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PENGARUH PRODUCT QUALITY, SERVICE QUALITY, E-WOM, 

BRAND IMAGE TERHADAP CUSTOMER SATISFACTION DAN RE-

PURCHASE INTENTION PADA KOPI CHUSEYO 

 (Milliensu) 

ABSTRAK 

 Pada penelitian ini dilakukan dikarenakan adanya permasalahan pada 

dampak Covid-19 terhadap kewirausahaan yang menyebabkan banyaknya 

penutupan tempat kerja. Para wirausahawan dituntuk untuk bisa survive ketika 

dilanda pandemi yang mengakibatkan penurunan penjualan pada suatu usaha. 

Disaat banyaknya kedai kopi yang menutup tokonya, Kopi Chuseyo bisa bertahan 

dalam kondisi pandemi ini, dan tidak menutup satupun gerainya  

Penelitian ini bertujuan untuk mengetahui apakah terdapat pengaruh product 

quality, service quality, brand image, dan E-WOM terhadap customer satisfaction 

dan repurchase intention. Sampel diambil menggunakan kuisioner yang dibagikan 

secara online. Populasi adalah pelanggan Kopi Chuseyo. Total sampel adalah 106 

dengan metode kuantitatif, menggunakan teknik non-probabilitas metode 

judgemental sampling, dengan kriteria pelangggan yang mengetahui Kopi Chuseyo 

serta mengikuti salah satu media sosial dari Kopi Chuseyo, dan sudah pernah 

melakukan pembelian ulang minimal 2 kali pembelian. Kemudian data pre-test dan 

main-test diolah menggunakan SmartPLS untuk validitas dan realibilitas untuk 

outer model menggunakan validitas dan realibilitas, untuk analisa inner model 

menggunakan Path Coefficient, R-Square, Q-Square. 

Hasil dari pengolahan data tersebut menunjukan bahwa product quality, 

service quality, E-WOM, brand image memiliki pengaruh yang positif dan 

signifikan terhadap customer satisfaction. Serta product quality, dan E-WOM 

memiliki pengaruh yang positif dan signifikan terhadap repurchase intention, Dan 

untuk customer satisfaction memiliki pengaruh positif dan signifikan terhadap 

repurchase intention. Tetapi untuk service quality, dan brand image memiliki 

pengaruh positif tetapi tidak signifikan terhadap repurchase intention. 

Implikasi yang diberikan peneliti berdasarkan hasil tersebut adalah 

mempertahankan kualitas produk yang sudah ada, membuat open-chat dan 

membuat komunitas serta acara - acara yang berkaitan dengan K-Pop sehingga 

dapat meningkatkan E-WOM dan brand image. Meningkatkan kualitas komunikasi 

karyawan dan kepekaan atas kebutuhan pelanggan agar kualitas pelayanan bisa 

meningkat. 

 

 

 

Kata kunci: Product quality, Service quality, E-WOM, Brand image, 

Customer satisfaction, Repurchase intention 
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EFFECT OF PRODUCT QUALITY, SERVICE QUALITY, E-

WOM TOWARDS CUSTOMER SATISFACTION AND 

REPURCHASE INTENTION IN KOPI CHUSEYO 

 Milliensu 

 

ABSTRACT (English) 

 This research was conducted due to problems with the impact of Covid-19 

on entrepreneurship which caused many workplace closures. Entrepreneurs 

are required to be able to survive when hit by a pandemic which results in a 

decrease in sales in a business. When many coffee shops are closing their 

shops, Kopi Chuseyo can survive this pandemic condition, and not close any 

of its outlets 

 This study aims to determine whether there is an effect of product quality, 

service quality, brand image, and E-WOM on customer satisfaction and 

repurchase intention. The sample was taken using a questionnaire distributed 

online. The population is Chuseyo Coffee customers. The total sample is 106 

with a quantitative method, using a non-probability technique of judgmental 

sampling method, with the criteria of customers who know Kopi Chuseyo and 

follow one of the social media from Kopi Chuseyo, and have made repeat 

purchases at least 2 times. Then the pre-test and main-test data were processed 

using SmartPLS for validity and reliability for the outer model using validity 

and reliability, for analysis of the inner model using Path Coefficient, R-

Square, Q-Square. 

 The results of data processing show that product quality, service quality, 

E-WOM, brand image have a positive and significant influence on customer 

satisfaction. As well as product quality, and E-WOM have a positive and 

significant effect on repurchase intention, and customer satisfaction has a 

positive and significant effect on repurchase intention. However, service 

quality and brand image have a positive but not significant effect on 

repurchase intention. 

 The implications given by the researchers based on these results are to 

maintain the quality of existing products, create open-chats and create 

communities and events related to K-Pop so as to improve E-WOM and brand 

image. Improve the quality of employee communication and sensitivity to 

customer needs so that service quality can improve. 

 

Keywords: Product quality, Service quality, E-WOM, Brand image, 

Customer satisfaction, Repurchase intention 
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