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Abstract

The coffee business or coffee shop is a sector that is growing rapidly. Coffee shops have evolved into more
comfortable and modern places, caused by changes in people's lifestyles and behavior in consuming
products and services. This situation also brings tight competition in the coffee shop business, where they
must make several efforts to keep their brand selected. Some actions are maximizing social media
promotion channels, word of mouth (WOM), and increasing service quality, which are expected to
increase trust so that consumer repurchase intention can increase indirectly. This research aims to
determine the influence of social media promotion, WOM, and service quality on consumer repurchase
intention, both directly and through trust mediation. They are using a population of coffee shop
consumers in Surakarta. We take a sample of 200 respondents. This number was obtained from an online
survey via the Google Forms platform. The questionnaire results were analyzed using the partial least
squares method with the SmartPLS 3.0 software application. The research results reveal that social media
promotion, WOM, and quality service directly impact repurchase intention. Meanwhile, indirectly,
namely through the mediation of trust, only WOM and quality service significantly affect consumers'
intention to repurchase. These results imply that when deciding to repurchase, consumers look at the
quality of the product they purchased and pay attention to other things. Therefore, managers or owners
need to pay more attention to these details.
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1. Introduction

The agricultural sector, especially coffee, is essential to Indonesia's economic growth. This
contribution is reflected in the increasing number of Indonesian coffee exports to various countries. In
2020, coffee became the most significant contributor to exports in the non-oil and gas sector, namely
agriculture, achieving positive growth of 6.29% (Zuhdi et al., 2021). Meanwhile, in 2021, Indonesian
coffee exports will reach 387,264 tons, equivalent to 858,558 million US$ (Megautami and Utomo,
2021). Coffee exports encourage regional development and agro-industry in Indonesia by increasing
the country's foreign exchange sources, local farmers' income, and employment (Megautami and
Utomo, 2021). Apart from that, the high productivity of coffee farming also encourages the
development of coffee businesses or shops.

The coffee business or coffee shop has been part of people's culture for a long time. Currently,
the coffee business or coffee shop is a sector that is growing rapidly. Even referring to the International
Coffee Organization (ICO), the trend of drinking coffee in Indonesia has continued to grow over the
last five years (Mufashih et al., 2023). In its publication, the International Coffee Organization (ICO)
stated that the increasing trend of drinking coffee in Indonesia occurred in various variants of coffee
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and civet coffee. Coffee consumption in Indonesia is up to 2.5% higher than the world's average coffee
consumption of 7.7% in one year. Further, Maulana et al. (2021) confirm that coffee shop visits have
continued to more than double in recent years.

Initially, this business was a place to gather and exchange information. However, as technology
develops, coffee shops have evolved into more comfortable and modern places caused by changes in
people's lifestyles and behavior in consuming products and services. The evolution of the coffee shop
certainly has had many impacts on business and culture. A coffee shop is not only a place to enjoy
coffee but also a place to work and study (Pesoa et al., 2020). People prefer a relaxed and comfortable
environment to carry out their social activities. Furthermore, Maulana et al. (2021) said that coffee has
become part of people's culture to strengthen friendships.

Significant business industry development in the coffee shop sector has occurred in various
large cities in Indonesia, including Surakarta. Even though the city of Surakarta has long been known
as "Wedangan", public interest in coffee shops remains high (Maulana et al., 2021). Encourages many
entrepreneurs to create new or develop existing businesses so that competition between coffee shops
becomes increasingly fierce. Therefore, coffee shop entrepreneurs must add value to the products,
quality, and services they want to provide consumers. This added value will give consumers a reason
to choose the right coffee shop compared to other coffee shops. Coffee shops that survive amid intense
business competition can provide products with high consumer satisfaction (Suryani and Syafarudin,
2021).

Increasingly tight business competition in coffee shops requires entrepreneurs to explore ideas
to attract customers, build a positive image, and increase consumer satisfaction scores. It is necessary
to implement policies and strategies appropriate to the field. For example, promotion either through
social media or conventional word of mouth. Promotion is defined as a communication effort between
producers and consumers regarding product information to increase consumer buying interest and
persuade and remind the target market about the product being marketed (Yani and Ngora, 2022). Thus,
coffee shop entrepreneurs must be astute in seeing market opportunities so that promotional efforts can
be carried out appropriately and effectively and can improve marketing performance.

Research by Mufashih et al. (2023) states that promotion via social media and product quality
can influence consumer satisfaction. Consumers who feel satisfied submit a short review of the coffee
they purchased via social media. This increase in social media reviews aligns with consumers' interest
in repeat purchases and attracts other consumers to enjoy the coffee. This will also increase the brand
image of the product itself.

Apart from promotions, the quality of coffee shop products and services also plays an important
role in influencing consumers' decisions to buy products. Business competition in the coffee shop sector
is very competitive, indicating that consumers have many alternatives to meet their coffee needs. This
condition requires companies to provide excellent service to consumers. Poor customer service will
give a poor and satisfactory product image, thus influencing consumer purchasing decisions (Mufashih
et al., 2023). Good service and product quality make it easier for consumers to remember. Consumers
tend to be willing to pay for high-quality products, so these two factors are important for producers to
pay attention (Calvin et al., 2021).

Several studies have been conducted previously. The results show a gap related to the factors
influencing consumer purchasing interest in coffee shops. For example, Titawanno and Martini (2021)
prove that social media promotion, WOM, and brand awareness influence purchasing interest. Further
research by Zanjabila et al. (2023) states that the use of social media, ewom, information quality, and
trust significantly positively affect product purchasing decisions. In line with this, Armawan et al.
(2023) confirm that using social media as a marketing tool, service quality, and e-commerce can
influence product purchase intentions. However, Chan et al. (2020) found that marketing via social
media influences consumer trust but not purchases, while service quality significantly influences
consumer trust and product purchases. The same results are shown in research Maslim and Pasaribu
(2021) that social media and email promotion affect product purchases. However, this influence will be
more substantial if emotional experiences such as mediation follow it. Meanwhile, service quality does
not influence purchasing but still requires an emotional experience that mediates it.

Looking at the phenomena and problems above, analyzing what influences repurchase interest
in coffee shops, especially in Surakarta, is important. Therefore, this research investigates the influence
of promotions on social media, word of mouth, and service quality on repurchase interest in coffee
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shops in Surakarta, with trust as a mediating variable. Understanding the influence of these factors can
add insight and references to developing coffee shop businesses, especially in Surakarta.

2. Literature review and hypothesis development
Social media promotion, word of mouth (WOM), service quality, and repurchase interest

Social media is now an important part of modern marketing. Social media is a platform that
focuses on the existence of its users so that it can be used as a medium to promote services or goods.
For coffee shop businesses, social media is a very effective promotional tool to reach a larger audience,
increase customer interaction, and increase sales. Social media can also help potential buyers find
information about a product. Complete and interesting information will encourage customers' desire to
repurchase other products or even similar products (Priambodo and Farida, 2020). This is in line with
Prakoso and Dwiyanto (2021), who say that marketing on social media has a positive relationship and
influence on consumer's repurchase interest.

The role of social media as a marketing medium greatly impacts the ease of interaction between
individuals. Social media allows consumers to disseminate information and share experiences through
the Word of Mouth (WOM) mechanism. Philip (2011) says that WOM can trigger consumer
participation to review, tell personal experiences after using, and recommend products to other
consumers. Looking at various reviews from other consumers who like the product will encourage
consumers to make decisions and increase their interest in repurchasing the product (Aghniya, 2019).
WOM discusses the product purchased and a person's service experience when purchasing a product.

Another factor is service quality, one of the determining factors for customer satisfaction, which
will increase interest in repurchasing. Lupiyoadi (2013) said that service quality dimensions could be
seen in customer freedom in obtaining services, dexterity in providing services, comfort, and
friendliness. One aspect that must be prioritized is understanding customer habits and how customers
think. When the company can meet customers' needs and expectations, interest in repurchasing will
appear simultaneously. With that, good service quality will create a different experience to attract
customers' interest in repurchasing the product (Sundalangi et al., 2014).

H1. Social media promotion has a positive influence on repurchase intention.
H2. Word of mouth (WOM) has a positive influence on repurchase intention.
H3. Service quality has a positive influence on repurchase intention.

Social media promotion, word of mouth (WOM), service quality, and trust

In this digital age, promotions via social media have fostered the power of strong relationships
with customers. Social media, as an effective marketing medium, has really influenced customer trust.
A customer can easily rate and share his experience when purchasing a product. The value and reviews
via social media can influence customer trust in the product (Arsyalan and Ariyanti, 2019). A good
assessment is a reliable reference because it can describe a person's psychological condition after
purchasing the product (Goyette et al., 2010). This is in line with Wang and Wuan (2014), who say that
customers' desire to buy products on social media is related to trust in the platform.

WOM is still one of the most effective marketing methods today. WOM is sharing personal
experiences with other customers, which can shape perceptions and levels of trust in a product (Mowen
and Minor, 2002). Through personal experiences shared by customers, WOM becomes a more reliable
source of information and builds short-term customer relationships (Godes and Mayzlin, 2009). In
addition, information obtained from WOM usually has no connection with the company because it is
independent and does not provide benefits for customers.

Service quality is an essential factor in forming customer trust. Customers who receive service
according to their expectations will have experience and satisfaction when purchasing the product
Maharani and Saputra (2021). Apart from that, with good service quality, the relationship between
consumers and producers will become closer. In this way, service quality can influence customer trust
(Parasuraman et al., 2005).

H4. Social media promotion has a positive influence on trust.
H5. Word of mouth (WOM) has a positive influence on trust.
H6. Service quality have a positive influence on trust.
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Trust and repurchase interest

Repurchase intention is one of the parameters of a customer's trust in a product. There are
several reasons why customers are interested in repurchasing a product, including customer satisfaction
and trust (Awi and Chaipoopirutana, 2014). Trust is a feeling of confidence that arises from customers
feeling satisfied with the products and services provided so that they are willing to use them in the long
term. High repurchase interest reflects high customer satisfaction, giving rise to a sense of trust in the
product. Therefore, customer trust has been proven to partially mediate the relationship between service
quality and repurchase intention (Tasya and Dwiyanto, 2022).
H7. Trust mediates between social media promotion and repurchase intention.
H8. Trust mediates between word of mouth (WOM) and repurchase intention.
HO. Trust has a mediating role between service quality and repurchase intention.

3. Methodology

This research uses a quantitative approach to primary data. The data was obtained from an
online survey previously carried out via the Google Forms platform as a research instrument. The
population is all coffee shop consumers in the Surakarta area who have visited, purchased, and
consumed coffee aged 15-60 years. Therefore, the research sample used a purposive sampling
technique. The Likert scale used to measure respondents' answers is a 5-point scale ranging from
strongly disagree, disagree, undecided (neutral), agree, and strongly agree. The results showed that 200
respondents met the appropriate criteria as samples for this research.

Social Media
Promotion

(X1)

Word of
Mouth (X2)

Repurchase
Interest (Y)

Service

Quality (X3)

Figure 1. Research framework

The repurchase interest variable () is the dependent variable, while the independent variables
are social media promotion (X1), word of mouth (X2), and service quality (X3), and the mediating
variable is trust (Z). The repurchase interest variable (Y) is reflected in the indicators of referential
interest, transactional interest, exploration interest, and preferential interest, which are measured,
including the independent variables, social media promotion, word of mouth, service quality, and the
mediating variable trust. The social media promotion variable (X1) reflects indicators of context,
communication, collaboration, and connection to consumers. The word of mouth variable (X2) reflects
the promoting or recommending indicator. Furthermore, the service quality variable (X3) reflects
indicators of reliability, responsiveness, and direct evidence of the products offered, both directly and
indirectly. Lastly, the mediating variable of trust can be seen from integrity and competence.

Furthermore, the data analysis method used is Partial Least Square (PLS) with the help of the
SmartPLS application. PLS itself is a powerful analysis method and is often said to be soft modeling
because it eliminates the assumptions of OLS regression (Ghozali and Latan, 2014). There are two PLS
methods, namely the outer model (measurement model) and the inner model (structural model). The
outer model (measurement model) can be seen from several indicators, namely convergent validity,
discriminant validity, and reliability—meanwhile, the inner model (structural model) from R-Square,
Q-Square, and Effects size f.
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4. Results and discussion
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Figure 2. Outer model
Test validity convergent
In convergent validity testing, it can be said to be valid if the value is > 0.7 for each indicator
factor loading for each variable (Ghozali and Latan, 2014). Figure 2. above shows that all factor loading
values are > 0.7, so it can be said that the validity of this research is met.

Table 1. Test validity discriminant

Average Variances Extracted (AVE) Information
Social media promotion 0.762 Valid
Word of mouth (WOM) 0.724 Valid
Service quality 0.771 Valid
Trust 0.752 Valid
Repurchase interest 0.699 Valid

The way to see the feasibility of discriminant validity testing is to look at the Average Variance
Extract (AVE) value. If the AVE value is > 0.5 for each variable construct, it can be feasible or meet
the requirements. Table 1. shows that each variable construct has a value > 0.5, so all variables in this
study are achievable, with the most significant value of 0.771 for the service quality variable.

Table 2. Composite reliability and Cronbach's alpha

Composite reliability Cronbach’s alpha Information
Social media promotion 0.928 0.896 Reliable
Word of mouth (WOM) 0.887 0.809 Reliable
Service quality 0.944 0.926 Reliable
Trust 0.924 0.890 Reliable
Repurchase interest 0.902 _ 0.855 _ Reliable

Composite reliability and Cronbach's alpha testing are carried out to determine the level of
reliability, which measures the consistency of the questionnaire, which is an indicator of the research
variable or construct. According to Ghozali (2018), a variable can be said to be reliable if it has a
Composite Reliability value > 0.7 and a Cronbach's alpha value > 0.6. Based on Table 2, the values for
Composite reliability and Cronbach's alpha are declared reliable. In contrast, the lowest values for
Composite reliability and Cronbach's alpha are in the Word of Mouth variable, namely 0.887 and 0.809.
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Table 3. Analysis multicollinearity (VIF)

Trust Repurchase interest
Social media promotion 2.,205 2.506
Word of mouth (WOM) 1.684 1.876
Service quality 2.363 3.147
Trust 3.727

This test aims to determine whether each independent variable has a relationship between the
independent variables or not. VIF has a value criterion of < 1, and then the variable does not correlate;
if the value is 1-5, it has a moderate correlation, and if the value is > 5, then the correlation is high.
Table 3. above shows that the correlation value for each independent variable is between low and
medium. So, it does not violate the multicollinearities assumption test. Namely, it must be <5.

Evaluation inner model
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Figure 3. Inner model

As seen in Figure 3 above, this is the form of the inner research model. The inner model is a
structural model for predicting causality between variable latent. Evaluation model use Coefficient
determination (R?) and Effect size test (F-square).

Table 4. Coefficient determination (R?)

R-square R-square adjusted
Trust 0.732 0.728
Repurchase interest 0.738 0.733

The coefficient of determination (R?) test shows the model's ability to explain variations in the
dependent variable. The correlation coefficient has several classifications, including 0 (no correlation),
0-0.49 (weak correlation), 0.50 (medium correlation), 0.51-0.99 (strong correlation), and 1.00 (perfect
correlation) (Ghozali, 2018). Based on Table 4, it is explained that the independent variable can have
an influence of 73.2% on the trust mediation variable. In contrast, the rest is explained by other variables
which were not included in the research. On the other hand, the independent variable has a 73.8%
influence on the dependent variable repurchase intention.
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Table 5. Results test F-square

Trust Repurchase interest
Social media promotion 0.137 0.116
WOM 0.114 0.103
Service quality 0.332 0.086
Trust 0.047_

Sarstedt et al. (2017) said that an F-square value of 0.02 has a negligible effect, 0.15 has a
moderate effect, and 0.35 has a significant impact, while a value <0.02 can be considered to have no
effect. Table 5 shows that most independent variables moderately influence both the mediating variable
trust and the dependent variable repurchase interest. Only the independent variable, service quality, and
the mediating variable, trust, have a strong influence.

Hypothesis testing

Table 6. Analysis direct effects

Hypothesis Original Sample Standard  T-Statistics  P-Value

sample (O) means deviations (|O/STDEV))

(M) (STDEV)

Social Media Promotion -> 0.276 0.273 0.082 3.360 0.001
Repurchase Intention
Word of Mouth -> Repurchase 0.225 0.232 0.066 3.435 0.001
Intention
Service Quality -> Repurchase 0.265 0.259 0.094 2.838 0.005
Intention
Social Media Promotion -> Trust  0.284 0.289 0.075 3.804 0.000
Word of Mouth -> Trust 0.227 0.219 0.057 3.957 0.000
Service Quality -> Trust 0.459 0.464 0.074 6.205 0.000
Trust -> Repurchase Intention 0.215 0.220 0.091 2.358 0.019

Direct influence testing measures how strong or significant the independent variable is with the
dependent variable directly without going through certain variables. There are two ways to find out: T-
statistics values and P-value. From Table 6, it can be concluded that all independent variables
significantly positively influence the dependent variable because they have T-statistic values > 1.96 and
P-value < 0.05.

Table 7. Analysis indirect effects

Hypothesis Original Sample Standard ~ T-Statistics  P-Value

sample (O) means deviations (|O/STDEV|)

(M) (STDEV)

Social Media Promotion -> Trust 0.061 0.063 0.031 1.952 0.051
-> Repurchase Intention
Word of Mouth -> Trust -> 0.049 0.047 0.023 2.147 0.032
Repurchase Intention
Service Quality -> Trust -> 0.099 0.103 0.048 2.056 0.040

Repurchase Intention

Different from the previous test, this analysis explains the influence of the independent variable
on the dependent variable indirectly by involving mediating variables. In this study, the trust variable
is used as a mediating variable to measure its indirect influence. The result is that the independent
variable, social media promotion, which is mediated by trust, does not significantly impact customer
repurchase intention. This is because the P-value is above 0.05, and the T-Statistics does not reach the
minimum number of 1.96. Meanwhile, Word of Mouth (WOM) and service quality mediated by trust
positively and significantly influence customer repurchase intention.
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Discussion

This research has nine hypotheses, all of which are significant based on previous testing. In
detail, six hypotheses directly test the independent variable's impact on the dependent variable
repurchase intention. Three hypotheses indirectly test the independent variable's effect on the dependent
repurchase intention with the mediating variable of trust. The explanation of each hypothesis will be
summarized in 3 outlines below.

Social media promotion, word of mouth (WOM), and service quality significantly positively influence
repurchase intention

The first hypothesis states that social media promotion positively affects repurchase intention.
This hypothesis is accepted according to the results shown in Table 6. This means that the better the
social media promotion by the coffee shop, the higher the repurchase intention of consumers who have
purchased. These research results align with Jamil et al. (2022), who state that social media marketing
activities significantly affect customer buying interest. This is because, with social media promotion,
consumers find it easier to reach the latest information regarding the products and services offered to
create a strong relationship between consumers and the brand (Ebrahim, 2020). This strong relationship
begins the formation of customer loyalty, which impacts consumer repurchase intention.

The second hypothesis argues that word of mouth (WOM) positively affects repurchase
intention. This hypothesis is also accepted, as shown in the results in Table 6. This means that improving
WOM can increase consumers' intention to repurchase. The reason is that people tend to trust
information from someone they know when getting explanations about certain brands or products they
have purchased. They are looking for validation of the quality of the brand by asking people close to
them. This makes WOM marketing very important in someone's intention to repurchase. This opinion
is based on research from Ambasari and Hendrayati (2021), where WOM marketing performance
significantly positively affects the intention to repurchase private label products.

The third hypothesis argues that service quality positively influences repurchase intention. This
hypothesis is accepted as in the test results in Table 6. This indicates that better service quality will
increase consumers' intention to repurchase the coffee shop brand. Consumers are very sensitive to the
service quality provided, so as a result, they tend to have choices to repurchase in the future (Su et al.,
2016). The results of this research are also consistent with Prabowo et al. (2020), which states that
service quality significantly affects repurchase intention, both directly and indirectly.

Social media promotion, word of mouth (WOM), and service quality have a significant positive
influence on trust

Next, the fourth hypothesis states that social media promotion will positively affect consumer
trust. The results of this hypothesis are accepted according to Table 6. This means that consumer trust
in a coffee shop brand will continue to increase along with the better social media promotion they carry
out. The results of this research align with Sohail et al. (2020), where the four elements of social media
marketing in their research, namely brand community, entertainment, interaction, and customization,
are useful in encouraging consumer trust in the brand. With social media platforms, customers can share
their experiences, and the interactions between brands and consumers also become closer, increasing
brand credibility.

The fifth hypothesis argues that word of mouth (WOM) positively affects trust. This hypothesis
is accepted, which means that increasing the quality of WOM will also encourage consumer trust in the
coffee shop brand. Someone unfamiliar with a particular product brand will ask the people around them
about that brand. The better the reviews, ratings, and reviews provided, the more trusting consumers
will be because they receive more convincing information (Nugroho et al., 2022). The results of this
research are the same as those obtained by Wu (2017), where WOM will be significantly positively
related to brand trust.

The sixth hypothesis is that service quality has a positive effect on trust. Similar to the five
previous hypotheses, this hypothesis is also accepted, as seen in Table 6. This means that good service
quality will increase consumer trust. This is natural and makes sense because, with good service quality,
consumers will feel comfortable and happy with the service, making them more confident in the
products from that brand. The results of this research strengthen that there is a positive relationship
between service quality and trust, as stated (Rasheed and Abadi, 2014).

105



Pertiwi, A.P., Nirmala, R.P., Saputri, R., & Andriawan, I.T. / Sebelas Maret Business Review 8 (2) 2023

Social media promotion, word of mouth (WOM), and service quality mediated by trust have a
significant positive influence on repurchase intention

This is different from the previous seventh hypothesis, which stated that social media
promotion with trust mediation has a significant positive influence on repurchase intention. This
hypothesis is rejected, as seen in table 6 above. This means that social media promotion indirectly,
mediated by trust, does not have a significant impact on customer repurchase intention. Finally, both
the eighth and ninth hypotheses state that word of mouth (WOM) and service quality, separately
mediated by trust, can positively affect repurchase intention. This means that WOM and service quality
can influence repurchase intention indirectly by forming and strengthening consumer trust. The results
of this research are also the same as those expressed by Prabowo et al. (2020), where service quality
and WOM indirectly affect repurchase intention. This indicates building strong trust with consumers
through a good image of WOM and improving service quality, which is very important for consumer
purchases in the future.

5. Conclusion

The increasingly mushrooming development of the coffee shop business has encouraged
owners to continue making several innovations. Several steps have been taken so consumers stay in the
coffee shop brand. These steps include carrying out attractive social media promotions, making good
use of word of mouth (WOM), and improving service quality so that consumers feel at home. This
research reveals that these steps, namely social media promotion, WOM, and service quality, have a
significant positive impact on consumer repurchase intention. Meanwhile, indirectly through trust
mediation, social media promotion results are not significant on repurchase intention. Other results,
namely WOM or service quality mediated by trust, significantly impact repurchase intention.

The results of this research have the implication that consumers do not only judge brands based
on the quality of the products they produce. In deciding on repurchase intention, consumers also assess
the social media promotion carried out, word of mouth with other consumers so that they get validation
for their assessment, and the service quality the brand provides to consumers. Building a good WOM
image and providing quality service will also increase consumer trust in the brand. This can indirectly
have an impact on customer repurchase intention. Therefore, managers must pay more attention to these
things so that consumers continue to choose their brands.

References

Aghniya, K.F. (2019), “Pengaruh Lokasi Dan Word Of Mouth (WOM) Terhadap Keputusan Pembelian (Survey
Pada Kopi Euy! (Coffe Shop) JI. Tamansari No.50 Bandung)”, Jurnal Ecodemica: Jurnal Ekonomi,
Manajemen, Dan Bisnis, No. i.

Ambasari, I. and Hendrayati, H. (2021), “Word of Mouth Marketing in Increasing the Repurchase Intention of
Private Label Products in Minimarkets”, Proceedings of the 5th Global Conference on Business,
Management and Entrepreneurship (GCBME 2020), Vol. 187, doi: 10.2991/aebmr.k.210831.112.

Armawan, I., Sudarmiatin, Hermawan, A. and Rahayu, W.P. (2023), “The effect of social media marketing,
SerQual, eWOM on purchase intention mediated by brand image and brand trust: Evidence from black
sweet coffee shop”, International Journal of Data and Network Science, Vol. 7 No. 1, doi:
10.5267/j.ijdns.2022.11.008.

Arsyalan, A.G. and Ariyanti, D.M.A. (2019), “Pengaruh Electronic Word Of Mouth (eWOM) Terhadap
Keputusan Pembelian Masyarakat Bandung Di Shopee”, International Journal of Computer Applications,
Vol. 6, doi: 10.5120/14145-2286.

Awi, Y.L. and Chaipoopirutana, S. (2014), “A Study of Factors Affecting Consumer’s Repurchase Intention
Toward XYZ Restaurant, Myanmar”, International Conference on Trends in Economics, Humanities and
Management (ICTEHM), doi: 10.15242/icehm.ed0814093.

Calvin, Tampil Purba, J., Budiono, S. and Adirinekso, G. (2021), “Influence of Price, Quality of Service and
Promotion toward Purchase Decisions at one Coffee Shop in Tangerang”, pp. 1104-1114.

Chan, B., Purwanto, E. and Hendratono, T. (2020), “Social Media Marketing , Perceived Service Quality ,
Consumer Trust and Online Purchase Intentions”, Technology Reports of Kansai University, Vol. 62 No.
10.

Ebrahim, R.S. (2020), “The Role of Trust in Understanding the Impact of Social Media Marketing on Brand
Equity and Brand Loyalty”, Journal of Relationship Marketing, Vol. 19 No. 4, doi:
10.1080/15332667.2019.1705742.

106



Pertiwi, A.P., Nirmala, R.P., Saputri, R., & Andriawan, I.T. / Sebelas Maret Business Review 8 (2) 2023

Ghozali, 1. (2018), “Aplikasi Analisis Multivariate dengan Program SPSS-Imam Ghozali-2018”, Badan Penerbit
Universitas Diponegoro.

Ghozali, I. and Latan, H. (2014), “Partial Least Squares Concepts of Methods and Applications Using the
WarpPLS 4.0, Program. Semarang, Diponegoro University Press.

Godes, D. and Mayzlin, D. (2009), “Firm-created word-of-mouth communication: Evidence from a field test”,
Marketing Science, Vol. 28 No. 4, doi: 10.1287/mksc.1080.0444.

Goyette, 1., Ricard, L., Bergeron, J. and Marticotte, F. (2010), “E-WOM scale: Word-of-mouth measurement scale
for e-services context”, Canadian Journal of Administrative Sciences, Vol. 27 No. 1, doi: 10.1002/cjas.129.

Jamil, K., Dunnan, L., Gul, R.F., Shehzad, MU, Gillani, SHM and Awan, F.H. (2022), "Role of Social Media
Marketing Activities in Influencing Customer Intentions: A Perspective of a New Emerging Era", Frontiers
in Psychology, Vol. 12, doi: 10.3389/fpsyg.2021.808525.

Lupiyoadi, R. (2013), “Manajemen Pemasaran Jasa: Berbasis Kompetensi Edisi 3”, Penerbit Salemba.

Maharani, A. and Saputra, F. (2021), “Relationship of Investment Motivation, Investment Knowledge and
Minimum Capital to Investment Interest”, Journal of Law, Politic and Humanities, Vol. 2 No. 1, doi:
10.38035/jlIph.v2i1.84.

Maslim, H. and Pasaribu, L.H. (2021), “The influences of social media marketing, service quality and EWOM on
purchase intention”, Enrichment: Journal of ..., Vol. 12.

Maulana, R.R., Cahyono, U.J. and Muqoffa, M. (2021), “Spatial distribution in the emergence of coffee shops in
Surakarta”, IOP Conference Series: Earth and Environmental Science, Vol. 778, doi: 10.1088/1755-
1315/778/1/012031.

Megautami, A. and Utomo, Y.P. (2021), “Analysis of Indonesian Coffee Exports to the United States of America
on 1996-2021 Period”, International Economics and Business Conference (IECON), Vol. 1 No. 1, pp. 1-8.

Mowen, J.C. and Minor, M. (2002), Perilaku Konsumen, Edisi Kelima, Jilid 1 Dan Jilid 2, PT Penerbit Erlangga.

Mufashih, M., Maulana, A. and Shihab, MS (2023), "The Influence of Product Quality, Electronic Word of Mouth
and Brand Image on Repurchase Intention in Coffee-To-Go Stores with Consumer Satisfaction as
Intervening Variables", International Journal of Social Service and Research, Vol. 3 No. 8, doi:
10.46799/ijssr.v3i8.498.

Nugroho, A.T., Praborin, Y. and Maulina, L. (2022), “The role of trust as an electronic word of mouthmediation
towards the interest in buying clothes onlineinKeenan Fashion in facebook application users”, Enrichment:
Journal of Management, VVol. 12 No. 5.

Parasuraman, A., Zeithaml, V.A. and Malhotra, A. (2005), “E-S-QUAL a multiple-item scale for assessing
electronic service quality”, Journal of Service Research, Vol. 7 No. 3, doi: 10.1177/1094670504271156.

Pesoa, J.A., Kristyanto, B. and Dewa, PK (2020), "Customer Loyalty in Coffee Shop: Literature Review and
Condition for The Future”, International Journal of Industrial Engineering and Engineering Management,
Vol. 2 No. 2, doi: 10.24002/ijieem.v2i2.4394.

Philip, K. (2011), “Manajemen Pemasaran edisi 13 jilid 1 dan 2”, Jakarta: Erlangga, No. 2009.

Prabowo, H., Astuti, W. and Respati, H. (2020), “Effect of Service Quality and Brand Image on Repurchase
Intention through Word of Mouth at Budget Hotels Airy Rooms”, Open Journal of Business and
Management, Vol. 08 No. 01, doi: 10.4236/0jbm.2020.81012.

Prakoso, W. and Dwiyanto, B.M. (2021), “Analisis Pengaruh Kualitas Produk, Brand Image, dan Promosi untuk
Meningkatkan Minat Beli Ulang Konsumen Rown Division di Kota Solo”, DIPONEGORO JOURNAL OF
MANAGEMENT, Vol. 10 No. 4.

Priambodo, D.A. and Farida, N. (2020), “Pengaruh E-Website Quality dan E-Service Quality terhadap E-
Repurchase Intention melalui E-Trust (Studi pada Konsumen produk fashion Lazada Mahasiswa
Universitas Diponegoro)”, Jurnal llmu Administrasi Bisnis, Vol. 9 No. 3, doi: 10.14710/jiab.2020.28113.

Rasheed, F.A. and Abadi, M.F. (2014), “Impact of Service Quality, Trust and Perceived Value on Customer
Loyalty in Malaysia Services Industries”, Procedia - Social and Behavioral Sciences, Vol. 164, doi:
10.1016/j.sbspro.2014.11.080.

Sohail, M.S., Hasan, . M and Sohail, A.S. (2020), The Impact of Social Media Marketing on Brand Trust and
Brand Loyalty: An Arab Perspective, International Journal of Online Marketing, Vol. 10.

Su, L., Swanson, S.R. and Chen, X. (2016), “The effects of perceived service quality on repurchase intentions and
subjective well-being of Chinese tourists: The mediating role of relationship quality”, Tourism
Management, Vol. 52, doi: 10.1016/j.tourman.2015.06.012.

Sundalangi, M., Mandey, S.L. and Jorie, R.J. (2014), “Kualitas Produk, Daya Tarik Iklan, dan Potongan Harga
terhadap Minat Beli Konsumen Pada Pizza Hut Manado”, Jurnal Ekonomi, Manajemen, Bisnis Dan
Akuntansi, Vol. 2 No. 1.

Suryani, I. and Syafarudin, A. (2021), “The Effect of Sales Promotion on Purchasing Decisions”, llomata
International Journal of Tax and Accounting, VVol. 2 No. 2, doi: 10.52728/ijtc.v2i2.216.

Tasya, R. and Dwiyanto, B.M. (2022), “Pengaruh Kualitas Pelayanan Dan Harga Terhadap Minat Beli Ulang Jasa
Prestige Barbershop Di Kota Sabang Dengan Kepercayaan Pelanggan Sebagai Variabel Intervening”,

107



Pertiwi, A.P., Nirmala, R.P., Saputri, R., & Andriawan, I.T. / Sebelas Maret Business Review 8 (2) 2023

DIPONEGORO JOURNAL OF MANAGEMENT, Vol. 11 No. 1.

Titawanno, L. and Martini, E. (2021), “Influence of Social Media Marketing, Word of Mouth and Advertising on
Brand Awareness and Buying Interest (Case Study of Indihome Product)”, Proceedings of the Second Asia
Pacific International Conference on Industrial Engineering and Operations Management Surakarta,
Indonesia., pp. 14-16.

Wang, L. and Wuan, F. (2014), “Factors Influencing Consumers Online Purchase Intention: A Study among
University Student in Malaysia”, The Journal of Business Inquiry, Vol. 17 No. 1.

Wu, M.S.F. (2017), “A study on the effects of Word-of-Mouth on Brand Trust in tourism industry”, Eurasia
Journal of Mathematics, Science and Technology Education, Vol. 13 No. 12, doi: 10.12973/ejmste/77904.

Yani, AS and Ngora, K. (2022), "Influence of Product Quality & Promotion on Purchase Decision with Buying
Interest as a Moderating Variable", Budapest International Research and Critics Institute-Journal (BIRCI-
Journal), Vol. 5 No. 2.

Zanjabila, Z., Sumarjo, Yudhiantoro, D., Suryono, I.A. and Amajida, A. (2023), “The Influences of Social Media
Marketing, E-Wom, and Information Quality on Purchasing Decisions through Trust as The Mediation”,
International Journal of Multidisciplinary Research and Analysis, Vol. 06 No. 04, pp. 1649-1655, doi:
10.47191/ijmralv6-i4-39.

Zuhdi, F., Windirah, N. and Maulanda, A.S. (2021), “Analysis of Indonesian Coffee Export Performance to The
Global Market Using Vector Autoregression (VAR) Approach”, Jurnal AGRISEP: Kajian Masalah Sosial
Ekonomi Pertanian Dan Agribisnis, Vol. 20 No. 2, doi: 10.31186/jagrisep.20.2.381-396.

108



