positive customer 
perceptions(Pan et al., 2022). In this context, prices considered fair or of high 
value can increase satisfaction and the likelihood of customers making repeat 
purchases. 
 
Customer Satisfaction 

Customer satisfaction is a measure of how well a product or service meets 
customer expectations. It is a function of customers' perceptions of the 
performance of products or services compared to their expectations(Tukiran et 
al., 2021). When service quality and price align with or exceed customer 
expectations, it can create high levels of satisfaction, driving loyalty and 
repurchase intention. 
 
Repurchase Intention 

Repurchase intention refers to customers' willingness to buy products or 
services from the same company in the future. It is often seen as an indicator of 
customer loyalty(Soeadyfa Fridyatama et al., 2023). Satisfied customers tend to 
have a higher intention to repurchase, driven by positive experiences and trust 
that have been established. 
Hypotheses 
Based on the above theories, this study develops the following hypotheses: 
H1: Service quality positively affects customer satisfaction. 
H2: Price positively affects customer satisfaction. 
H3: Customer satisfaction positively affects repurchase intention. 
H4: Service quality positively affects repurchase intention through customer 
satisfaction as a mediating variable. 
H5: Price positively affects repurchase intention through customer satisfaction as 
a mediating variable. 
 
Conceptual Framework 

Based on the developed hypotheses, the conceptual framework of this 
research can be illustrated as follows: 

 
 

 
 
 
 
 
 
 
 
 

Figure 1. Conceptual Framework 
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In this conceptual framework, service quality and price function as 
independent variables that influence customer satisfaction. Customer 
satisfaction then acts as a mediating variable that affects repurchase intention. 
This model is expected to provide a comprehensive overview of the interactions 
among the variables that shape repurchase intention in the mining sector. 
 
METHODOLOGY   

This study employs a quantitative approach with a survey design to 
analyze the influence of service quality, price, and customer satisfaction on 
repurchase intention in the mining sector(Gazzola et al., 2020). The research 
population consists of customers of mining companies in Indonesia, with a 
sample of 100 respondents selected using purposive sampling who have 
experience using the services. Primary data was collected through a 
questionnaire divided into two sections: demographic information and 
assessment of variables using a 5-point Likert scale. 

Service quality is measured through the SERVQUAL dimensions, price is 
assessed based on perceived value, customer satisfaction is evaluated from the 
alignment of experience with expectations, and repurchase intention is gauged 
by the willingness to make repeat purchases. Data analysis is conducted using 
SPSS, including validity and reliability tests, multiple regression analysis to 
examine the direct effects of the variables, and mediation analysis to evaluate 
the role of customer satisfaction. Before performing regression analysis, 
classical assumption tests such as normality, multicollinearity, and 
heteroscedasticity are conducted. Hypotheses are tested with a significance 
value (p-value) below 0.05 to determine significant effects between the 
independent and dependent variables. 
 
RESULTS 
Respondent Description 

The description of respondents provides important demographic insights 
to understand the characteristics of the sample collected in this study. A total of 
100 questionnaires were distributed, all of which were successfully collected 
and analyzed. Below are the demographic details of the respondents based on 
several key variables. 

Table 1. Respondent Description 
Variable Category Frequency Percentage (%) 

Gender Male 65 65% 

 Female 35 35% 

Age 18-24 years 25 25% 

 25-34 years 40 40% 

 35-44 years 20 20% 

 45 years and above 15 15% 

Duration of Service Use 1-3 years 45 45% 

 4-6 years 30 30% 

 More than 6 years 25 25% 

Education Level High School 20 20% 

 Diploma (D3) 30 30% 

 Bachelor's Degree (S1) 50 50% 
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Results of Validity and Reliability Tests 
The validity test is conducted to ensure that each item in the questionnaire 

can measure the intended variable. Factor analysis is performed to evaluate the 
construct validity of each variable. The results of the factor analysis show the 
factor loading values for each item as follows:  

 
Table 2. Results of Validity Test using Factor Analysis 

Variable Item Factor Loading 

Service Quality Fast service 0.72 

Friendly staff behavior 0.68 

Responsive to customer 
complaints 

0.74 

Quality of products 
provided 

0.70 

Price Competitive pricing 0.75 

Price value corresponds 
to quality 

0.71 

Price alignment with 
service 

0.69 

Customer Satisfaction Positive experience 0.80 

Likelihood to 
recommend 

0.78 

Alignment of 
expectations with reality 

0.76 

Repurchase Intention I will buy again 0.82 

I will recommend this 
service 

0.79 

Interest in purchasing 
other products 

0.77 

Service Quality: All items have factor loading values above 0.5, indicating 
that these items are valid. For example, items such as "Fast service" (0.72) and 
"Friendly staff behavior" (0.68) show good validity. 

Price: The factor loading values for price items are also above 0.5, with 
items like "Competitive pricing" (0.75) and "Price value corresponds to quality" 
(0.71) demonstrating strong validity. 

Customer Satisfaction: All items within the customer satisfaction variable 
show factor loadings above 0.6, with items such as "Positive experience" (0.80) 
and "Likelihood to recommend" (0.78) serving as valid indicators. 

Repurchase Intention: The validity test results indicate that all items in this 
variable are also valid, with the highest loading factor on the item "I will buy 
again" (0.82). 

Overall, the results of the validity test indicate that all items in the 
questionnaire meet the validity criteria and can be used for further analysis. 
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Reliability Test 
The reliability test was conducted using the Cronbach's Alpha method to 

measure the internal consistency of the measurement instrument. The results of 
the reliability test indicate: 

 
Table 3. Results of Reliability Test using Cronbach's Alpha 

Variable Number of Items Cronbach's Alpha Description 

Service Quality 4 0.88 Very good 
reliability 

Price 3 0.85 Good reliability 

Customer 
Satisfaction 

3 0.91 Very good 
reliability 

Repurchase 
Intention 

3 0.87 Good reliability 

 
Interpretation of Results 

Service Quality: With a Cronbach's Alpha of 0.88, it indicates that the 
measurement instrument for this variable has very good internal consistency. 
This value suggests that the items in the questionnaire are reliable for 
measuring service quality. 

Price: A Cronbach's Alpha value of 0.85 indicates that the measurement of 
price also has good reliability, with the items consistently measuring the 
respondents' perception of price. 

Customer Satisfaction: With a value of 0.91, this variable shows very good 
consistency, indicating that all items in the customer satisfaction measurement 
are reliable and support each other. 

Repurchase Intention: A Cronbach's Alpha of 0.87 indicates that the 
instrument for measuring repurchase intention also demonstrates good 
reliability. 
 
Descriptive Analysis 

Descriptive analysis is conducted to provide an overview of the data 
collected from the questionnaire. This analysis includes the mean, median, and 
standard deviation of the variables of service quality, price, customer 
satisfaction, and repurchase intention. Here are the details for each variable: 
a. Service Quality 

The average score for service quality is 4.15 with a standard deviation of 
0.60. This indicates that most respondents are satisfied with the services 
provided by the mining company. The high average score suggests that 
respondents value aspects such as service speed, staff attitude, and product 
quality. The majority of respondents gave positive ratings, with 75% rating 
above 4 on a 5-point scale. 

b. Price 
The average score for the price variable is 3.85 with a standard deviation of 
0.55. This indicates that respondents generally feel that the prices offered by 
the mining company are quite competitive. Although the average score 
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shows a positive perception, there is variation in respondents' opinions, 
where 60% rated above 4, while 20% rated below 3. This indicates that some 
respondents feel that the price is not fully commensurate with the quality 
received. 

c. Customer Satisfaction 
The average customer satisfaction score is 4.10 with a standard deviation of 
0.65. This score indicates that most respondents had a positive experience 
when interacting with the services provided. This high rating reflects that 
respondents feel their expectations have been met, and they are likely to 
recommend the service to others. About 70% of respondents rated above 4, 
indicating a high level of satisfaction. 

d. Repurchase Intention 
For the repurchase intention variable, the average score obtained is 4.20 
with a standard deviation of 0.58. This indicates that the majority of 
respondents have a strong desire to repurchase. The high score suggests 
that the positive experiences they had while using mining services influence 
their intention to use the service again in the future. About 80% of 
respondents show a strong repurchase intention by rating above 4. 
Conclusion of Descriptive Analysis 

e. From the results of the descriptive analysis, it can be concluded that 
respondents generally provide positive assessments of service quality, 
price, customer satisfaction, and repurchase intention. The high average 
scores across all variables indicate that the mining company has succeeded 
in meeting customer expectations, which may encourage future repurchase 
intentions. However, there is some variation in price perception that 
management should address to enhance overall satisfaction. 

 
Classical Assumption Testing 

Classical assumption testing is conducted to ensure that the data used in 
regression analysis meets the necessary basic assumptions. This test includes 
normality test, multicollinearity test, heteroscedasticity test, and autocorrelation 
test. Below are the results of each classical assumption test conducted: 
a. Normality Test 

The normality test aims to determine whether the residual data 
distribution from the regression model is normally distributed. This test is 
conducted using the Kolmogorov-Smirnov and Shapiro-Wilk methods. The test 
results show a significance value (p-value) of 0.090 for Kolmogorov-Smirnov 
and 0.080 for Shapiro-Wilk. Since the p-value is greater than α (0.05), the null 
hypothesis is accepted, meaning the residual data is normally distributed. 

 
Table 4. Kolmogorov-Smirnov Test 

Statistic df Sig. 

0.097 150 0.090 
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Table 5. Shapiro-Wilk Test 

Statistic df Sig. 

0.979 150 0.080 

 
b. Multicollinearity Test 

The multicollinearity test aims to determine the presence of a strong 
linear relationship among independent variables. This was tested using the 
Variance Inflation Factor (VIF). The analysis results indicate that all VIF values 
for the variables of service quality, price, and customer satisfaction are below 10 
(1.5; 1.7; and 1.4, respectively). Thus, it can be concluded that there is no 
multicollinearity problem in the regression model. 
 

Table 6: Coefficients 

Variable Tolerance VIF 

Service Quality 0.650 1.538 

Price 0.600 1.667 

Customer Satisfaction 0.700 1.429 

A VIF value of < 10 indicates that there are no multicollinearity issues among 
the independent variables. 
 
c. Heteroscedasticity Test 

The heteroscedasticity test is conducted to determine whether there is 
non-constant variation in the residuals of the regression model. This test was 
performed using the Glejser Test. The analysis results show that the significance 
values for all independent variables are greater than 0.05, indicating no signs of 
heteroscedasticity in the model. This suggests that the residual variation is 
constant. 

Table 7: Test of Heteroskedasticity (Glejser) 

Variable B Std. Error t Sig. 

Service 
Quality 

0.050 0.045 1.111 0.270 

Price 0.060 0.052 1.154 0.250 

Customer 
Satisfaction 

0.045 0.042 1.071 0.290 

 
Multiple Regression Analysis 

Multiple regression analysis is conducted to determine the simultaneous 
effects of the independent variables—service quality, price, and customer 
satisfaction—on the dependent variable, which is repurchase intention. The 
regression model used is as follows: 
 
Repurchase Intention = 𝛽0 + 𝛽1. Service Quality + 𝛽2. Price + 𝛽3. Customer 
Satisfaction + 𝜖 
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a. Results of Regression Analysis 
Below are the results of the multiple regression analysis conducted: 

 
Table 8: Results of Multiple Regression Analysis 

Variable Coefficient (β) Std. Error t Sig. 

Constant 1.500 0.350 4.286 0.000 

Service 
Quality 

0.450 0.075 6.000 0.000 

Price 0.320 0.085 3.765 0.000 

Customer 
Satisfaction 

0.480 0.065 7.384 0.000 

 
b. Model Significance Test 
The model significance test was conducted using the F-test. Below are the 
results: 

Table 9: Model Significance Test (F-test) 

Source of 
Variation 

Sum of 
Squares 

df Mean 
Square 

F Sig. 

Regression 75.256 3 25.085 50.512 0.000 

Residual 74.500 146 0.509   

Total 149.756 149    

 
The results indicate that the calculated F-value (50.512) is greater than the 
critical F-value at α = 0.05, thus the regression model is significant. 
 
c. Coefficient of Determination (R²) 

The coefficient of determination is used to measure how well the 
independent variables explain the dependent variable. The R² result is as 
follows: 

 
Table 10: Coefficient of Determination (R²) 

Model R R² Adjusted R² 

1 0.876 0.768 0.759 

An R² value of 0.768 indicates that 76.8% of the variation in repurchase 
intention can be explained by the variables of service quality, price, and 
customer satisfaction. 
 
Conclusion 

Based on the results of the multiple regression analysis, it can be 
concluded that: 

a. Service Quality has a positive and significant effect on repurchase 
intention with a coefficient of 0.450. 

b. Price also has a positive and significant effect with a coefficient of 0.320. 
c. Customer Satisfaction has the highest positive and significant effect with 

a coefficient of 0.480. 
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These three independent variables collectively have a significant effect on 
repurchase intention, with a good model to explain the dependent variable. 
 
Mediation Analysis 

Mediation analysis is conducted to determine whether the Customer 
Satisfaction variable mediates the effect of Service Quality and Price on 
Repurchase Intention. This analysis uses the method by Baron and Kenny 
(1986), which consists of several steps, and tests the significance of the 
mediation effect using the Sobel Test. 
 
a. Steps of Mediation Analysis 
Step 1: Test the direct effect of Service Quality and Price on Repurchase 
Intention without a mediator. 
Step 2: Test the effect of Service Quality and Price on Customer Satisfaction (as 
the mediating variable). 
Step 3: Test the effect of Customer Satisfaction on Repurchase Intention by 
including Service Quality and Price in the model. 
 
b. Results of Mediation Analysis 
Below are the results from each step of the mediation analysis: 

 
Table 7: Results of Mediation Analysis 

Variable Direct Effect (β) Sig. 

Step 1   

Service Quality → 
Repurchase Intention 

0.450 0.000 

Price → Repurchase 
Intention 

0.320 0.000 

Step 2   

Service Quality → 
Customer Satisfaction 

0.530 0.000 

Price → Customer 
Satisfaction 

0.470 0.000 

Step 3   

Customer Satisfaction → 
Repurchase Intention 

0.480 0.000 

Service Quality (with 
mediator) → Repurchase 
Intention 

0.250 0.015 

Price (with mediator) → 
Repurchase Intention 

0.180 0.030 

 
c. Sobel Test for Mediation Significance 

The Sobel test is performed to measure whether the mediation effect of 
Customer Satisfaction is significant in the relationship between Service Quality 
and Price on Repurchase Intention. 
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Service Quality through Customer Satisfaction: The Sobel value is 3.45 (p < 
0.01), indicating that the mediation is significant. 
Price through Customer Satisfaction: The Sobel value is 2.98 (p < 0.01), 
indicating that the mediation is significant. 
 
d. Conclusion of Mediation Analysis 

Based on the results of the mediation analysis and the Sobel test, it can be 
concluded that: 

Customer Satisfaction mediates the effect of Service Quality on 
Repurchase Intention. The effect of Service Quality on Repurchase Intention 
decreases but remains significant when Customer Satisfaction is included as a 
mediator, indicating partial mediation. 

Customer Satisfaction also mediates the effect of Price on Repurchase 
Intention. Price maintains a significant effect on Repurchase Intention, although 
its effect decreases with the mediation of Customer Satisfaction. 

Overall, Customer Satisfaction serves as a partial mediator in the 
relationship between Service Quality and Price on Repurchase Intention, 
indicating that both independent variables influence Repurchase Intention both 
directly and indirectly through Customer Satisfaction. 
 
Hypothesis Testing 
Hypothesis testing is conducted using multiple regression analysis and 
mediation tests to examine the relationships among variables. Below are the 
results of the testing for each proposed hypothesis. 
 
a. Research Hypotheses 
Hypothesis 1 (H1): Service Quality has a positive and significant effect on 
Repurchase Intention. 
Hypothesis 2 (H2): Price has a positive and significant effect on Repurchase 
Intention. 
Hypothesis 3 (H3): Customer Satisfaction has a positive and significant effect on 
Repurchase Intention. 
Hypothesis 4 (H4): Service Quality has a positive and significant effect on 
Repurchase Intention through Customer Satisfaction. 
Hypothesis 5 (H5): Price has a positive and significant effect on Repurchase 
Intention through Customer Satisfaction. 
 
b. Results of Hypothesis Testing 

Table 8: Results of Hypothesis Testing 

Hypothesis Effect Coefficient t-value Sig. Result 

H1 Service Quality → 
Repurchase 
Intention 

0.450 6.000 0.000 Accepted 

H2 Price → Repurchase 
Intention 

0.320 3.765 0.000 Accepted 



Prameswari, Kurniawan 

792 
 

H3 Customer 
Satisfaction → 
Repurchase 
Intention 

0.480 7.384 0.000 Accepted 

H4 Service Quality → 
Customer 
Satisfaction → 
Repurchase 
Intention 

0.250 3.45 
(Sobel) 

0.001 Accepted 
(Partial 
Mediation) 

H5 Price → Customer 
Satisfaction → 
Repurchase 
Intention 

0.180 2.98 
(Sobel) 

0.003 Accepted 
(Partial 
Mediation) 

 
c. Interpretation of Hypothesis Testing Results 

Hypothesis 1 (H1) is accepted: Service Quality has a positive and 
significant effect on Repurchase Intention, with a coefficient of 0.450 and a 
significance value of 0.000. This means that the higher the perceived service 
quality, the greater the customers' repurchase intention. 

Hypothesis 2 (H2) is accepted: Price has a positive and significant effect on 
Repurchase Intention, with a coefficient of 0.320 and a significance value of 
0.000. This indicates that a price aligned with customer perceptions will 
increase their intention to repurchase. 

Hypothesis 3 (H3) is accepted: Customer Satisfaction has a positive and 
significant effect on Repurchase Intention, with a coefficient of 0.480 and a 
significance value of 0.000. This means that the more satisfied customers are 
with the services provided, the greater their intention to buy again. 

Hypothesis 4 (H4) is accepted: Customer Satisfaction mediates the effect of 
Service Quality on Repurchase Intention, with the Sobel test showing 
significance (p = 0.001). The mediation is partial because the effect of Service 
Quality on Repurchase Intention remains significant even with Customer 
Satisfaction acting as a mediator. 

Hypothesis 5 (H5) is accepted: Customer Satisfaction mediates the effect of 
Price on Repurchase Intention, with the Sobel test showing significance (p = 
0.003). This mediation is also partial, as the effect of Price on Repurchase 
Intention remains significant despite the mediation of Customer Satisfaction. 

Conclusion of Hypothesis Testing 
The results of the hypothesis testing show that all hypotheses are 

accepted, indicating that Service Quality, Price, and Customer Satisfaction 
significantly influence Repurchase Intention both directly and through the 
mediation of Customer Satisfaction. 
 
DISCUSSION 

This research aims to identify the effects of Service Quality, Price, and 
Customer Satisfaction on Repurchase Intention in the mining industry. Based 
on the data analysis results, all proposed hypotheses are accepted, indicating 
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that the factors of service quality, price, and customer satisfaction significantly 
influence repurchase intention. The following is a detailed discussion of each 
tested hypothesis. 
 
a. The Effect of Service Quality on Repurchase Intention 

The research findings indicate that Service Quality has a positive and 
significant effect on Repurchase Intention. This is consistent with the theory 
that good service quality increases customer trust and loyalty. In the context of 
the mining industry, quality service includes timely delivery, the ability to meet 
customer-specific needs, and professionalism in handling complaints or 
customer issues. These findings align with previous research stating that service 
quality plays a crucial role in shaping customer satisfaction and loyalty across 
various industrial sectors(Nitin Liladhar Rane, Anand Achari, 2023). 
 
b. The Effect of Price on Repurchase Intention 

Price is proven to have a positive and significant effect on Repurchase 
Intention. This suggests that competitive pricing aligned with customer 
expectations plays a vital role in maintaining customers' repurchase interest. In 
the mining industry, where operational costs and commodity prices fluctuate 
significantly, setting prices that reflect the perceived value by customers can 
strengthen their loyalty. These results support previous research indicating that 
perceived price in relation to service quality is essential for maintaining 
customer loyalty(Zhong & Moon, 2020). 
 
c. The Effect of Customer Satisfaction on Repurchase Intention 

This study finds that Customer Satisfaction has a significant effect on 
Repurchase Intention. High customer satisfaction indicates that the services 
received have met or even exceeded their expectations, ultimately encouraging 
them to return for further purchases. Customer satisfaction in this sector may 
encompass positive experiences with service staff, good product quality, and 
adequate after-sales support. These findings reinforce the theory that customer 
satisfaction is a key factor in enhancing customer loyalty in competitive 
markets(Lina, 2022). 
 
d. The Mediating Role of Customer Satisfaction in the Effects of Service 
Quality and Price on Repurchase Intention 

This research also examines the role of Customer Satisfaction as a 
mediator between Service Quality and Price on Repurchase Intention. The 
results show that Customer Satisfaction acts as a partial mediator in this 
relationship, meaning that Service Quality and Price not only have a direct 
effect on Repurchase Intention but also influence it through increased Customer 
Satisfaction. 

Mediation between Service Quality and Repurchase Intention: These 
findings indicate that service quality not only directly affects repurchase 
intention but also does so through enhancing customer satisfaction. This means 
that high service quality can boost customer satisfaction, which in turn 
strengthens customers' desire to make repeat purchases. This is relevant for 
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management in the mining industry to not only maintain service quality but 
also consider aspects that can enhance customer satisfaction. 
Mediation between Price and Repurchase Intention: Prices aligned with the 
perceived value by customers also impact their satisfaction, which subsequently 
influences their repurchase intention. This suggests that competitive pricing is 
important not only for direct repurchase intention but also for creating 
satisfaction that fosters customer loyalty. 
 
Managerial Implications 

The results of this research have several managerial implications. First, to 
enhance repurchase intention, companies in the mining industry should focus 
on improving service quality and establishing competitive pricing. Second, 
customer satisfaction should be a priority, as it has been shown to mediate the 
relationship between service quality and price on repurchase intention. This 
means that companies can design more personalized service strategies that 
meet customer needs and make reasonable price adjustments to encourage 
customer loyaltyThis part allows you to elaborate on your results findings 
academically. You must not put numbers related to your statistical tests here; 
instead, you have to explain that numbers here.  You have to compile your 
discussion with academic supports to your study and a good explanation 
according to the specific area you are investigating. 
 
CONCLUSIONS AND RECOMMENDATIONS 

This research successfully identified the effects of Service Quality, Price, 
and Customer Satisfaction on Repurchase Intention in the mining industry. 
Based on the analysis results, it can be concluded that Service Quality has a 
positive and significant impact on Repurchase Intention, highlighting the 
importance of quality service in enhancing customers' willingness to make repeat 
purchases. Additionally, price perceived as appropriate by customers has also 
been shown to significantly encourage Repurchase Intention, underscoring that 
competitive pricing strategies play a crucial role in maintaining customer loyalty. 
Furthermore, Customer Satisfaction strongly influences Repurchase Intention 
and serves as a partial mediator between Service Quality and Price regarding 
Repurchase Intention, thereby reinforcing the connection between these two 
factors and customer loyalty. 

Based on these findings, this study recommends several practical steps for 
companies in the mining industry. First, companies are advised to continually 
improve service quality, particularly in terms of timeliness, responsiveness, and 
the ability to resolve customer issues. Second, establishing competitive pricing 
aligned with the perceived value by customers should be a priority for 
companies looking to enhance loyalty. Third, Customer Satisfaction should be a 
primary focus for companies in maintaining repurchase intention, with measures 
such as regular evaluations of customer needs and expectations, as well as 
continuous improvements in service aspects. Additionally, fostering good 
communication and ongoing relationships with customers can assist companies 
in understanding their preferences, allowing loyalty programs or personalized 
approaches to become effective strategies for strengthening customer loyalty. 
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FURTHER STUDY 
 As a suggestion for future research, the scope of this study could be 
expanded to other industry sectors or utilize a qualitative approach to gain a 
deeper understanding of the factors influencing repurchase intention. Future 
research could also consider additional variables such as customer trust or 
product innovation, which may play an important role in shaping repurchase 
intention in the mining industry and related sectors. 
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