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Introduction

Abstract

This study aims to determine the Analysis of E-WOM, Product
Quality, and Brand Awareness on Purchase Intention at Babang
Redo Coffee Shop. This study is an associative study using a
quantitative approach. The population in this study were
consumers at Babang Redo Coffee Shop per month, namely 2,100
people. Determination of the sample using the Slovin formula and
a precision level of 10%, from a population of 2,100 people, the
number of samples needed is 100 respondents. Sampling in this
study was determined by the Slovin formula, and the analysis
technique used the Multiple Linear Regression Analysis technique.
The data used in this study are primary and secondary data. Data
collection in this study was carried out using interview techniques,
questionnaire distribution techniques and library techniques. The
results of the study show that the E-WOM variable has a positive
and insignificant effect on Purchase Intention, the Product Quality
variable has a positive and significant effect on Purchase Intention,
the Brand Awareness variable has a positive and significant effect
on Purchase Intention, and E-WOM, Product Quality and Brand
Awareness have an effect on Purchase Intention of Babang Redo
Coffee.Based on the test results it can be concluded thatlt is
important for Babang Redo Coffee to pay attention to Product
Quality and Brand Awareness which are the determinants of
Purchase Intention.

Keywords: E-WOM, Product Quality, Brand Awareness, Purchase

Intention

The public in general can see the great potential of the culinary industry business,
especially as itis today in the digital era. The culinary industry is also commonly referred
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to as the food and beverage industry. Coffee is a drink that is generally routinely
consumed by the Indonesian people, especially in the morning before starting activities.
A place to enjoy coffee, coffee shops have also begun to evolve from what was originally
a traditional coffee shop such as a coffee shop, to a coffee shop that not only sells the taste
of processed coffee products, but also sells a comfortable atmosphere for socializing or
working.

Babang Redo Coffee. Redo started as a micro business, a coffee roastery in Manado city.
Starting its first production in mid-2019, Redo focuses on carrying Arabica and Robusta
coffee from local plantations in North Sulawesi.Based on the results of a previous survey
by the author with the coffee shop manager, from January 2024 to the end of August
2024, Babang Redo Coffee only had around 2,628 visitors. The coffee shop manager also
explained that there were several other business phenomena in the Babang Redo Coffee
coffee shop, namely: the coffee shop marketing management was not managed properly
and caused brand awareness in the community regarding the Babang Redo Coffee coffee
shop to be still low.Another factor that also influences the low brand awareness of the
public towards Babang Redo Coffee is the location of the coffee shop which is in a place
that is difficult to be known by visitors, especially college students. The location of the
coffee shop is not strategic enough, so that many people still do not know the Babang
Redo Coffee shop.

Hidayatullah & Dirgantara (2018); Wijaksono et al. (2022); Yunikartika & Harti (2022)
said that E-WOM has a positive and significant effect on purchase intention. Meanwhile,
another study by Prastyo et al. (2018) stated that E-WOM has a negative and insignificant
effect on purchase intention.

Product quality is said to have an effect on purchasing intentions, which is symbolized
as variable Y. This is supported by research by Winarsih, Mandey, and Wenas (2022),
which found that although product quality, such as food quality, has an effect on
purchasing decisions, in some cases this effect may not be significant.

Briliana & Juli Silaen (2019); Maulana et al. (2022); Ningtiyas & Hidayat (2021) said that
brand awareness has a positive and significant effect on purchase intention. Meanwhile,
according to research by Azzari & Pelissari (2020), brand awareness does not have a
direct effect on purchase intention.

Based on the business phenomenon and research gap, the author sees that there is still
room to complete the previous research gap. For that reason, the author is interested and
wants to research again through "The Influence of E-WOM, Product Quality, and Brand
Awareness on Purchase Intention at Babang Redo Coffee Shop".

Research purposes

1. To find out the influence of E-WOM, Product Quality, Brand Awareness on
Purchase Intention of Babang Redo Coffee Shop?

2. To find out the influence of E-WOM on Purchase Intention of Babang Redo Coffee
Shop?

3. To find out the effect of Product Quality on Purchase Intention of Babang Redo
Coffee Shop?
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4. To find out the influence of Brand awareness on Purchase Intention of Babang
Redo Coffee Shop?

Overview of Insecurity in Nigeria
Marketing Management

(Kotler & Keller, 2021) Marketing can also be defined as a company function to
identify unmet market needs and wants, measure the size and potential profits,
determine target markets that can be served well, decide on products and
programs that are appropriate to the target market, and call on company
members to think and serve consumers.

So it can be concluded that marketing is a science that studies how to set prices,
promotions, and distribution of a product or service by creating, offering, and
exchanging it with target consumers.

Consumer Behavior

Keller & Kotler (2015) said a study that explains how individuals or groups
choose, use, and dispose of products, services, and experiences to satisfy personal
needs and desires is also called consumer behavior. So it can be concluded that
consumer behavior is the action of a person or group in choosing, buying,
assessing, and spending products and services that are expected to meet the
needs of the consumer.

Purchase Intention

Purchase Intentionor customer purchase intention is the result of subjective
assessment by customers after evaluating a product or service (Schiffman &
Wisenblit, 2015). It can also be said that purchase intention is the customer's
willingness to consider or think about purchasing a product or service. In Mirabi
et al. (2015) purchase intention is a form of decision making carried out by
consumers to learn the reasons for purchasing the product or service.

IndicatorPurchase Intention

Willingness to Purchase, Repurchase Consideration, Product Recommendation,
Purchase Priority and Price Satisfaction.

Electronic Word of Mouth (E-WOM)

E-WOMis informal communication directed to consumers through internet-
based technology related to the usefulness and characteristics of goods or services
offered by sellers (Cheng et al., 2021). Platforms such as E-WOM include social
media (Facebook, WeChat, discussion forums), online review websites
(TripAdvisor, Zomato), and e-commerce websites (Amazon, Taobao) (Wang et
al., 2018).
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Electronic Word of Mouth (E-WOM) Indicator

Frequency of Online Reviews, Information Relevance and Trust in Online
Reviews.

Product Quality

Wijaya (2018:9) defines the quality of goods/services as the totality of the
combined characteristics of goods/services according to marketing, engineering,
production, and maintenance which make the goods and services used meet
consumer expectations.

Product Quality Indicators

Conformity to Consumer Expectations, Product Reliability, Product Durability,
Product Safety, and Product Aesthetics.

Brand

The American Marketing Association (1960) explains that a brand is a name, term,
sign, symbol, design, or a combination of all of these, which aims to identify the
goods or services of one seller and can also differentiate them from other
competing products. Meanwhile, in the book by Keller & Kotler (2021) many
practicing managers agree that the definition of a brand is more than that. A
brand is something that has created awareness, reputation, prominence, and
others in the market.

Brand Equity

Fagundes et al. (2022) brand equity can be defined as a set of tools and obligations
related to a brand (name and logo) that can add or subtract the value of a product
or service to a company or from a company. According to Aaker & Joachimsthaler
(2000), brand equity is divided into four dimensions, namely brand awareness,
perceived quality, brand association, and brand loyalty.

Brand Awareness

Brand awareness can be defined as the ability of a brand to first appear in the
mind of a potential consumer when he thinks of a product and how easily the
brand is released. So it can be concluded that brand awareness is the ability of a
potential consumer to recognize a brand when thinking of certain product
categories (Kotler & Keller, 2021).

Previous Research

Siwi, Mandey, Ogi (2023) in a study entitledInfluence of Product Innovation,
Product Quality, Price and Promotion on Brand awareness PT. Wuling Kumala
Tomohon. The results of the study showed thatProduct innovation, product
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quality, price, and promotion have a significant positive effect on brand
awareness.

Rantung, Mandey, Roring (2022) in this study entitled The Influence of E-WOM
and Service Quality on Consumer Visiting Decisions at Onairlook
Barbershop.The results of the study showed thatE-WOMand service quality has
a significant influence on consumer visiting decisions.

Rilya, Mandey, Wenas (2021) in this study entitled Effect of Brand Image, Product
Quality, and Social Media on Consumer Purchase Intentions of Kokumi's
Contemporary Drinks. The results of the study showed that brand image did not
have a significant effect, but product quality and social media had an effect on
purchase intentions.

Nurmono (2022)in his research entitledThe Influence of Price and Brand Image
on Burger King Purchasing Decisions at Botani Square Bogor. The research results
show that there ispartial results price has a negative and significant effect on
purchasing decisions. While brand image has a positive and significant effect on
purchasing decisions and simultaneously price and brand image have a positive
and significant effect on purchasing decisions.

Research Model and Hypothesis.

Research Model
Som
\\
\\
\\
N
H3 b Purchase Intention
Kualltas Produk (€2) P,
//'
/// A
H4 ’//
//
Brand Awareness ‘//
(x3)
H1

Figure 1. Research Model
Source: Results of Theoretical and Empirical Studies, 2024
Hypothesis

H1: Electronic Word of Mouth (E-WOM), Product Quality, and Brand Awareness
have a significant influence on Purchase Intention at Babang Redo Coffee Shop.

H2: Electronic Word of Mouth (E-WOM) has a significant positive influence on
Purchase Intention at Babang Redo Coffee Shop.
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H3: Product Quality has a significant positive influence on Purchase Intention at
Babang Redo Coffee Shop.

H4: Brand Awareness has a significant positive influence on Purchase Intention
at Babang Redo Coffee Shop

Methodology

The research method is a scientific way to collect original and accurate data with specific
purposes and uses. The data obtained is developed and used to prove a certain
knowledge so that the knowledge can be used to understand, prevent, and solve
problems (Sugiyono, 2018). This study uses a quantitative approach that tests
hypotheses by examining the causal relationship between variables.

Location and Place of Research

The location used as a research site is inBabang Redo Coffee Shop in the Megamas
Manado area.

Method of collecting data

The data collection technique used is through a questionnaire. In this study, the
questionnaire was submitted to respondents, namely consumers of Babang Redo Coffee
Shop.The data used isprimary data and secondary data.

Population and Research Sample

Random sampling was used in this study.Sugiyono (2015: 124) random sampling is a
sampling technique based on randomness, namely anyone who meets the researcher by
chance/coincidence can be used as a sample, if it is considered to see someone who
accidentally met then it is appropriate as a data source. By using the Slovin formula and
a precision level of 10%, from a population of 2,100 people, the number of samples
needed is 100 respondents.

Research Instrument Scale

According to Sugiyono (2019), the Likert scale is used to measure attitudes, opinions,
and perceptions of individuals or groups regarding social phenomena. In this study, the
Likert scale ranges from 1-5, which includes respondents' answers in five categories,
namely strongly agree (5), Agree (4) Undecided (3), Disagree (2) and Strongly Disagree
(1).

Operational Definition of Variables and Indicators.

1. E-WOM is informal communication directed to consumers through internet-based
technology related to the usefulness and characteristics of goods or services offered by
sellers (Cheng et al., 2021). Indicators: Frequency of Online Reviews, Relevance of
Information, Trust in Online Reviews.

2. The quality of goods/services is the whole combination of characteristics of
goods/services according to marketing, engineering, production, and maintenance that
make the goods and services used meet consumer expectations Wijaya (2018:9).
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Indicators: Conformity to Consumer Expectations, Product Reliability, Product
Durability, Product Safety, Product Aesthetics.

3. Brand Awarenessis the ability of potential consumers to remember and recognize
that a brand is part of a certain product category. Indicators: Brand Recognition, Brand
Recall, Brand Association.

4. Purchase Intentionis the result of an assessment conducted subjectively by
customers after evaluating a product or service. Indicators: Willingness to Buy,
Repurchase Consideration, Product Recommendations, Purchase Priorities, Price
Satisfaction.

Results and Discussion
Research result
Validity and Reliability Test of Questionnaire

Table 1.Results of Validity and Reliability Test of Questionnaire

Variables Statement Sig Status | Cronbach Alpha Status
E-WOM X1.1 0.860 Valid 0.947 Reliable
X1.2 0.906 Valid Reliable
X1.3 0.852 Valid Reliable
X1.4 0.894 Valid Reliable
X1.5 0.901 Valid Reliable
X1.6 0.922 Valid Reliable
Product X2.1 0.760 Valid 0.890 Reliable
Quality X2.2 0.773 Valid Reliable
X2.3 0.765 Valid Reliable
X2.4 0.697 Valid Reliable
X2.5 0.645 Valid Reliable
X2.6 0.752 Valid Reliable
X2.7 0.676 Valid Reliable
X2.8 0.684 Valid Reliable
X2.9 0.727 Valid Reliable
X2.10 0.725 Valid Reliable
Brand X3.1 0.758 Valid 0.772 Reliable
Awareness X3.2 0.741 Valid Reliable
X3.3 0.719 Valid Reliable
X3.4 0.679 Valid Reliable
X3.5 0.538 Valid Reliable
X3.6 0.731 Valid Reliable
Buying Y.1 0.723 Valid 0.863 Reliable
decision Y.2 0.756 Valid Reliable
Y.3 0.661 Valid Reliable
Y.4 0.763 Valid Reliable
Y.5 0.708 Valid Reliable
Y.6 0.728 Valid Reliable
Y.7 0.669 Valid Reliable
Y.8 0.724 Valid Reliable
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Source: SPSS 27 data processing, 2024

Table 1 shows the validity and reliability test of respondents. Based on the results of the
study, it shows that the items of the variable statements are declared valid because the
correlation value has a significance value of less than 0.1966. The reliability test has a
cronbach alpha value greater than 0.6 so that it can be stated that each statement is
declared reliable.

Normality Test Results

Normal P -P Plot of Regression Standardized Residual

Dependent Variabel: Purchase Intention

o8

o5

0.4

Expected Cum Prob

[+Xx] 02 0.4 (K-} o8 1.0

Observed Cum Prob
Figure 2.NormalPP Plot of Regression Standardized Residual
Source: SPSS 27 data processing, 2024

Figure 2 shows that there are no problems with the normality test because based on the
graph above, the coordinate points between the observation values and the data follow
the diagonal line, so it can be concluded that the data has normally distributed data.

Heteroscedasticity Test

Scatterplot
Dependent Variabel: Purchase Intention
3
L]

= . °
3
z @ ° .
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Regression Standardized Predicted Value
Figure 3. ResultsScatterplot
Source: SPSS 27 data processing, 2024

Figure 3 shows that the heteroscedasticity test shows points that are spread randomly
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and no clear pattern is formed and in the distribution of these points they are spread
below and above the number 0 on the Y axis. This indicates that there is no
heteroscedasticity in the regression model, so the data is suitable for use.

Multicollinearity Test

Table 2. ResultsCollinearity Model
Model Collinearity Statistics

Tolerance VIF
(Constant)
1 E-WOM 967 1,034
Product Quality 295 3.389
Brand Awareness 294 3.405

Table 2 shows that there is no symptom of multicollinearity if the VIF value <10 The
calculation results produce a value below 1, so it can be concluded that there is no
symptom of multicollinearity in the regression model. In addition, it can be seen that the
tolerance value is greater than 1, so it can be concluded that there is no symptom of
multicollinearity.

Multiple Linear Regression Analysis

Table 3.Multiple Linear Regression Results

Unstandardized Standardized Collinearity
Model Coefficients Coefficients T Sig. Statistics
B Std. Error Beta TOeranc VIF
(Constant) 6,399 1,971 3.247 | .002
E-WOM .054 .041 .083 1,323 | .189 | .967 |1,034
1 Product Quality 261 .083 .357 3.137 | .002 | .295 |3.389
Brand 574 145 453 3.972 | .000 | 294 |3.405
Awareness
F Sig
Model Sum of Df Mean Square
Squares
Regression 986,517 3 328,839 55,352| .000b
Residual 570,323 96 5,941
Total 1,556,840 99

Source: SPSS 27 data processing, 2024

Regression Equation Y = 6,399 + 0.054 X1 + 0.261 X2 + 0.574 X3 illustrates that the
independent variables E-WOM (X1), Product Quality (X2) and Brand Awareness (X3) in
the regression model can be stated if one independent variable changes by 1 (one) and
the others are constant, then the change in the dependent variable Purchase Intention
(Y) is the value of the coefficient (b) of the value of the independent variable. Constant
(o) of 6,399 gives the understanding that if E-WOM (X1), Product Quality (X2) and Brand
Awareness (X3) simultaneously or together do not experience any change or are equal
to zero (0), then the amount of Purchase Intention (Y) is 6,399 units.
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Correlation Coefficient (R) and Determination Coefficient (R2)

Table 4.Results of Correlation Coefficient (R) and Determination Coefficient (R2)

Model

R R Square | Adjusted R Square | Std. Error of the Estimate

.796a .634 .622 243,739

Source: SPSS 27 data processing, 2024

Table 4 Correlation Coefficient test results are seen from the results of the R section,
which shows a value of .796. This means that the relationship between independent
variables X1, X2, X3 and the dependent variable Y is 0.796 or 79.6%. This result explains
that the relationship between independent variables and the dependent variable is
grouped as a close or strong relationship. Table 4 shows that the R Square value of 0.634
means that 63.4% of the Purchasing Decision can be influenced or explained by variables
X1, X2, and X3. While the other 36.6% is influenced by other variables that are not
studied.

Based on the results of the statistical test, it is known that the t-count value of 1.323 is
smaller than the t-table (1.660) and the significance value of 0.189 is greater than 0.05.
This shows that E-WOM has a positive but insignificant influence on Purchase Intention.
Therefore, the hypothesis that E-WOM significantly influences Purchase Intention is
rejected (HO is accepted, Ha is rejected).

Based on the statistical test, the t-value for Brand Awareness is 3.972, which is greater
than the t-table (1.660), with a significance value of 0.000 which is smaller than 0.05. This
indicates that Brand Awareness has a positive and significant influence on Purchase
Intention. Thus, the third hypothesis is accepted (Ha is accepted, HO is rejected),
implying that an increase in Brand Awareness significantly drives an increase in
Purchase Intention.

Discussion

The Influence of E-WOM on Purchase Intention

The results of the study showed thatbased on the data described in the regression model,
the E-WOM coefficient of 0.054 shows a positive influence on Purchase Intention,
although not significant. This result shows that although E-WOM plays a role in
increasing Purchase Intention, the factor is not strong enough compared to other
variables, such as Brand Awareness and Product Quality.This finding is in line with
previous research.Zhang et al. (2019) found that the influence of E-WOM on Purchase
Intention tends to weaken when faced with very diverse and complex product
information.

InfluenceProduct Quality on Purchase Intention

The results of this study indicate thatthe influence of product quality on purchase
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intention is significant, or has a real impact on increasing consumer decisions to
purchase the product.This finding is supported by several previous studies,Ali et al.
(2021) showed that product quality plays a key role in increasing Purchase Intention in
the consumer goods sector, especially in competitive markets where consumers have
many choices of similar products. They found that positive perceptions of product
quality increase trust and build a stronger brand image, so that consumers are more
motivated to buy.

InfluenceBrand Awarenessagainst Purchase Intention

The results of this study indicate thatBrand Awarenesson purchase intention is positive
and significant, so statistically it can be concluded that the alternative hypothesis (Ha) is
accepted and the null hypothesis (HO) is rejected.This finding is supported by several
previous studies.Huang and Sarigollii (2020) showed that Brand Awareness increases
Purchase Intention by strengthening consumer trust in brands, especially in product
categories that require high trust such as health and beauty products.

The Influence of E-WOM, Product Quality, andBrand Awarenessagainst Purchase
Intention

The results of the study showed thatBased on statistical analysis, it was found that the
calculated F value of 55352 with a significance value of 0.000 indicates that
simultaneously, the three independent variables (X1, X2, and X3) have a significant effect
on purchase intention (Y). This means that changes that occur in the E-WOM, product
quality, and Brand Awareness variables will directly affect consumer purchasing
decisions. In addition, the R Square value of 0.634 indicates that 63.4% of purchasing
decisions can be explained by the three variables, indicating a strong and significant
relationship between these variables and purchase intention.This finding is supported
byCheung and Thadani (2012) emphasized that E-WOM has a significant impact on
purchasing decisions because it can strengthen consumer trust, especially in complex or
expensive products

Conclusion

1. E-WOM, Product Quality and Brand Awareness influence Purchase Intention of
Babang Redo Coffee.

2. E-WOMhas a positive and insignificant effect on Purchase Intention of Babang
Redo Coftfee.

3. Product quality has a positive and significant effect on Purchase Intention of
Babang Redo Coffee.

4. Brand Awarenesshas a positive and significant effect on Purchase Intention of
Babang Redo Coffee.

Suggestion

1. It is important for Babang Redo Coffee to pay attention to Product Quality and
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Brand Awareness which are the determinants of Purchase Intention.
2. For further researchers, it is recommended to expand the scope of research with
larger objects.

References

1. Aaker, D. A. (1991). Managing brand equity: capitalizing on the value of a brand name. Free
Press.

2. Aaker, D. A., & Joachimsthaler, E. (2000). Brand leadership. Free Press.

3. Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50(2), 179-211. https://doi.org/10.1016/0749- 5978(91)90020-T

4. Ajzen, L. (2005). Attitudes, Personality and Behavior (T. Manstead, Ed.; 2nd ed., Vol. 5). Open
University Press.

5. Ajzen, 1., & Fishbein, M. (1975). A Bayesian analysis of attribution processes. Psychological
Bulletin, 82(2), 261-277.

6. Ali, H. (2019). Building Repurchase Intention and Purchase Decision: Brand Awareness and
Brand Loyalty Analysis (Case Study Private Label Product in Alfamidi Tangerang). Saudi
Journal of Humanities and Social Sciences, 04(09), 623-
634 .https:/ /doi.org/10.36348 /SJHSS.2019.v04i09.009

7. American Marketing Association. (1960). Marketing definitions: A glossary of marketing terms.
American Marketing Association.

8. Azzari, V., & Pelissari, A. (2020). Does Brand Awareness influence purchase intention? The
mediating role of brand equity dimensions. Brazilian Business Review, 17(6), 669-
685.https:/ /doi.org/10.15728 /BBR.2020.17.6.4

9. Babic¢ Rosario, A., de Valck, K., & Sotgiu, F.(2020). Conceptualizing the electronic word-of-
mouth process: What we know and need to know about eWOM creation, exposure, and
evaluation. Journal of the Academy of Marketing Science, 48(3), 422-
448.https:/ /doi.org/10.1007/s11747-019-00706-1

10.Baldwin, W. (2018). The restauranteurship of Hong Kong's premium Japanese restaurant
market. International Hospitality Review, 32(1), 8-25.https://doi.org/10.1108 /IHR-07-2018-
0004

11.Briliana, V., & Juli Silaen, N. (2019, August 5). Creating Purchase Intention Through Positive
Electronic WOM, Brand Attitude, Satisfaction, and Brand Awareness. Case of Wardah
Exclusive Lip Cream on Instagram.https://doi.org/10.4108/eai.6-12-2018.2286282

12.Cheng, X., Gu, Y., Hua, Y., & Luo, X. (Robert). (2021). The Paradox of Word-of-Mouth in Social
Commerce: Exploring the Juxtaposed Impacts of Source Credibility and Information Quality
on SWOM Spreading. Information & Management, S8(7),
103505.https://doi.org/10.1016/j.im.2021.103505

13.Curvelo, ICG, Watanabe, E. A. de M., & Alfinito, S. (2019). Purchase intention of organic food
under the influence of attributes, consumer trust and perceived value. Revista de Gestao,
26(3), 198-211.https://doi.org/10.1108/REGE-01- 2018-0010

14.Dabbous, A., & Barakat, K. A. (2020). Bridging the online offline gap: Assessing the impact of
brands' social network content quality on Brand Awareness and purchase intention. Journal
of Retailing and Consumer Services, 53,

Volume: 1 | Number: 2 (2024) December 36 Journal of Fintech, Business, and Development



5 Economic Journals

101966.https://doi.org/10.1016/j.jretconser.2019.101966

15.Dall'Olmo Riley, F. (2016). The Routledge Companion to Contemporary Brand Management (F.
Dall'Olmo Riley, J. Singh, & C. Blankson, Eds.; 1st ed.). Routledge.

16.eMarketer Report. (2022). Global SocialNetwork Users
2022.https:/ /www.insiderintelligence.com/content/global-social-network-users- 2022

17.Fagundes, L., Gomes-e-Souza Munaier, C., & Crescitelli, E. (2022). The influence of social
media and brand equity on  business-to-business marketing. Revista de
Gestao.https:/ /doi.org/10.1108 /REGE-07-2021-0114

18.Fenetta, A., & Keni, K. (2020). The Influence of Brand Awareness and Perceived Quality on
Purchase Intention: Brand Loyalty as a Mediating Variable. Journal of Business Management
and Entrepreneurship, 4(6), 270.https://doi.org/10.24912/jmbk.v4i6.9792

19.Fauzi, MA, Nya-Ling, CT, Thurasamy, R., & Ojo, AO (2018). An integrative model of knowledge
sharing in Malaysian Higher Learning Institute. Kybernetes, 47(5), 1031-
1052.https://doi.org/10.1108/K-10-2017-0388

20.Ferdinand, A. (2002). Development of purchase interest of extension brands (3rd ed.).
Diponegoro University Publishing Agency.

21.Firdayulia, A., & Jamiat, N. (2021). The influence of electronic word of mouth on purchasing
interest in Kopi Tuku shops. Journal of Communication and Business, 8(2).

22.Foroudi, P., Dinnie, K., Kitchen, P.J., Melewar, T.C., & Foroudi, M.M. (2017). IMC antecedents
and the consequences of planned brand identity in higher education. European Journal of
Marketing, 51(3), 528-550.https://doi.org/10.1108/EJM-08-2015-0527

23.Ghozali, I. (2014). SEM Alternative Method using Partial Least Squares (PLS) (4th ed.).
Diponegoro University Semarang.

24.Guha, S., Mandal, A., & Kujur, F. (2021). The social media marketing strategies and its
implementation in promoting handicrafts products: a study with special reference to Eastern
India. Journal of Research in Marketing and Entrepreneurship, 23(2), 339-
364 .https://doi.org/10.1108/JRME-07-2020-

25.Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M., Danks, N.P., & Ray, S. (2021). Partial Least
Squares Structural Equation Modeling (PLS-SEM) Using R. Springer International
Publishing.https:/ /doi.org/10.1007/978-3-030-80519-7

26.Hair, J.F., Page, M., & Brunsveld, N. (2020). Essentials of Business Research Methods (4th
ed.). Routledge.

27.Hajli, N. (2019). The impact of positive valence and negative valence on social commerce
purchase intention. Information Technology & People, 33(2), 774—
791.https:/ /doi.org/10.1108/ITP-02-2018-0099

28.Hanaysha, J.R. (2018). An examination of the factors influencing consumer's purchase
decisions in the Malaysian retail market. PSU Research Review, 2(1), 7-
23.https://doi.org/10.1108 /PRR-08-2017-0034

29.Handarkho, Y.D. (2020). Impact of social experience on customer purchase decisions in the
social commerce context. Journal of Systems and Information Technology, 22(1), 47-
71.https://doi.org/10.1108/JSIT-05-2019-0088

30.Harun, A., Prybutok, G., & Prybutok, V. (2018). Do millennials in the USA care about the fast
food industry's involvement in corporate social responsibility? Young Consumers, 19(4), 358—-

Volume: 1 | Number: 2 (2024) December 37 Journal of Fintech, Business, and Development



5 Economic Journals

381.https:/ /doi.org/10.1108/YC-02-2018-00776

31.Hassan, H., Pourabedin, Z., Sade, A. B., & Chai, J. (2018). Loyalty membership for luxury
hotels in  Malaysia. International Journal of Tourism Cities, 4(2), 179-
193.https:/ /doi.org/10.1108 /IJTC-01-2017-0004

32.Hidayatullah, MR, & Dirgantara, IMB (2018). The influence of electronic word of mouth,
celebrity endorsement, social media marketing on purchase intention with brand image as an
intervening variable (Study on Levi's fashion products in Semarang City). Journal of
Management , 7(4), 1-10.

33.Hult, G.T.M., Mena, J.A., Ferrell, O.C., & Ferrell, L. (2011). Stakeholder marketing: a definition
and conceptual framework. AMS Review, 1(1), 44-65.https://doi.org/10.1007/s13162-011-
0002-5

34.Ismagilova, E., Dwivedi, Y. K., Slade, E., & Williams, M. D. (2017). Traditional Word-of-Mouth
(WOM) (pp. 515).https://doi.org/10.1007/978-3-319-52459- 7_2

35.Ismail, IJ, & Changalima, IA (2022). Thank you for sharing! Unraveling the perceived
usefulness of word of mouth in public procurement for small and medium enterprises.
Management Matters.https://doi.org/10.1108/ MANM-01-2022-0005

36.1Iyer, P., Davari, A., & Paswan, A. (2016). Green products: Altruism, economics, price fairness
and purchase intention. Social Business, 6(1), 39—
64.https://doi.org/10.1362/204440816X14636485174912

37.Jamali, M., & Khan, R. (2018). The Impact of Consumer Interaction on Social Media on Brand
Awareness and Purchase Intention. Case Study of Samsung.

38.Journal of Marketing & Logistics, 1(1), 114-
129.http://jml.kasbit.edu.pk/Current%20Issue/Page%20114%20-129.pdf

39.Juliana, J., Pramezwary, A., Yudistira, IGAA, Pramono, R., & Situmorang, JMH (2021). The
Effect of Advertising and Service Quality on Consumer Purchase Intention Hotels: An
Experimental Study. Webology, 18(2), 815-
831.https:/ /doi.org/10.14704 /WEB/V1812/WEB18356

40.Keller, K. L., & Brexendorf, T. O. (2019). Measuring Brand Equity (pp. 1409- 1439). Springer
Reference Wirtschaft.https://doi.org/10.1007 /978-3-658-13342-9_72

41.Keller, K. L., & Kotler, P. (2015). Marketing Management (15th, Global ed.).Pearson.

42.Keller, K. L., Parameswaran, A. M. G., & Jacob, I. (2015). Strategic Brand Management:
Building, Measuring, and Managing Brand Equity (4th ed.). Pearson India Education Services
Pvt.https://jdih.kemenparekraf.go.id / katalog-1-produk-law

43.Kotler, P., & Keller, K. L. (2017). Marketing Management (15th ed.). Pearson. Kotler, P., & Levy,
S. J. (1969). Broadening the Concept of Marketing. Journal of Marketing, 33(1),
10.https://doi.org/10.2307/1248740

44.Krejcie, R. v, & Morgan, D. W. (1970). Determining sample size for research activities.
Educational and Psychological Measurement, 607-610.

45.Kurniasari, M., & Budiatmo, A. (2018). The influence of social media marketing, marketing,
Brand Awareness on purchasing decisions with purchase interest as an intervening variable
J.Co donuts & coffee Semarang. Journal of Business Administration, 7(3), 152-159.

46.Kusawat, P., & Teerakapibal, S. (2022). Cross-cultural electronic word-of-mouth: a systematic
literature review. Spanish Journal of Marketing - ESIC.https://doi.org/10.1108/SJME-06-

Volume: 1 | Number: 2 (2024) December 38 Journal of Fintech, Business, and Development



5 Economic Journals

2021-0116

47.Latan, H., & Noonan, R. (2017). Partial Least Squares Path Modeling. Springer International
Publishing.https://doi.org/10.1007/978-3-319-64069-3

48.Lee, JE, Goh, ML, & Mohd Noor, MN bin. (2019). Understanding purchase intention of
university students towards skin care products. PSU Research Review, 3(3), 161-
178.https:/ /doi.org/10.1108/PRR-11-2018-0031

49.Martin-Fuentes, E., Mellinas, J.P., & Parra-Lopez, E. (2021). Online travel review rating scales
and effects on hotel scoring and competitiveness. Tourism Review, 76(3), 654-
668.https:/ /doi.org/10.1108/TR-01-2019-0024

50.Maulana, A., Solihat, A., Trijumansyah, A., Adhirajasa Reswara Sanjaya, U., & Jakarta, U.
(2022). Increasing consumer interest in buying Mas Jay Bandung meatballs through social
media marketing and brand awareness. 3(1), 2022.

51.Mehyar, H., Saeed, M., & Baroom Ali Al-Ja'afreh, H. (2020). The Impact of Electronic Word of
Mouth on Consumers Purchasing Intention. Journal of Theoretical and Applied Information
Technology, 98(2), 183-193.http:/ /www.jatit.org/volumes/Vol98No2 /2Vol98No2.pdf

52.Michelle, P. Yu. (2018). Electronic word of mouth influence on consumer purchase intention.
Journal of Fundamental and Applied Sciences, 10(39), 126-141.
https:/ / /www.ajol.info/index.php/jfas/article/view /171488

53.Mirabi, V., Akbariyeh, H., & Tahmasebifard, H. (2015). A Study of Factors Affecting on
Customers Purchase Intention Case Study: the Agencies of Bono Brand Tile in Tehran. Journal
of Multidisciplinary Engineering Science and Technology, 2(1), 267-273.
http:/ /www.jmest.org/wpcontent/uploads/JMESTN42350395.pdf

54.Naujoks, A., & Benkenstein, M. (2020). Who is behind the message? The power of expert
reviews on eWOM platforms. Electronic Commerce Research and Applications, 44,
101015.https://doi.org/10.1016/j.elerap.2020.101015

55.Ningtiyas, G., & Hidayat, C.W. (2021). The influence of beauty vlogger as electronic word of
mouth on purchase intention of Wardah cosmetic products with Brand Awareness as a
mediating variable. Journal of Management Student Research, 8. Noorlitaria, AG, Pangestu,
FR, Fitriansyah, Surapati, U., & Mahsyar, S. (2020). How does Brand Awareness affect
purchase intention in medication by perceived quality and brand loyalty. Journal of Critical
Reviews, 7(02).https://doi.org/10.31838/jcr.07.02.20

56.Nurita, A. (2022). Condition of Food and Beverage Processing Industry in Indonesia.
https:/ /www.djkn.kemenkeu.go.id /younwil-North Sulawesiegoofing off/baca-
article/ 15588/ Condition-of-Food-and-Beverage-Processing-Industry-in-Indonesia.html.

57.Nuseir, M.T. (2019). The impact of electronic word of mouth (E-WOM) on the online purchase
intention of consumers in the Islamic countries — a case of (UAE). Journal of Islamic Marketing,
10(3), 759-767 .https://doi.org/10.1108 /JIMA-03-2018-0059.

58.Panjaitan, R. (2018). Marketing Management (Sukarno, Ed.). Sukarno Pressindo. Pena-Garcia,
N., Gil-Saura, I., Rodriguez-Orejuela, A., & Siqueira-Junior, J.

59.R. (2020). Purchase intention and purchase behavior online: A cross-cultural approach.
Heliyon, 6(6), €04284 .https://doi.org/10.1016/j.heliyon.2020.e04284

60.Pina, R., & Dias, A. (2021). The influence of brand experiences on consumer-based brand
equity. Journal of Brand Management, 28(2), 99-115.https://doi.org/10.1057 /s41262-020-
00215-5

Volume: 1 | Number: 2 (2024) December 39 Journal of Fintech, Business, and Development



5 Economic Journals

61.Prastyo, NA, Suharto, A., & Tyas, WM (2018). The influence of E-WOM (electronic word of
mouth) and price on purchase interest in online shops. Journal of Economics.

62.Preston, C. C., & Colman, A. M. (2000). Optimal number of response categories in rating scales:
reliability, validity, discriminating power, and respondent preferences. Acta Psychologica,
104(1), 1-15.https://doi.org/10.1016/S0001-6918(99)00050-5

63.Mr.A., Santoso, T.I., Asbari, M., Ilham, D., & Sunarsi, D. (2021). Education Research
Quantitative Analysis for Little Respondents: Comparing of Lisrel, Tetrad, GSCA, Amos,
SmartPLS, WarpPLS, and SPSS. Journal of Teacher Studies and Learning, 4(2), 335-351.

64.Rahman, MS, Hossain, MA, Rushan, MRI, Hoque, MT, & Hassan, H. (2020). Conceptualizing
online fashion brand recognition: scale development and validation. Spanish Journal of
Marketing - ESIC, 24(1), 73-96. https://doi.org/10.1108/SIJME-10-2019-0080 Ratchford, B.
T. (2020). The history of academic research in marketing and its implications for the future.
Spanish Journal of Marketing - ESIC, 24(1), 3-36.https://doi.org/10.1108/SJME-11-2019-
0096

65.Rosen, E. (2002). The Anatomy of Buzz: How to Create Word-of-Mouth Marketing (1st ed.).
Doubleday.

06.Satish, K., Venkatesh, A., & Manivannan, A.S.R. (2021). Covid-19 is driving fear and greed in
consumer behavior and purchase patterns. South Asian Journal of Marketing, 2(2), 113-
129.https:/ /doi.org/10.1108/SAIJM-03-2021-0028

67.Schiffman, L. G., & Wisenblit, J. (2015). Consumer Behavior (11th, Global ed.).Pearson
Education.

68.Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill- Building Approach
(7th ed.). John Wiley & Sons.

69.Serra-Cantallops, A., Ramon-Cardona, J., & Salvi, F. (2018). The impact of positive emotional
experiences on eWOM generation and loyalty. Spanish Journal of Marketing - ESIC, 22(2),
142-162.https://doi.org/10.1108/SIME-03-2018-0009

70.Shahid, Z., Hussain, T., & Azafar, F. (2017). The Impact of Brand Awareness on Consumers'
Purchase Intention. Journal of Marketing and Consumer Research,
33.https://core.ac.uk/download /pdf/234694288.pdf

71.Shamsuddin,MF, Hassan, S., Ishak, MF, & Ahmad, Z. (2020). Study of Purchase Intention
Towards Skin Care Products Based on Brand Awareness and Brand Association. Journal of
Critical Reviews, 7(16), 990-996.
https:/ /ir.unikl.edu.my/jspui/bitstream/123456789/25103 /1 /Study%200f%20purchase%
20intention%20towards%20skin%20care%20products%20based%
200n%20brand%20awareness%20and%20brand%20association.pdf

72.Siddiqui, MS, Siddiqui, UA, Khan, MA, Alkandi, IG, Saxena, AK, & Siddiqui, JH (2021).
Creating Electronic Word of Mouth Credibility through Social Networking Sites and
Determining Its Impact on Brand Image and Online Purchase Intentions in India. Journal of
Theoretical and Applied Electronics CommerceResearch, 16(4), 1008-
1024 .https://doi.org/10.3390/jtaer 16040057

73.Sidharta, RBFI, Sari, NLA, & Suwandha, W. (2018). Purchase Intention on Islamic Bank
Products Reviewed from Brand Awareness and Brand Image with Trust as a Mediating
Variable. MIX: Scientific Journal of Management, 8(3),
562.https:/ /doi.org/10.22441 /mix.2018.v8i3.007

74.Siegert, G., & Rimscha, MB von. (2017). Commercial Communication in the Digital Age (7th

Volume: 1 | Number: 2 (2024) December 40 Journal of Fintech, Business, and Development



5 Economic Journals

ed.). De Gruyter.https://doi.org/10.1515/9783110416794

75.Sosanuy, W., Siripipatthanakul, S., Nurittamont, W., & Phayaphrom, B. (2021). Effect of
Electronic Word of Mouth (E-WOM) and Perceived Value on Purchase Intention during the
COVID-19 Pandemic: The Case of Ready-to-Eat Food. International Journal of Behavioral
Analytics, 1(10), 1-16.https://ijbmcjournals.org/wp-content/uploads/2021/10/ijba-vol-
1.2_10_2021-1.pdf

76.Statistics. (2022). Numberde usuarios mensuales de Instagram a nivel mundial desde 2020
hasta 2026.https:/ /es.statista.com/estadisticas/ 1038171 /numero-de-usuarios-activos-
mensuales-de-instagram-en-el-mundo/

77.Sugiyono. (2017). Qualitative Research Methods: For Research that is: Exploratory,
Enterpretive, Interactive, and Constructive. (SY Suryandari, Ed.). Alfabeta.

78.Sugiyono. (2018). Qualitative, Quantitative, and R&D Research Methods. Alfabeta Publisher.

79.Suhariadi, F. (2013). Human Resource Management: In Theoretical-Practical Approach (1st
ed.). Airlangga University Press.

80.Sulthana, AN, & Vasantha, S. (2019). Influence Of Electronic Word of Mouth eWOM On
Purchase Intention. International Journal of Scientific & Technological Research, 8(10).
https:/ / /www.researchgate.net/profile /A- Navitha-
Sulthana/publication/341109605_Influence_of Electronic_Word_of Mouth_eWOM_on_Purch
ase _Intention/links/5eae5118299bf18b9591038a/Influence-of-Electronic-Word-of-Mouth-
eWOM-on-Purchase-Intention.pdf

81.Switata, M., Gamrot, W., Reformat, B., & Bilinska-Reformat, K. (2018). The influence of Brand
Awareness and brand image on brand equity — an empirical study of logistics service providers.
Journal of Economics and Management, 33, 96—
119.https:/ /doi.org/10.22367 /jem.2018.33.06

82.Talwar, M., Talwar, S., Kaur, P., Islam, AKMN, & Dhir, A. (2021). Positive and negative word
of mouth (WOM) are not necessarily opposites: A reappraisal using the dual factor theory.
Journal of Retailing and Consumer Services, 63,
102396.https://doi.org/10.1016/j.jretconser.2020.102396

83.Tariq, M., Abbas, T., Abrar, M., & Igbal, A. (2017). EWOM and Brand Awareness impact on
consumer purchase intention: mediating role of brand image. Pakistan Administrative Review,
1(1), 84-102.

84.The Sultan of Jakarta. (2022). Nippon-Kan.
https:/ /www.sultanjakarta.com/id /dining/detail /3 /nippon-kan

85.Thejaya, I. (2019). The Influence of Sales Promotion and Brand Awareness on Purchase
Interest at Manna Kopi. Journal of Management and Business Start-Up, 4(3).

86.Veloutsou, C., & Delgado-Ballester, E. (2018). New challenges in brand management. Spanish
Journal of Marketing - ESIC, 22(3), 254-271.https:/ /doi.org/10.1108/SIJME-12-2018-036

87.Wang, J.-J., Wang, L.-Y., & Wang, M.-M. (2018). Understanding the effects of EWOM social
ties on purchase intentions: A moderated mediation investigation. Electronic Commerce
Research and Applications, 28, 54-62.https://doi.org/10.1016/j.elerap.2018.01.011

88.Watanabe, EA de M., Torres, C.V., & Alfinito, S. (2019). The impact of culture, evaluation of
store image and satisfaction on purchase intention at supermarkets. Revista de Gestao, 26(3),

256-273.https://doi.org/10.1108 /REGE-12-2017-0009.

89.Winarsih, R., Mandey, SL, & Wenas, RS (2022). The Influence of Price Perception, Food Quality,

Volume: 1 | Number: 2 (2024) December 41 Journal of Fintech, Business, and Development



5 Economic Journals

and Store Atmosphere on Consumer Purchasing Decisions at Dabu-Dabu Lemong Resto and
Coffee in the Megamas Area in Manado. EMBA Journal: Journal of Economic, Management,
Business and Accounting Research, 10(3), 388.https://doi.org/10.35794 /emba.v10i3.41953

90.Wijaksono, W., Santoso, A., & Pristi, ED (2022). Analysis of the Influence of Product Diversity,
Lifestyle and EWOM on Consumer Purchase Interest at Kedai Gusti Ponorogo. Journal of
Management and Innovation, 5(2).

91.World Health Organization. (2020). Indonesia: WHO coronavirus disease COVID-
19.https://covid19.who.int/region/searo/country/id

92.Yemen, Z. (2018). The Effect of Word of Mouth Marketing on the Purchase Behavior Via Brand
Image and Perceived Quality. Montenegrin Journal of Economics, 14(2), 175-
182.https:/ /doi.org/10.14254/1800-5845/2018.14-2.12

93.Yan, Q., Wu, S., Zhou, Y., & Zhang, L. (2018). How differences in eWOM platforms impact
consumers' perceptions and decision-making. Journal of Organizational Computing and
Electronic Commerce, 28(4), 315-333.https://doi.org/10.1080/10919392.2018.1517479

94.Yang, X. (2022). Consumers' purchase intentions in social commerce: the role of social
psychological distance, perceived value, and perceived cognitive effort. Information Technology
& People, 35(8), 330-348.https:/ /doi.org/10.1108/ITP-02-2022-0091

95.Yunikartika, L., & Harti, H. (2022). The Influence of Social Media Marketing and Electronic
Word Of Mouth (E-WOM) on Culinary Purchase Interest Through Trust as an Intervening

Variable on the Instagram Account @carubanmangan. Journal of Business Economics, 6,
212-230.

96.Zha, D., Melewar, T.C., Foroudi, P., & Jin, Z. (2020). An Assessment of Brand Experience
Knowledge Literature: Using Bibliometric Data to Identify Future Research Direction.
International Journal of Management Reviews, 22(3), 287-
317.https:/ /doi.org/10.1111/ijmr.12226

97.Naufal, MH, & Syaefulloh, S. (2023). The Influence of E-Word of Mouth and Brand Image on
Purchase Intention through Costumer Satisfaction Food and Beverage (FNB) in Pekanbaru
City. Al Qalam: Journal of Religious and Social Sciences, 17(6),
3876.https://doi.org/10.35931/aq.v17i6.2818

98.Thalia, D., Aliya, S., Gunarto, M., & Helmi, S. (2024). The Influence of Employee Engagement
and Work Environment on Employee Performance at PT. Agronusa Alam Perkasa. Journal of
Economics, 13(1), 2278-2290.https://doi.org/10.54209 /economics.v13i01

99.R., Woruntu, AlJ, Nelwan, OS, & Lengkong, VPK (2023). A.I1.J . Woruntu ., O . S. Nelwan .,
V. P. K. Lengkong Product on Purchasing Decisions at PT . Mandala Finance Tbk , Ratahan
Branch Glend M . C . Sualang , The Influence of Electronic Word of Mouth (E-Wom), Price, and
Product Quality on PU. 11(2), 335-344.

100. Yapanto, LM, Diah, AM, Kankaew, K., Dewi, AK, Dextre-Martinez, WR, Kurniullah, AZ,
& Villanueva-Benites, LA (2021). The effect of crm on employee performance in banking
industry. Uncertain Supply Chain Management, 9(2), 295-306.

https:/ /doi.org/10.5267/j.uscm.2021.3.003.

Volume: 1 | Number: 2 (2024) December 42 Journal of Fintech, Business, and Development



