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ABSTRACT: The COVID-19 pandemic has hit the 
world and bring unprecedented changes to all 
industries, including the Micro Small Medium 
Entrepreneur (MSME) of coffee shop businesses. This 
study aimed to determine the effect of the marketing 
mix on customer satisfaction to increase repurchase 
intention in modern coffee outlets. In addition, 
statistical modeling, segmentation analysis, and 
variables weighting using Support Vector Machine 
were performed. Eventually, product, price, and place 
positively and significantly affect customer 
satisfaction, while the promotion does not. Customer 
satisfaction was found to increase the repurchase 
intention of the customers. The segmentation analysis 
and SVM weighting attributes support the product 
quality as crucial to the marketing mix. It is implied 
that marketers should devise a marketing approach 
differently to different clusters since each cluster has 
distinct characteristics. 
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INTRODUCTION 

Along with the increasing mobility and modern lifestyle, especially in big 
cities in Indonesia, the growth of coffee shops has become relatively rapid. Not 
only drinking coffee, but usually, coffee shops are also a destination for some 
groups to carry out certain activities, such as meeting business partners, 
gathering with work friends, reunions, and even discussion areas for young 
people. The presence of cafes with accessible locations is very convenient to the 
public, both in malls and roadside, making competition between coffee shops 
incredibly tight (Kamaluddin, 2018). The development of the cafe business in 
Indonesia is currently multiplying. This number of cafes has sprung up, 
providing comfortable places with attractive interior designs and offering 
various facilities such as free Wi-Fi, friendly service, available menu variations, 
and even live music that attracts consumers' buying interest. The growth and the 
competition force every coffee shop to serve the best for its customers.  

The COVID-19 pandemic also has a significant impact on the coffee 
beverage industry. The imposition of restrictions on the movement of people by 
the government resulted in a decrease in net income from coffee shop operations. 
The impacts experienced by the coffee beverage industry are related to the 
pandemic, including a decline in coffee prices and a shift in consumer buying 
interest (Kurniawan, 2020). Moreover, during this pandemic period, the coffee 
shop's problem is the instability of the number of visitors and income at the 
modern coffee shop in Medan. During the COVID-19 pandemic, there was a 
visitor decrease between 65%-85% and a decrease in turnover and profit between 
65%-85% (Fathoni, 2020). According to Abdullah (2014), if the product offered 
exceeds consumers' expectations, the consumer will feel satisfied and repurchase 
the product. If the product provided is lower than consumer expectations, the 
consumer will feel disappointed and refuse to make repeat purchases against the 
product (Fadillah et al., 2020). 

The urgency of this study is to answer the gap that research on consumer 
behavior intentions has shown mixed results. This study aims to elaborate on the 
role of the marketing mix in customer satisfaction and repurchase intention in 
the modern coffee shop in Medan. Since previous studies are mainly focused on 
statistical analysis, therefore to enrich the insights, a combination of statistical 
and data mining is proposed. This study provides an empirical research process 
and a practical managerial implication by utilizing statistical hypothesis testing 
and data mining analysis to provide insight into Micro Small Medium 
Entrepreneur (MSME).   

 

THEORETICAL REVIEW  

Marketing Mix, Customer Satisfaction, and Repurchase Intention 

One marketing strategy that companies can use to increase customer 
satisfaction and repurchase intentions is the marketing mix. The marketing mix 
consisting of product, price, location, and promotion is one of the marketing 
strategy tools. Its application requires an in-depth understanding of the company 
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to combine these factors to maximize the success of the company's marketing 
activities (Utami & Firdaus, 2018).  

The marketing mix is a marketing strategy that companies widely use. 
Companies that use this strategy must manage the marketing mix so that 
company performance can be optimal. The main objective of this strategy is to 
create customer satisfaction to induce repurchase intentions, as reinforced by the 
research (Kusuma & Suryani, 2017). Better management of the marketing mix 
will increase customer satisfaction, and customer satisfaction will increase 
repurchase intention. 

Product and Customer Satisfaction 

Products are any items that can be provided to the market to be noticed, 
purchased, used, or consumed that can satisfy your desires or needs 
(Tampubolon, 2021). The results of (Firmansyah & Mochklas, 2018) research 
show the product has a positive and significant effect on customer satisfaction. 
Kotler and Keller (2012: 150) argue that “after consumers buy these products, 
consumers can be satisfied or dissatisfied and engage in post-purchase behavior. 
Satisfied customers will probably return to buy the product, but dissatisfied 
customers will try other products produced by a different company” (Tejantara 
& Sukawati, 2018). Based on empirical and theory review, the first research 
hypothesis can be formulated: 

H1: Product has a positive effect on customer satisfaction 

Place and Customer Satisfaction 

Place or location is a specific point the company chooses to carry out all of 
its business activities, where the factor impacts its business strategies  
(Tampubolon, 2021). The results of (Wiranata, 2019) research show that price has 
a positive and significant effect on customer satisfaction. Likewise, (Setyandi & 
Satrio, 2018) research shows that the place affects the customers’ satisfaction. 
Based on these researches, it can be proposed the second hypothesis as follow: 

H2: Place has a positive effect on customer satisfaction 

Price and Customer Satisfaction 

Price is given up or sacrificed to obtain a product or service (Halim et al., 
2021). Furthermore, price is what a customer is willing to pay to receive a product 
or service (Madiistriyatno & Nurzaman, 2020). The results of (Wiranata, 2019) 
research show that price has a positive and significant effect on customer 
satisfaction. Therefore, the third hypothesis to be tested in the current study is: 

H3: Price has a positive effect on customer satisfaction 

Promotion and Customer Satisfaction 

Promotion is an activity that combines product excellence and appoints 
consumers to buy  (Tampubolon, 2021). The results of (Firmansyah & Mochklas, 
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2018) research show the promotion has a positive and significant effect on 
customer satisfaction. Likewise, (Setyandi & Satrio, 2018) research shows that the 
promotion affects the customers’ satisfaction. Based on this explanation, the 
hypothesis can states as follows: 

H4: Promotion has a positive effect on customer satisfaction 

Customer Satisfaction and Repurchase Intention 

Customer satisfaction is essential because it is a determinant of repeated 
purchase intentions. Repeat purchasing not only saves costs (rather than 
acquiring new customers) but will improve sales as well (Hussain, 2017). The 
results of (R. Arlanda, 2018) research show that customer satisfaction positively 
affects repurchase intention. Customer satisfaction also significantly influences 
customer intention to repurchase (Soebandhi et al., 2020). Based on this 
explanation, the hypothesis can states as follows: 

H5: Customer satisfaction has a positive effect on repurchase Intention 
 

 

Figure 1. Research Model 

METHODOLOGY 

This research was conducted in a modern coffee shop in Medan. In this 
study, all current coffee shop customers in Medan, such as Excelso, Starbucks, 
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J.CO Donuts and Coffee, Maxx Coffee, Opal Coffee, and Coffeenatics. The 
sampling method in this study is non-probability sampling with a sampling 
technique, namely snowball sampling. 

Referring to the opinion of Hair et al. (2010) in (A. Yunita, 2012), the 
sample size in the study must have a minimum sample size of five times the 
number of questions analyzed. The number of statements in the questionnaire in 
this study was 20 questions then multiplied by 5, so the number of samples in 
this study to produce good results was at least 100. And in this study, the number 
of respondents used was 134 respondents. 

The primary data were derived from questionnaires distributed to 
respondents who live in Medan and have directly visited (dine-in) a modern 
coffee shop at least once in the last year.  Coffee shops offer promotions to 
participants ages 18-60 years because they can answer and understand each 
questionnaire question objectively. To obtain the results of the effect of the 
marketing mix on repurchase intention, the author uses multiple linear 
regression data analysis techniques and simple linear regression using SPSS 
22.00. 

A consumer segmentation analysis was carried out by using the K-means 
algorithm. K-means algorithm seeks to find the minimized squared error 
between the mean points of clusters. Suppose µm is the mean point of cluster cm. 
Therefore, a squared error between average points in cluster cm can be 
formulated as follow. 

J(c𝑚) = ∑ ||𝑧𝑖 − µ𝑚||
2

𝑧𝑖∈𝑐𝑚

… … … … … … … … . . (1) 

 

Therefore, the sum of squared error between average points of all clusters is 

minimized, formulated as follows.  

(C)  = ∑ ∑ ||𝑧𝑖 − µ𝑚||
2

𝑧𝑖∈𝑐𝑚

𝑀

𝑚=1

… … … … … … … (2) 

 

This study performs the segmentation purpose employing rapidminer 
studio 9.9.000 was utilized. The analysis process was drawn in figure 2. Moreover, 
the Support Vector Machine (SVM) algorithm was used to have more 
information on attribute importance. SVM was first introduced by Vladimir N 
Vapnik and Alexey Chervonenkis. The purpose of this algorithm is to handle the 
analysis of classification and regression. The investigation is basically to solve the 
problem of lagrangian optimization as follows.   
 

Min 𝐿(𝐰, 𝑏, 𝛼) =
1

2
‖𝑤‖2 + 𝐶 ∑ 𝜀𝑖𝑖 − ∑ 𝛼𝑖[𝑦𝑖(𝑥𝑖 ⋅ 𝑤 + 𝑏) − 1 +  𝜀𝑖] − ∑ 𝛽𝑖𝜀𝑖

𝑁
𝑖=1

𝑛

𝑖=1
 (3) 
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Figure 2. Segmentation and Weighting Process 

RESULTS 

Statistical Modelling using SPSS Software 

Testing of the hypothesis is carried out using multiple regression analysis. 
Multiple linear analysis is used to determine the influence of the marketing mix 
consisting of the product (X1), place (X2), price (X3), promotion (X4) on customer 
satisfaction (Y). The multiple linear regression values can be seen in Table 1 
below. 

Table 1. Multiple Linear Regression Test Results 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 (Constant) -.475 .512  

Product .469 .056 .457 

Place .414 .063 .389 

Price .134 .060 .148 

Promotion .022 .057 .030 

   a. Dependent Variable: Customer Satisfaction 
   Source: Primary data processed (2021) 

 

Based on the results of data processing in Table 1, the multiple linear 
regression equation models can be formulated as follows: 

Z = 0.457 X1 + 0.389 X2 + 0.148 X3 + 0.030 X4 ……………….. (4) 
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From the regression, it can be explained as follows: 

a. The regression coefficient (X1) of 0.457 means that if the product is increased 
by one unit, customer satisfaction at the modern coffee shop in Medan will 
increase by 0.457, assuming the other variables are constant. 

b. The regression coefficient (X2) of 0.389 means that if the place is increased by 
one unit, customer satisfaction at a modern coffee shop in Medan City will 
increase by 0.389, assuming other variables remain. 

c. The regression coefficient (X3) of 0.148 means that if the price increases by one 
unit, the customer satisfaction at the modern coffee shop in Medan City will 
increase by 0.148 with the assumption that other variables are fixed. 

d. The regression coefficient (X4) of 0.030 means that if the promotion is 
increased by one unit, then customer satisfaction at the modern coffee shop 
in Medan will increase by 0.030, assuming other variables remain. 

The following table below is the result of the determination test. 

Table 2. Coefficient of Determination 

Model R R Square 

Adjusted R 

Square 

Std. The error 

of the Estimate  

1 .909a .826 .820 1.02664  

                  Source: Primary data processed (2021) 
 

Based on Table 2, regarding the test results of the coefficient of 
determination (R2), it can be seen that the Adjusted R-Square value is 0.820. 
Customer satisfaction can be explained by 82% by the product, place, price, 
promotion (marketing mix), while the remaining 18% is influenced by other 
variables not examined in this study. 

A simultaneous test (F test) is used to observe whether the independent 
variable simultaneously has a significant effect on the dependent variable. The 
basis for decision making in the F test is if the value of Fcount > Ftable and a 
considerable value < 0.05, then the independent variable simultaneously has a 
significant effect on the dependent variable. If the value of Fcount < Ftable and 
significant value > 0.05, then the independent variable simultaneously has no 
significant impact on the dependent variable. Following are the simultaneous test 
results which can be seen from the table below: 

Table 3. Simultaneous Test Results 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 643.617 4 160.904 152.661 .000b 

Residual 135.965 129 1.054   

Total 779.582 133    

a. Dependent Variable: Customer Satisfaction 

b. Predictors: (Constant), Promotion, Product, Place, Price 
     Source: Primary data processed (2021) 
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Table 3 above shows the Fcount value of 152.661 with a probability value of 
sig. 0,000. Because the value of Fcount (152.661) > Ftable (2.44) and sig 0.000 < 0.05, 
it can be concluded that the marketing mix consisting of product, place, price, 
promotion together has a significant effect on customer satisfaction. 

Partial test in multiple linear regression analysis aims to determine 
whether the independent variable (X) partially has a significant effect on the 
dependent variable (Y). If tcount > ttable, the independent variable (X) affects the 
dependent variable (Y). If the sig value < 0.05, the independent variable (X) has 
a significant effect on the dependent variable (Y). Suppose the sig value > 0.05, 
the independent variable (X) has no significant impact on the dependent variable 
(Y). Here are the partial test results. 
 

Table 4. Partial Test Results  

Model           t           Sig. 

1 (Constant) -.927 .356 

Product 8.360 .000 

Place 6.596 .000 

Price 2.244 .027 

Promotion .392 .696 

                                      Source: Primary data processed (2021) 

Based on table 4 above, it can be concluded that the test results of each 
independent variable are described as follows: 

a. The product variable (X1) shows the tcount of 8.360 > ttable 1.978 and sig 0.000 < 
0.05 so that H1 is accepted and H0 is rejected, meaning that the product has a 
significant effect on customer satisfaction a modern coffee shop in Medan. 

b. The place variable (X2) shows the value of tcount6,596 > ttable 1.978 and sig 0,000 
< 0.05 so that H2 is accepted and H0 is rejected, meaning that place has a 
significant effect on customer satisfaction at a modern coffee shop in Medan. 

c. The variable price (X3) shows the value of tcount 2.244 > ttable 1.978 and sig 0.027 
< 0.05 so that H3 is accepted and H0 is rejected, meaning that price 
significantly affects customer satisfaction at a modern coffee shop in Medan. 

d. The promotion variable (X4) shows the tcount value of 0.392 < ttable 1.978 and 
sig 0.696 > 0.05 so that H4 is rejected and H0 is accepted, meaning that 
promotion has no significant effect on customer satisfaction at a modern 
coffee shop in Medan. The simple linear regression values can be seen in Table 
5 below: 

e.  

Table 5. Simple Linear Regression Test Results 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 (Constant) -1.442 .766  

Customer Satisfaction 1.018 .063 .814 

        a. Dependent Variable: Repurchase Intention 
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        Source: Primary data processed (2021) 
 

Based on the results of data processing in Table 5, the simple linear 
regression equation model can be formulated as follows: Y = 0.814 Z. The 
regression coefficient (Z) of 0.814 indicates that the customer satisfaction variable 
has a positive effect on repurchase intention. The customer satisfaction is 
increased by one unit, then the repurchase intention of a modern coffee shop in 
Medan will increase by 0.814, assuming other variables remain. The following 
table below is the result of the determination test: 

Table 6. Coefficient of Determination 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 
 

1 .814a .662 .660 1.76580  

       a. Predictors: (Constant), Customer Satisfaction 
       b. Dependent Variable: Repurchase Intention 
      Source: Primary data processed (2021) 

 

The coefficient of determination (R2) which is determined by the R square, 
is 0.662. The 66.2% of repurchase intention can be explained by customer 
satisfaction, while the remaining 33.8% is influenced by other variables not 
examined in this study. 

 
Table 7. Partial Test Results  

 Model           t           Sig. 

1 (Constant) -1.883 .062 

Customer Satisfaction 16.093 .000 

                a. Dependent Variable: Repurchase Intention 
                             Source: Primary data processed (2021) 

 

Table 7 reveals customer satisfaction variable (X) shows the value of tcount 
16.093 >ttable 1.978 and sig 0.000 < 0.05 so that H5 is accepted and H0 is rejected, 
meaning that customer satisfaction has a significant effect on repurchase 
intention at a modern coffee shop in Medan.  
 

Segmentation Analysis Using Rapidminer Studio 9.9.000  

Segmentation analysis was conducted by utilizing the K-means algorithm. 
Three clusters were identified as cluster 0, cluster 1, and cluster 2 (figure 3). 
Cluster 0 is occupied by the range of 4.53 to 5, which gathers the highest score 
answered by respondents. Twenty-eight respondents are categorized into this 
cluster. Cluster 1 is occupied by the range of 3.48 to 4.37 as the middle-range level 
of the respondent. A total of 43 respondents are categorized into this cluster. The 
last cluster is cluster 2, which is the most dominant cluster in this study. Sixty-
three respondents were grouped into this cluster. The range of respondent’s 
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answers is started from 2.3 to 3.52 at the highest level. More complete results are 
described in table 8.  

 

 
Figure 3. Segmentation Results 

 

Table 8. Centroid Table of the Segmentation Result 

Clusters A B C D E F G H I J K L M N O P Q R S T 

Cluster 
0 

4.96 4.92 4.85 4.96 4.96 4.96 4.96 4.92 4.78 4.53 4.82 4.78 4.82 4.89 4.96 5 4.92 4.92 4.64 4.92 

Cluster 
1 

4.09 4.23 4.20 4.18 4.18 4.34 4.34 3.97 3.74 3.48 3.67 3.74 3.95 3.93 4.37 4.32 4.23 4.09 3.58 4.14 

Cluster 
2 

3.31 3.44 3.28 3.38 3.52 3.42 3.52 3.01 2.90 2.74 2.87 2.95 3.25 3.01 3.28 3.25 3.25 2.95 2.30 2.85 

 

The study of each cluster was further conducted to bring the results into 
practical implementation. In addition, the respondents are asked to share their 
information on modern coffee shop consumption. The coffee shop was brought 
to the analysis to see their initial experience consumption in Medan city. 
Furthermore, each characteristic respondent (age and living location) categorized 
into a specific cluster was analyzed. The analysis is presented in table 9. 

The data reveals that cluster 0 contains 11% of respondents under 18 years 
old, and all of them have tried the modern coffee shop. Besides, More than 90% 
of them are living in Medan city. These salient results indicate the modern coffee 
shop acceptance of youngsters in Medan.  In cluster 3, 97% of the respondents 
are 18-35 years old, and 92% live in Medan City. However, 73% of the 
respondents here have never tried to consume modern coffee shops. Besides, 3% 
of youngsters categorized into these clusters have never tried the modern coffee 
shop. From the collection's characteristics, each set contains a different part of 
respondents (consumers). 
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Table 9. Cluster’s Characteristic 

 Cluster 0 Cluster 1 Cluster 2 

Criteria  

Age 

Living 
in 

Medan 
city? 

Have you 
ever Tried a 

modern 
coffee shop?  

Age 

Are you 
living in 
Medan 

city? 

Have you 
ever Tried a 

modern 
coffee shop?  

Age 

Are we 
living in 
Medan 

city? 

Have you 
ever Tried 
a modern 

coffee 
shop?  

18-35 89%     93%     97%     

<18 11%     7%     3%     

Yes   93%     88%     92%   

No   7%     12%     8%   

Yes     57%     60%     27% 

No     43%     40%     73% 
 

Consequently, a different marketing approach to other clusters is required 
for inducing buying. The statistical modeling analysis in prior analysis has 
strengthened the phenomenon explanation. Place, product, and price were found 
to have a significant influence on customer satisfaction. However, as the results 
of segmentation analysis increase the repurchase intention, a diverse marketing 
mix approach is recommended since each cluster has a distinct characteristic. 
Therefore, for future research, designing a marketing strategy concerning 
collections is a promising research area. 

The importance of indicators in predicting the different clusters employs 
a Support-Vector-Machine-Weighting analysis was performed. The result is 
described in figure 4. Based on the weighting variables result, the attributes U 
and A (product) are the most influential than the other attributes in predicting 
clusters that were earlier identified in this study. The result emphasizes the 
importance of product quality from a consumer perspective. The development 
was also supported by the partial statistical analysis conducted earlier, showing 
the significant effect on customer satisfaction. Therefore, statistical modeling and 
segmentation analysis emphasize the importance of product quality to customer 
satisfaction to increase repurchase intention.       
 

 
Figure 4. Attributes Weight 
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DISCUSSION 

Simultaneous test results show that the marketing mix consisting of 
product, place, price, promotion together has a significant effect on customer 
satisfaction at a modern coffee shop in Medan. These results indicate that the 
better the marketing mix management, the better the customer satisfaction with 
the contemporary coffee shop in Medan. However, the segmentation analysis 
result encourages the marketing mix strategy to be devised concerning its cluster 
characteristics (Dadzie et al., 2017; Grönroos, 1994). The results of this study are 
supported by the results of research conducted by (Kusuma & Suryani, 2017), 
which show that the marketing mix has a positive and significant effect on 
customer satisfaction. The finding (Sudari et al., 2019) shows that product, 
promotion, place, and price positively affect customer satisfaction with food and 
beverage products.  

The partial test results show that the product significantly affects customer 
satisfaction at a modern coffee shop in Medan. The service has fulfilled the 
respondents' need for aroma, typical taste, or high-quality coffee ingredients. The 
results of this study support the previous research of (Setyandi & Satrio, 2018), 
which concluded that the product affected the customers’ satisfaction (Aggarwal 
& Rahul, 2018). Moreover, the partial test results show that the place significantly 
affects customer satisfaction at a modern coffee shop in Medan. The results of 
this study are supported by the research of (Kamaluddin, 2018) which concluded 
location has a positive and significant effect on customer satisfaction (S. K. Lee, 
2015). The partial test results show that the price significantly affects customer 
satisfaction at a modern coffee shop in Medan. Based on the study results, the 
respondents considered that the price set was following the quality of the 
product given. The results of this study support previous research, (Effendy, 
2019), which shows that price has a positive and significant effect on consumer 
satisfaction. 

Besides, the partial test results also show that promotion has no significant 
effect on customer satisfaction at a modern coffee shop in Medan. The advertising 
does not affect customer satisfaction (Ding et al., 2011; S. H. Lee et al., 2009; Liu 
et al., 2017; López et al., 2016). Promotions that are carried out are still not very 
intensive, so that many consumers do not know detailed information about the 
modern coffee shop. In addition, advertisements carried out tend to be the same 
as other cafes, so they are not significant in building customer satisfaction. The 
dominant motive for consumer decisions to visit coffee shops in Medan is to relax 
and eat and drink. Consumers get information about the most visited coffee 
shops from friends' recommendations (S. Sara, T. Sebayang, 2013). 

The partial test results show that customer satisfaction significantly affects 
repurchase intention in a modern coffee shop in Medan. This study indicates that 
the higher the level of customer satisfaction (Ilyas et al., 2020; Kang & Hustvedt, 
2014; Rita et al., 2019), the more consumers tend to buy back at a modern coffee 
shop in the future (repurchase intention). The results of this study are supported 
by the results of research conducted by (A. Sari, D. Siti A, 2020); (R. Arlanda, 
2018); (Kusuma & Suryani, 2017), which show that customer satisfaction has a 
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positive and significant effect on repurchase intention.  
Overall, this study confirms that in the COVID-19 pandemic currently 

being faced, including in the coffee shop industry, customers continue to visit 
modern cafes mainly due to product quality. Public awareness to consume clean, 
healthy, and guaranteed products are becoming increasingly important. In 
addition, the place is the second most crucial variable considering that during a 
pandemic, health protocols are very much considered by customers, such as 
strategic location, the distance between benches, and other health protocols. The 
third variable that has an effect is price, whereas, in Indonesian society, one of 
the characteristics of consumers is the focus on cost. Furthermore, pandemic 
causes all levels of the organization to be affected to reduce their level of 
consumption. This price becomes an influential variable. And the last variable 
that has a positive but insignificant effect is promotion because the promotions 
that have been carried out tend to be the same as other cafes so that they are 
considered the same as other cafes and beverages. Therefore, a modern café shop 
needs to continuously improve product quality, place, and price to increase 
customer satisfaction and ultimately increase customer loyalty. As for 
promotion, it can only be maintained at this time. 

FURTHER STUDY 

 The managers of modern coffee shops in Medan must be more sensitive 
to price competition in the market. The prices set the modern coffee shop 
acceptance. The customers are also satisfied with the offerings by a strategic 
location to attract new customers. Coffee shops in Medan can continue to grow 
by promotions on an ongoing basis of introducing products. The results of 
segmentation analysis encourage a marketer to devise a diverse marketing mix 
approach to each identified cluster with distinct characteristics. Therefore, 
designing a marketing strategy concerning clusters' characteristics is a promising 
research area for future research. 

 
REFERENCES 

A. Sari, D. Siti A, M. R. (2020). The mediation relationship of customer satisfaction 
between service quality and repurchase intention on e-commerce in 
Indonesia. Jurnal Manajemen Dan Pemasaran Jasa, 13(1), 137–150. 
https://doi.org/http://dx.doi.org/10.25105/jmpj.v13i1.6102 ISSN: 

A. Yunita, J. H. (2012). Pengaruh Word of Mouth, Iklan Dan Atribut Produk 
Terhadap Keputusan Pembelian Dan Loyalitas Konsumen. Journal of 
Technology Management, 11(1), 75–95. 

Aggarwal, A., & Rahul, M. (2018). The effect of perceived security on consumer 
purchase intensions in electronic commerce. International Journal of Public 
Sector Performance Management, 4(1), 1–20. 
https://doi.org/10.1504/IJPSPM.2018.088691 

Dadzie, K. Q., Amponsah, D. K., Dadzie, C. A., & Winston, E. M. (2017). How 
Firms Implement Marketing Strategies in Emerging Markets: An Empirical 
Assessment of The 4A Marketing Mix Framework. Journal of Marketing 



Alfonsius, Depari, Huang 

222 
 

Theory and Practice, 25(3). https://doi.org/10.1080/10696679.2017.1311220 
Ding, H., Molchanov, A. E., & Stork, P. A. (2011). The value of celebrity 

endorsements: A stock market perspective. Marketing Letters, 22(2), 147–163. 
https://doi.org/10.1007/s11002-010-9117-y 

Effendy, F. H. (2019). Effect of Quality Service, Price and Store Atmosphere on 
Customer Satisfaction (Study on Cangkir Coffee Shop in Surabaya). 
Ekspektra : Jurnal Bisnis Dan Manajemen, 3(2), 123. 
https://doi.org/10.25139/ekt.v3i2.2033 

Fadillah, R., Triana, L., & Sari, R. (2020). Analisis Bauran Pemasaran dan Minat 
Beli Ulang Konsumen Kopi pada Rimbun Espresso & Brew Bar Kota Padang. 
JOSETA: Journal of Socio-Economics on Tropical Agriculture, 2(1), 61–70. 
https://doi.org/10.25077/joseta.v2i1.222 

Fathoni, A. (2020). Di Tengah Hantaman Badai Pandemi COVID-19 di Surabaya 
Utara. Dinar : Jurnal Prodi Ekonomi Syari’ah, 4(September 2020), 149–176. 

Firmansyah, A., & Mochklas, M. (2018). Analisa Strategi Produk, Harga, Promosi 
Dan Tempat Terhadap Kepuasan Pelanggan Warung Giras Di Surabaya. 
Jurnal Eksekutif, 15(1), 281–295. 

Grönroos, C. (1994). From Marketing Mix to Relationship Marketing: Towards a 
Paradigm Shift in Marketing. Management Decision, 32(2), 4–20. 
https://doi.org/10.1108/00251749410054774 

Halim, F., Sibarani, H. J., Moktar, B., Sugiat, M., & Sudirman, A. (2021). 
Reflections on the Interest in Buying Smartphone Products among 
Millennials: Consumer Satisfaction as the Mediating Effect. Jurnal Minds: 
Manajemen Ide Dan Inspirasi, 8(1), 49. 
https://doi.org/10.24252/minds.v8i1.20402 

Hussain, M. (2017). The Determinants of Repeat Purchase Intention for Luxury 
Brands among Generation Y Consumers in Malaysia. Asian Social Science, 
13(9), 125. https://doi.org/10.5539/ass.v13n9p125 

Ilyas, G. B., Rahmi, S., Tamsah, H., Munir, A. R., & Putra, A. H. P. K. (2020). 
Reflective Model Of Brand Awareness On Repurchase Intention And 
Customer Satisfaction. Journal of Asian Finance, Economics and Business, 7(9), 
427–438. https://doi.org/10.13106/JAFEB.2020.VOL7.NO9.427 

Kamaluddin, N. I. (2018). Pengaruh Bauran Pemasaran Terhadap Kepuasan 
Konsumen Kedai Kopi di Sungguminasa. Jurnal Economix, 6(1), 55–60. 

Kang, J., & Hustvedt, G. (2014). Building Trust Between Consumers and 
Corporations: The Role of Consumer Perceptions of Transparency and Social 
Responsibility. Journal of Business Ethics, 125(2), 253–265. 
https://doi.org/10.1007/s10551-013-1916-7 

Kurniawan, C. N. (2020). Review Integratif Mengenai Pandemi Covid-19 Dan 
Dampaknya Terhadap Industri Minuman Kopi. Seminar Nasional 
Administrasi Bisnis Dan Manajemen, 6(October), 21–30. 

Kusuma, P., & Suryani, A. (2017). Peran Customer Satisfaction Memediasi 
Pengaruh Marketing Mix Terhadap Repurchase Intention. E-Jurnal 
Manajemen Universitas Udayana, 6(3), 254993. 

Lee, S. H., Beamish, P. W., Lee, H. U., & Park, J. H. (2009). Strategic choice during 
economic crisis: Domestic market position, organizational capabilities and 



Jurnal Minds: Manajemen Ide dan Inspirasi  

Dec., Vol. 8 No.2, 2021: 209-224  

  223 
 

export flexibility. Journal of World Business, 44(1). 
https://doi.org/10.1016/j.jwb.2008.03.015 

Lee, S. K. (2015). Quality differentiation and conditional spatial price competition 
among hotels. Tourism Management, 46, 114–122. 
https://doi.org/10.1016/j.tourman.2014.06.019 

Liu, Y., Shankar, V., & Yun, W. (2017). Crisis management strategies and the long-
term effects of product recalls on firm value. Journal of Marketing. 
https://doi.org/10.1509/jm.15.0535 

López, M., Sicilia, M., & Hidalgo-Alcázar, C. (2016). WOM Marketing in Social 
Media. Advertising in New Formats and Media, 149–168. 
https://doi.org/10.1108/978-1-78560-313-620151007 

Madiistriyatno, H., & Nurzaman, F. (2020). The Impact of Product Quality and 
Price on Consumer Satisfaction of PD Jamu Seduh Utama Pamanukan. 
International Journal of Progressive Sciences and Technologies (IJPSAT), 23(2), 
639–643. 

R. Arlanda, A. S. (2018). The Influence of Food & Beverage Quality, Service 
Quality, Place, and Perceived Price to Customer Satisfaction and Repurchase 
Intention. Journal of Research in Management, 1(1), 28–37. 
https://doi.org/10.32424/jorim.v1i1.18 

Rita, P., Oliveira, T., & Farisa, A. (2019). The Impact of e-Service Quality and 
Customer Satisfaction on Customer Behavior in Online Shopping. Heliyon, 
5, 1–14. https://doi.org/10.1016/j.heliyon.2019.e02690 

S. Sara, T. Sebayang, D. E. (2013). Analisis Kepuasan Konsumen Gerai Kopi di 
Kota Medan dan Faktor-faktor yang Mempengaruhinya. Journal of 
Agriculture and Agribusiness Socioeconomics, 2(12), 1–15. 
https://doi.org/10.4324/9781315814919-21 

Setyandi, A. D., & Satrio, B. (2018). Pengaruh Harga, Produk, Lokasi Dan Promosi 
Terhadap Kepuasan Pelanggan Starbucks East Coast Center Surabaya. 
Jurnal Ilmu Dan Riset Manajemen : Volume 7, Nomor 9, September 2018, Volume 
7, Nomor 9. 

Soebandhi, S., Wahid, A., & Darmawanti, I. (2020). Service quality and store 
atmosphere on customer satisfaction and repurchase intention. BISMA 
(Bisnis Dan Manajemen), 13(1), 26. 
https://doi.org/10.26740/bisma.v13n1.p26-37 

Sudari, S. A., Tarofder, A. K., Khatibi, A., & Tham, J. (2019). Measuring the critical 
effect of marketing mix on customer loyalty through customer satisfaction 
in food and beverage products. Management Science Letters, 9(9), 1385–1396. 
https://doi.org/10.5267/j.msl.2019.5.012 

Tampubolon, H. (2021). Influence of The Mix of Price , Place , Process on Guest 
Satisfaction of Grand Orri Berastagi Hotel In 2021. International Journal of 
Economic, Technology and Social Sciences, 2(1), 93–101. 

Tejantara, A., & Sukawati, T. G. R. (2018). Pengaruh Bauran Pemasaran Terhadap 
Kepuasan Pelanggan Untuk Meningkatkan Niat Pembelian Ulang (Studi 
Pada Oli Sepada Motor Merek Eni di Kota Denpasar). E-Jurnal Manajemen 
Universitas Udayana, 7(10), 5686. 
https://doi.org/10.24843/ejmunud.2018.v07.i10.p17 



Alfonsius, Depari, Huang 

224 
 

Utami, H. N., & Firdaus, I. F. A. (2018). Pengaruh Bauran Pemasaran Terhadap 
Perilaku Online Shopping: Perspektif Pemasaran Agribisnis. Jurnal 
Ecodemica: Jurnal Ekonomi, Manajemen, Dan Bisnis, 2(1), 136–146. 

Wiranata, A. (2019). Pengaruh Harga, Kualitas Produk, dan Lokasi Terhadap 
Kepuasan Pelanggan Pada Kafe RS Kopi. Jurnal Ilmu Dan Riset Manajemen, 
8(3), 1–18. 

 


