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Abstract

Customer loyalty refers to a consumer's commitment to continue repurchasing the same
product or service as a result of positive experiences or favorable impressions of the
product or service. It reflects a consumer's tendency to repeatedly purchase preferred
products or services. This study aims to examine and explain the effect of service quality
on customer loyalty, as well as the moderating role of electronic word of mouth (e-WOM)
in the relationship between service quality and customer loyalty at El Lago Bali. The sample
consists of 100 respondents selected using purposive sampling. Data were collected
through questionnaires, and the data analysis technique employed was Moderated
Regression Analysis (MRA). The findings reveal that service quality has a positive and
significant effect on customer loyalty, and electronic word of mouth effectively moderates
the influence of service quality on customer loyalty.
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INTRODUCTION

El Lago Bali itself is a sushi restaurant located on JI. Raya Penelokan No. 899, Batur
Selatan., Kec. Kintamani, Bangli Regency, Bali. If from the direction of the center of
Denpasar City, it is about 54.6 km and takes about 1 hour 29 minutes. El Lago Bali started
operating in August 2020 during the Covid-19 pandemic crisis, of course it is courageous
because at a time when many other restaurants or cafes were closing down or going
bankrupt, El Lago Bali dared to take the decision to open its outlets. El Lago Bali offers
delicious food and drinks at affordable prices, views that directly face Mount Batur, and
the concept of this cafe building looks minimalist when viewed from the outside. The color
of the building uses more white and there are also large windows for taking pictures. The
atmosphere in this cafe feels modern from the furniture in the cafe and its bar. So it looks
more minimalist and looks clean. There is a long sofa on the balcony of the cafe with a very
beautiful mountain background. So El Lago Bali has its own charm to be used as an
Instagrammable photo spot.

The increasingly tight competition in the cafe industry, it is important for El Lago
Bali to focus on strategies that maintain and retain customer loyalty. Customer loyalty is
an important part of a business to determine the success of the restaurant or cafe
business. Of course this will be a problem if there is instability in a business, many things
can be factors that cause this instability, one of which is the Quality of Service and
Customer Loyalty of the cafe. Loyal customers will tend to continue shopping or make
repeat purchases regularly, buying products and services sold by the restaurant or
cafe(Dhisasmito & Kumar, 2020). In addition, loyal customers can refer or promote both
electronically such as on social media. The number of loyal customers is very beneficial for
restaurant or cafe businesses to survive the tight business competition like today.

Reviewsfrom visitors who have been to El Lago Bali about the quality of service is
5/5 with positive comments too. Of course this will have a good impact on the cafe because
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this is in line with the findings of (Bimrew Sendekie Belay, 2022) according to him, service
quality is the fulfillment of customer needs and desires and the timeliness of delivery to
balance customer expectations.

Different findings on the influence of service quality on customer loyalty are shown
by the research results.Taufik et al. (2022)AndAbror et al. (2020)found different findings,
namely that service quality does not have a direct effect on consumer loyalty. Another
finding that is inconsistent is the studyJuwaini et al. (2022)and Lie et al. (2019) which shows
that service quality has no significant effect on loyalty. Table 1 presents the research gap /
inconsistency of previous research results.

Table 1. Previous Research on the Influence of Service Quality on Customer Loyalty

No Researcher Findings Information
1 | Dhisasmito & Kumar (2020) Significant

2 | Nabila & Vandayuli Riorini (2023) | Significant

3 | Dhasan & Aryupong (2019) Significant

4 | Kanyama et al. (2022) Significant )

5 | Darwin et al. (2019) Not Significant Inconsistent
6 | Taufik et al. (2022) Not Significant

7 | Abror et al. (2020) Not Significant

8 | Juwaini et al. (2022) Not Significant

Based on inconsistent research results on the influence of service quality on
customer loyalty, this study proposes a moderating variable of Electronic Word of Mouth
(eWOM). Electronic Word of Mouth is any positive or negative statement made by
restaurant customers about a product or service via the internet. (Alshreef et al., 2023).
The use of the Electronic Word of Mouth moderating variable is based on a study
conducted by (Alshreef et al., 2023), which places the moderation of Electronic Word of
Mouth on the influence of Hedonic Value and Brand Love Intimacy; moderation of
Electronic Word of Mouth on the influence of Perceived Value on Repurchase
Intention(Unpapar, 2021). Based on previous empirical studies, no moderation variable of
Electronic Word of Mouth has been found on the influence of service quality on customer
loyalty. Thus, this study explores the moderation variable of Electronic Word of Mouth on
the influence of service quality on customer loyalty. The use of this moderation variable is
important to determine whether Electronic Word of Mouth or online reviews conducted
by other consumers strengthen or weaken the influence of service quality on customer
loyalty. Electronic Word of Mouth here functions as a moderation variable and what is
meant by Electronic Word of Mouth here is an online review on social media given by
customers who have visited El Lago Bali.

Electronic Word of Mouthis a positive or negative statement made by potential,
actual, or former customers about a product or company that is available to most people
and institutions via the internet. Some of the advantages of the internet, especially in
terms of efficiency, are able to change the way of selling and buying (Nofri & Hafifah, 2018).
One of the phenomena that is currently occurring is consumers who utilize online media
in carrying out shopping activities. Online media users can easily participate, share, and
create content about products through social media.
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Electronic Word of Mouthrelated to reviews available on social media related to a
product or service, in this case related to cafes and restaurants. There are many types of
social media used to share content or share reviews, one of which is Google Review.
Google Review is a Google feature that allows users to provide reviews and ratings on
products, services, or businesses. These reviews can be in the form of text, photos, or
numeric values. Google Reviews can help other buyers make informed purchasing
decisions, as well as help businesses improve their service quality and reputation.

This is influenced by the development of information technology (internet usage).
Based on a survey institution called WeAreSocial in Databooks.id, the number of internet
users in Indonesia has reached 213 million people as of January 2023 from a population of
276.4 million in Indonesia, meaning that 77% of the total population in Indonesia has used
the Internet.

According to the results of the National Socio-Economic Survey (Susenas)
conducted by the Central Statistics Agency (BPS) in 2022, the percentage of Indonesians
aged 5 years and over who had accessed the internet in the last three months reached
66.48% in 2022. This percentage increased by 7.05% from the previous year which was 62.1%.
Based on age group, the majority or 47.64% of internet users in Indonesia come from the
productive or working age group, namely 25-49 years. Then, the next largest number of
internet users in the country come from the student age group or 19-24 years at 14.69%.
Which means that almost half of internet users are Generation Y (Millennials) and
Generation Z.

Generation Y or Millennials are the generation born from 1981 to 1996 and
Generation Z are the generation born from 1997 to 2011, their age range is 13-27 years in
2024. Unlike the older generation, according to the report, "Indonesia Gen Z and Millennial
Report 2020" which was published by the research company Alvara, Generation Z is
referred to as the mobile generation, which is the highest level of internet consumption
compared to other generations.

The use of social media has become an integral part of everyday life. One of the
things that is often shared on social media is the experience of visiting new places such as
restaurants and cafes. Consumers not only share photos and stories about their
experiences at the restaurant, but also often make reviews, both positive and negative.
Through positive interactions and sharing experiences, consumers can form a strong
emotional bond with their favorite cafe and increase loyalty to a cafe.

Reviewsfrom other consumers has great potential to strengthen or weaken the
influence of service quality on customer loyalty to a restaurant. Positive feedback from
customers can strengthen their belief in the quality of service and products provided by El
Lago, which in turn strengthens emotional bonds and increases loyalty to the brand.
However, on the other hand, negative reviews can raise doubts about the quality of service
and products offered, which can lead to decreased customer loyalty or even lose
customers altogether. Therefore, it is important for cafes to actively monitor and respond
to customer reviews well, take necessary actions to improve their services, and maintain
their positive reputation in the eyes of customers. This is because prospective consumers
tend to trust more in advice or recommendations they get from people who have been to
the place, rather than advertisements that are spread. Usually, some people who have
bought, used, and been to the place will share their experiences on the internet and social
media accounts they have.
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In addition to the positive impacts, there are also other impacts caused by the
existence of E-WOM such as fake or negative reviewers, meaning people who share fake
reviews that in fact they have never bought or used. This can destroy the positive reviews
or reviews that should be, so that customers who have been there and prospective
consumers will feel hesitant when they want to buy or visit the place. There are many
things that can be shared and reviewed by customers such as one of them is Service

Quality.

RESEARCH METHODS

This research design includes associative research using a quantitative approach.
According to Sugiyono (2019) associative research aims to determine the cause and effect
of variables that influence the variables that are influenced. Quantitative research
according to Sugiyono (2019), is a research method based on the philosophy of positivism,
as a scientific method because it has met scientific principles in a concrete or empirical,
objective, measurable, rational, and systematic manner. This study aims to determine how
the role of electronic word of mouth moderates service quality towards customer loyalty.

The location of the research plays an important role in the success of a research.
Determining the location of the research is a very important stage in quantitative research,
because by determining the location of the research means that the subject, object and
purpose of the research have been determined, so that it will make it easier for researchers
to conduct research. The selection of the research location must be precise and careful
considering that at that location the data will be obtained, both primary and secondary
data (Harmon, et al. 2016). This research was conducted at El Lago Bali, Kintamani with the
aim of obtaining direct information from customers after they visited.

The object of this research is consumer behavior, namely customer loyalty of El
Lago Bali products by prospective El Lago Bali consumers themselves which is influenced
by Electronic Word of Mouth with the moderation variable of Service Quality, while the
subjects of this research are people who have made purchases of El Lago Bali products
who are domiciled in Denpasar City.

The population in this study was all people who had shopped at El Lago Bali.This
study uses a non-probability sampling method, namely a sampling technique that does not
provide the same opportunity/chance for each element or member of the population to
be selected as a sample (Rahyuda, 2020:234).

RESULTS AND DISCUSSION
Inferential Analysis Results
Results of Moderated Regression Analysis
Table 2. Results of Moderated Regression Analysis Test
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Unstandardized

Coefficients
Model B Sig.
1 (Constant) 1,153 0.495
Quality of Service X) 0.176 0.049
Electronic Word of 0.170 0.023
Mouth(M)
Interaction (X*M) 0.010 0.047

a. Dependent Variable: Customer Loyalty (Y)

Source: Appendix 9 (Processed data, 2024)

Based on the results obtained from the MRA test presented in Table 2, the following

regression equation was obtained.
Y= O SIX A L2MALIXMAE venreereecrerereeerersreesreessessseessesssesssesssesssessses sssesssesssesssesssessessnes (1)
Y=1.153 + 0.176X + 0.170M + 0.0T0XM +E.eveureruirrerereeueneereeseenresesssessessesssessesseses sne (2)

1)

2)

3)

4)

The interpretation of the above equation is as follows.
The constant value (a) is positive 1.153, meaning that if the service quality and
electronic word of mouth variables are stated as constant at zero, then customer
loyalty at El Lago Bali is 1.153.
Regression coefficient of service quality variable (1) a positive value of 0.176 means
that if the service quality variable increases by one unit, customer loyalty at El Lago
Bali will increase by 0.176 assuming the other independent variables are constant.
Regression coefficient of electronic word of mouth variable (52) a positive value of
0.170 means that if the electronic word of mouth variable increases by one unit,
customer loyalty at El Lago Bali will increase by 0.270 assuming the other
independent variables are constant.
The regression coefficient of interaction between the service quality variable and the
electronic word of mouth variable (83) a positive value of 0.010 means that if the
interaction between the service quality variable and the electronic word of mouth
variable increases by one unit, then customer loyalty at El Lago Bali will increase by
0.010 assuming that other independent variables are constant.

Classical Assumption Test Results

1)

Normality Test
Table 3. Normality Test Results

One-Sample Kolmogorov-Smirnov Test
Unstandardiz
ed Residual
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N 100

Normal Mean .0000000
Parametersa,b Std. Deviation .82075829
Most Extreme Absolute .106
Differences Positive .049
Negative -.106
Test Statistics .106
Asymp. Sig. (2-tailed) .007¢
Monte Carlo Sig. .195d
Sig. (2-tailed)  99% Confidence Interval Lower 185
Bound
Upper .206
Bound

Source: Appendix 8 (Processed data, 2024)

Based on the results of the normality test, it can be seen in Table 3 above that
the Kolmogorov-Smirnov value is 0.106 and the Monte Carlo Sig. Sig. (2-tailed) value
is 0.195. The Monte Carlo approach is a method of testing data normality using
systematic development that utilizes random numbers. The purpose of the Monte
Carlo approach was carried out in the research of Kinanti & Rosdiana (2022),
Sumartana & Dewi (2024), and Dharma & Suwandana (2024) to see the distribution
of data that has been tested from samples with random values or values considered
too extreme. This shows that the data in the regression model has been normally
distributed with a Monte Carlo Sig. (2-tailed) value of 0.195> 0.05. Thus, this data can
be used for further research. The Kolmogorov-Smirnov value is greater than the
alpha value of 0.05, indicating that the data used in this study is normally distributed,
so it can be concluded that the model meets the assumption of normality.

2) Multicollinearity Test
Table 4. Multicollinearity Test Results

Collinearity Statistics

Equality Model Tolerance VIF
Quality of Service 0.958 1,044

Sub-structural 1 Electronic Word of
Mouth (E-WOM) 0-958 1,044

Source: Appendix 8 (Processed data, 2024)

Based on Table 4, it is shown that there are no independent variables that have
a tolerance value of less than 0.10 and there are also no independent variables that
have a VIF value of more than 10. Therefore, the regression model is free from
multicollinearity symptoms.
3) Heteroscedasticity Test
Table 5. Heteroscedasticity Test Results

Equality Variables t Sig.
Sub-structural 1 Quality of Service 0.632 0.529
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Electronic Word of
Mouth (E-WOM)
Source: Appendix 8 (Processed data, 2024)

-0.232 0.817

Based on Table 5, it is shown that each has a significance value greater than 5%
(0.05). This shows that the independent variables used in this study do not
significantly affect the dependent variable, namely the absolute residual, therefore,
this study is free from heteroscedasticity symptoms.

Model Feasibility Test
1) Model Feasibility Test (F Test)
Table 6. Results of Model Feasibility Test (F Test)

Model Sig.
1 Regression .000b

a. Dependent Variable: Repurchase Intention (Y)
b. Predictors: (Constant), Interaction (X*M), Trust (M), Feeling
Experience (X)

Source: Appendix 9 (Processed data, 2024)

Based on Table 6, the F significance value is 0.000. The F test results show that
the significance or p value is 0.000 < 0.05, so it can be concluded that the resulting
regression model is feasible to predict the relationship between the independent
variables in this study and the dependent variable.

2) Coefficient of Determination Test (R2)
Table 7. Results of the Determination Coefficient Test (R2)

Adjusted R Square
0.875
a. Predictors: (Constant), Interaction (X*M), Electronic Word of Mouth (

Quality of Service (X)
Source: Appendix 9 (Processed data, 2024)

Based on Table 7, the magnitude of the influence of the independent variables
on the dependent variables indicated by the total determination value (Adjusted R
Square) of 0.875 means that the variation of the service quality variables, electronic
word of mouth and the interaction of the service quality variables with electronic
word of mouth are able to explain 87.5 percent of the variation in the customer
loyalty variable, while the remaining 12.5 percent is explained by other factors or
variables not included in the research model.

Tabel 8. Results of Moderated Regression Analysis

Unstandardized
Coefficients

Model B Sig.

1 (Constant) 1,153 0,495
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Service Quality ( X) 0,176 0,049

Electronic Word of Mouth 0,170 0,023
(M)
Interaction (X*M) 0,010 0,047

a. Dependent Variable: Customer Loyality (Y)

Source: Appendix 9 (Processed Data, 2024)

Based on the results of the MRA test presented in Table 13, the regression
equation is as follows:

Y= 0t B1X+ L2M+ BIXMAt Euurererreecrerereeneesersseessessssessesseessesssssssesssesssens (1)

Y=1,153 + 0,176X + 0,770M + 0,010XM + Euverrrrrevererrerenrercnversneessneessneens (2)

The interpretation of the above equation is as follows:

a) The constant value (a\alphaa) of 1.153 indicates that if the variables of service
quality and electronic word of mouth are held constant at zero, customer loyalty at
El Lago Baliis 1.153.

b) The regression coefficient for the service quality variable (B1\beta_1p1) of
0.176 indicates that if the service quality variable increases by one unit, customer
loyalty at El Lago Bali will increase by 0.176, assuming other independent variables
remain constant.

c) The regression coefficient for the electronic word of mouth variable
(B2\beta 2B2) of 0.170 indicates that if the electronic word of mouth variable
increases by one unit, customer loyalty at El Lago Bali will increase by 0.170, assuming
other independent variables remain constant.

d) The regression coefficient for the interaction between the service quality
variable and the electronic word of mouth variable ($3\beta 3B3) of 0.010 indicates
that if the interaction between these two variables increases by one unit, customer
loyalty at El Lago Bali will increase by 0.010, assuming other independent variables
remain constant.

Hypothesis Testing Results

1)

2)

The service quality variable (X) has a positive regression coefficient value with a t
significance of 0.050 or less than 0.05 (Sig <a). The results of this t test mean that
the service quality variable has a positive and significant effect on the customer
loyalty variable so that H1, namely service quality has a positive and significant effect
on customer loyalty at El Lago Bali can be accepted.

The interaction variable of service quality with electronic word of mouth (XM) has a
positive regression coefficient value with a t significance of 0.049 or less than 0.05
(Sig <a). The results of this t test mean that the electronic word of mouth variable is
able to strengthen the influence of service quality on customer loyalty so that H2,
namely electronic word of mouth strengthens the influence of service quality on
customer loyalty at El Lago Bali can be accepted.
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Discussion of Research Results
The Influence of Service Quality on Customer Loyalty

Based on the results of the first hypothesis test in this study regarding the effect of
service quality on customer loyalty, it can be seen that there is a positive and significant
effect between service quality and customer loyalty at El Lago Bali. The results of this study
indicate that the better the quality of service received by customers at El Lago Bali, the
more it will increase customer loyalty at El Lago Bali. So the first hypothesis in this study
can be proven true.

Customer loyalty can be assessed through consistent repeat purchases, customer
resistance to alternative products or services offered by competitors, and the level of
satisfaction obtained from the service received. In the context of TPB, these are stimuli
that influence intentions. Good service quality increases customer intentions to be loyal to
the cafe. This is based on the principle that positive experiences increase the desire to
repeat the same behavior (revisiting the cafe).

The Role of Electronic Word of Mouth in Moderating the Effect of Service Quality on
Customer Loyalty

Based on the results of the second hypothesis test in this study regarding the role
of electronic word of mouth moderating the influence of service quality on customer
loyalty, it can be seen that there is electronic word of mouth that can strengthen the
influence of service quality on customer loyalty at El Lago Bali. The results of this study
indicate that the stronger the electronic word of mouth at El Lago Bali, coupled with the
quality of service provided, it will be able to increase customer loyalty at El Lago Bali. So
that the second hypothesis in this study can be proven true.

Electronic word of mouthis a marketing activity that utilizes word of mouth media
to market a product. Information related to the product can be given or delivered through
blogs, review sites, reviews on social media or so on (Priansa, 2017: 339). Appropriate and
good online reviews on various social media provided by customers who have visited El
Lago Bali will have an impact on customer loyalty. Customers are willing to do online
reviews with a positive impression indicating that customers trust and have the desire to
continue returning to the place (Hariono, 2018).
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CONCLUSION AND SUGGESTIONS
Based on the results of the data analysis and discussion presented in the previous
chapters, several conclusions can be drawn as follows:

1. Service quality has a positive and significant influence on customer loyalty at El
Lago Bali. This indicates that the better the quality of service provided to
customers, the higher the customer loyalty at El Lago Bali.

2. Electronic word of mouth strengthens the influence of service quality on customer
loyalty, where electronic word of mouth plays a role in amplifying the effect of
service quality on customer loyalty at El Lago Bali. This shows that the impact of
service quality on customer loyalty at El Lago Bali increases when strengthened by
electronic word of mouth.

REFERENCE

Abror., Patrisia, D., Engriani, Y., Evanita, S., Yasri., & Dastgir, S. (2020). Service Quality,
Religiosity, Customer Satisfaction, Customer Engagement and Islamic Bank's
Customer Loyalty. Journal of Islamic Marketing, 11 (6), pp. 1691-1705.

Adnan. (2018). The Influence of Consumer Behavior on Morinaga Milk Purchasing
Decisions in Lhokseumawe City. Visionary & Strategic Journal, 7 (2), pp.1-9.

Almira, R., & Putri, A. (2022). The Influence of Price, Product Quality, and E-Wom on
Purchase Decision Shopee in Generation Z. Journal of Management Science and
Research, 11 (7), p. 15.

Alshreef, M.A,, et al. (2023). Analyzing the Influence of eWOM on Customer Perception of
Value and Brand Love in Hospitality Enterprise. Sustainability, 15, pp. 1-18.

Armstrong. G., & Kotler, P. (2015). Marketing and Introducing Prentice Hall. Twelfth
Edition. England: Pearson Education, Inc.

Atmaja, J. (2018). Service Quality and Customer Satisfaction Towards Loyalty at Bank BJB.
Ecodemica Journal, 2 (1), pp. 49-63.

Belay, B.S. (2022). The Effectiveness of GRASP Strategy on Students' Reading
Comprehension at the Eleventh Grade of SMAN 1 Balong Ponorogo in Academic Year
2021/2022. Eleven April Education Journal, 3(1), 2003-2005.

Databoks. (2023). The Majority of Internet Users in Indonesia Come from the Working Age
Group. [Online] Available At:
https://databoks.katadata.co.id/datapublish/2023/09/06/majority-of-internet-users-
in-indonesia-asal-dari-kelompok-usia-pekerja#:~:text=Based
on%20the%20age%2C%20majority%200r,year%20as%2014%2C69%25 [Accessed 20 June
2024].

309



Dewani, NPRG, & Rastini, NM (2021). The Role of Brand Image in Mediating the Influence
of E-WOM on Consumer Intention to Make Gopay in Denpasar City. E-Journal of
Management, 10 (2), pp. 105-124.

Dhasan, D., & Aryupong, M. (2019). Effects of Product Quality, Service Quality and Price
Fairness on Customer Engagement and Customer Loyalty. ABAC Journal, 39(2), pp.
82-102.

Dhisasmito, PP, & Kumar, S. (2020). Understanding Customer Loyalty in the Coffee Shop
Industry (A Survey in Jakarta, Indonesia). British Food Journal, 122(7), pp. 2253-2271.

Ellen, E., & Tunjungsari, HKK (2019). The Influence of Electronic Word Of Mouth (e-Wom)
and Country Of Origin (Coo) on Purchase Intention; Through Brand Image Mediation
on Nature Republic Products at Tarumanagara University. Journal of Managerial and

Entrepreneurship, 1(3), pp- 411-419.

Ferreira, J., Ferreira, C., & Bos, E. (2021). Spaces of Consumption, Connection, and
Community: Exploring the Role of the Coffee Shop in Urban Lives. Geoforum, 119, pp.
21-29.

Fian, JA (2016). The Influence of Customer Satisfaction and Trust on Customer Loyalty of
Auto 2000 Sungkono Surabaya. Journal of Management Science and Research, 5 (6),

pp.1-18.

Firmansyah, MA (2020). Marketing Communications. East Java: CV. Qiara Media Publisher.

Gadhafi, M. (2015). The Influence of Electronic Word Of Mouth on Purchase Intention
Mediated by Brand Image on Acer Laptop Products in Surabaya. Jurnal Perbanas, 1

(1), pp. 1-10.

Goyette, Isabelle. (2010). e-WOM Scale: Word-of-Mouth Measurement Scale for e-Services
Context. Canadian Journal of Administrative Sciences, 27(1), pp. 5-23.

Ghozali, I. (2016). Multivariate Analysis Application with IBM SPSS 23 Program. Semarang;:
Diponegoro University Publishing Agency.

Ghozali, I. (2018). Multivariate Analysis Application with IBM SPSS 25 Program. gth Edition.
Semarang: Diponegoro University Publishing Agency.

Halim, F., Sherly., & Sudirman, A. (2020). Marketing and Social Media. Bandung: Media
Sains Indonesia.

Hendrawan, D. & Anggraeni, R. (2020). Is the Loyalty Program Effective in Creating Loyalty

Program Satisfaction and Store Loyalty? An Evidence from Indonesia Retail Industry.
Journal of Management Applications, 18 (4) pp. 645-655.

310



Hermawan, AF (2017). The Influence of Customer Relationship Marketing on Customer
Satisfaction and Loyalty (Survey on Garuda Indonesia Airlines Customers in Malang
City). Doctoral Dissertation. Brawijaya University.

Hery. (2018). Introduction to Management. First Edition. Jakarta: PT Grasindo.

Huang, P.L., Lee, BCY, & Chen, C.C. (2019). The Influence of Service Quality on Customer
Satisfaction and Loyalty in B2B Technology Service Industry. Total Quality
Management and Business Excellence, 30 (13), pp. 1449-1465.

Immanuel, DM, & Maharia, MA (2020). Engaging Purchase Decision of Customers in
Marketplace Channel: A Study of Fashion Online Retail. Journal of Business and
Management, 7 (2).

Indrasari, M. (2019). Marketing and Customer Satisfaction. Surabaya: Unitomo Press.

Ismagilova, E., Dwidevi, Y. K., Slade, E., & Williams, M. D. (2017). Electronic Word of Mouth
(eWOM) in the Marketing Context: A State of the Art Analysis and Future Directions.
English: Springer.

Jusuf, DI (2018). Consumer Behavior in the Era of Online Business. Yogyakarta: Andi
Publisher.

Juwaini, A., et al. (2022). The Role of Customer E-Trust, Customer E-Service Quality and
Customer E-Satisfaction on Customer E-Loyalty. International Journal of Data and
Network Science, 6, pp. 477-486.

Kanyama, J., Nurittamont, W., & Siripipatthanakul, S. (2022). Hotel Service Quality and Its
Effect on Customer Loyalty: The Case of Ubon Ratchathani, Thailand during COVID-
19 Pandemic. Journal of Management in Business, Healthcare, and Education
(JMBHE), 1(2), pp. 1-20.

Kiseleva, EM, Nekrasova, ML, Mayorova, MA, Rudenko, MN, & Kankhva, VS (2016).
International Review of Management and Marketing Special Issue on Management
of Systems of Socio-Economic and Legal Relations in Modern Conditions of
Development of Education and Society'The Theory and Practice of Customer Loyalty
Management and Customer Focus in the Enterprise Activity. International Review of
Management and Marketing, 6, 95-103.

Kotler, P. (2016). Marketing Management. Evanston: England: Pearson Education Limited.

Kotler, P., & Keller, K. L. (2016). Marketing Management 15th Edition. United Kingdom:
Pearson Education, Inc.

Kotler, P. & Armstrong, G. (2018). Principles Of Marketing. United Kingdom: Pearson
Education Limited.

311



Kotler, P. (2019). Marketing Management. Millennium Edition. Jakarta: Prenhalindo.
Kotler, P., & Keller, K.L. (2020). Marketing Management. Jakarta: Erlangga Publisher.

Kristiawan, TA, & Keni, K. (2020). The Influence of Packaging, Social Media Marketing and
Electronic Word of Mouth on Purchase Decisions for Local Brand Clothing. DeReMa:
Development of Research Management, 15 (2), pp. 244-256.

Lie, D., Sudirman, A., Efendi., & Butarbutar, M. (2019). Analysis of Mediation Effect of
Consumer Satisfaction on The Effect of Service Quality, Price and Consumer Trust on
Consumer Loyalty. International Journal of Scientific and Technological Research,

8(8), pp- 421-428.

Lite, L. (2017). Analysis of the Influence of Product Quality, Service Quality and Price on
Consumer Satisfaction. AL-ULUM: Journal of Social Sciences and Humanities, 3 (1),

PPp- 357-372.

Mahendrayanti, M., & Wardana, IM (2021). The Effect of Price Perception, Product Quality,
and Service Quality on Repurchase Intention. American Journal of Humanities and
Social Sciences Research (AJHSSR), 5(1), pp. 182-188.

Manengal, B., Kalangi, JA, & Punuindoong, AY (2021). The Influence of Service Quality on
Customer Satisfaction at Ando Tombatu Motorcycle Workshop. Productivity, 2 (1),

pp. 42-46.
Mardo, SA (2016). Service Marketing Management. Yogyakarta: Deepublish.

Maslim, ASW, & Andayani, S. (2023). Application of Theory of Planned Behavior Method
for Customer Trust Levels in Online Shopping Interests. JuSiTik: Journal of
Information Communication Systems and Technology, 7 (1), pp. 7-14.

Musthofa, MA, Kurniati, RR, & Hardati, RN (2020). The Influence of Consumer Behavior on
Digital Money Payment Systems (Study of Ovo Users in Malang City). JIAGABI
(Journal of Business Administration), 9 (2), pp. 175-184.

Nabila, LB, & Riorini, SV (2023). The Effect of Customer Loyalty in The Coffee Shop Industry
(A survey in Jakarta, Indonesia). Indonesian Multidisciplinary Journal, 2 (5), pp. 1-9.

Nafiisah, S., Nuringwahyu, S., & Krisdianto, D. (2021). The Influence of Service Quality and
Product Testimonials on Social Media on Purchasing Decisions (Study at the Griya
Ayu Gresik Cosmetics Store). JJAGABI (Journal of Business Administration), 10 (2), pp.

294-301.

Nofri, O., & Hafifah, A. (2018). Analysis of Consumer Behavior in Online Shopping in
Makassar City. Minds Journal: Idea and Inspiration Management, 5 (1), pp. 113-132.

312



Novandy, MI, & Rastini, NM (2017). The Role of Customer Satisfaction in Mediating the
Effect of Service Quality on Customer Loyalty (Case Study: Tiki Expedition Business
in Denpasar City). E-Journal of Management, Udayana University, 7 (1), p. 412.

Obeidat, W. (2023). Rural and Traditional Cafes and Restaurants: a New Emerging Trend in
Domestic Tourism. Worldwide Hospitality and Tourism Themes, 15(1), pp. 74-83.

Parasuraman, VA, Zeithmal., & Leonard L, Berry. (1998). Servqual A Multiple Item Scale For
Meansuring Customer Perception of Service Quality. Journal of Relating.

Pereira, D., Giantari, NGK, & Sukaatmadja, IPG (2016). The Influence of Service Quality on
Satisfaction and Customer Loyalty of Dadirah Cooperative in Dili Timor-Leste. E-
Journal of Economics and Business, Udayana University, 5 (3), pp. 455-488.

Priansa, DJ (2017). Integrated Marketing Communications. Bandung: Pustaka Setia.

Putra, CF, Pangestuti, E., & Nuralam, IP (2018). The Influence of Service Quality on
Customer Satisfaction and Loyalty. Journal of Business Administration, 61(2), pp. 99-
107.

Putra, FW, & Sulistyawati, E. (2018). The Role of Customer Satisfaction in Mediating the
Effect of Service Quality on Customer Loyalty (Study at Bakmi Tungku Restaurant in
Badung Regency). E-Journal of Management Unud, 7 (1), pp. 525-554.

Rahyuda, IK (2020). Business Research Method Based on The Research Pyramid. Denpasar:
Sastra Utama.

Ramadhan, MA (2019). The Influence of Brand Image, Trust, and Commitment on
Customer Loyalty of the GOJEK Online Transportation Application in Malang City.
Journal of Management Science (JIMMU), 4 (2), pp. 153-169.

Rizkiyah, K., Nurmayanti, L., Macdhy, RDN, & Yusuf. (2021). The Influence of Digital
Payment on Consumer Behavior of Users of the OVO Digital Payment Platform.

Management Insight: Scientific Journal of Management ISSN, 16 (1), pp. 107-126.

Sawitri, IA, & Rahanatha, GB (2019). The Influence of Green Marketing and Brand Image on
Customer Loyalty. E-Journal of Management, 8 (8), pp. 5267-5284.

Sugiyono. (2016). Quantitative, Qualitative and R&D Research Methods. 24th edition.
Bandung: Alfabeta.

Sugiyono. (2017). Quantitative, Qualitative, and R&D Research Methods. Bandung:
Alfabeta.

Sugiyono. (2019). Quantitative and Qualitative Research Methodology and R&D. Bandung;:
Alfabeta.

313



Surahman, IGN, Yasa, PNS, & Wahyuni, NM (2020). The Effect of Service Quality on
Customer Loyalty Mediated By Customer Satisfaction in Tourism Villages in Badung
Regency. JAGADITHA Journal of Economics & Business, 7 (1), pp. 46-52.

Tarigan, EDS, Wijaya, M., & Marbun, P. (2020). The Influence of Lifestyle, Physical
Environment, and Menu Variety on Customer Loyalty through Customer Satisfaction
in the Coffee Shop. International Journal of Research and Reviews, 7(3), pp- 102-111.

Trisnadewi, PAD, & Ekawati, NW (2017). The Influence of Consumer Satisfaction Mediating
Price on Consumer Loyalty in Shopping at Online Florists in Denpasar. E-Journal of
Management, 6 (4), pp- 2076-2104.

Taufik, A., Santoso, S., Fahmi, MI, Restuanto, F., & Yamin, S. (2022). The Role of Service and
Product Quality on Customer Loyalty. Journal of Consumer Sciences, 7(1), pp. 68-82.

Tjiptono, Fandy., & Chandra, Gregorius. (2016). Service Quality & Satisfaction. 4th Edition.
Yogyakarta: Andi.

Unpapar, AA (2021). The Moderating Role of Electronic Word of Mouth (eWOM) in the
Influence of Perceived Value on Repurchase Intention. Indonesian Journal of
Business Analytics, 1 (1), p. 71-90.

Utama, MS (2016). Application of Quantitative Analysis for Economics and Business.
Denpasar: CV Sastra Utama.

Wardhana, A. (2024). Consumer Behavior in the Digital Era. Purbalingga: Eureka Media
Aksara.

Widiastuti, S. (2022). Understand the Difference Between Cafe, Bistro, Shop, Eateries, and
Restaurants Before Deciding on the Interior Design. Website: https://desain-grafis-
s1.stekom.ac.id/informasi/baca/Pahami-dulu-Bedanya-Cafe-Bistro-Kedai-Rumah-
Makan-dan-Restoran- Sebelum-Putuskan-Disain-
Interiornya/b1799b4a15006957f6f739815a86ec14dasc6771

Widodo, S., Harini, C., & Haryono, AT (2018). The Influence of Price, Brand Image and
Product Quality on Customer Loyalty with Customer Satisfaction as an Intervening
Variable (Study on Housewives Using Downy Products in RW XXII Perum Puri Dinar
Elok Meteseh Semarang). Journal of Management, 4 (4).

Widyanto, I., & Albetris, A. (2021). The Influence of Brand Image, Price, Promotion and
Electronic Word of Mouth on Purchasing Decisions of Wardah Compact Powder
Products at PT Pargon Technology and Innovation (Case Study of Students of the
Faculty of Economics, STIE Graha Karya Muara Bulian). J-MAS (Journal of
Management and Science), 6 (1), pp. 138-145.

314



Wilson, A., Zeithaml, V., Bitner, J. M., & Gremeler, D. D. (2016). Services Marketing
Integrating Customer Focus Across the Firm. Third Edition. New York: McGraw-Hill
Education.

Wulandari, H., & Rahyuda, IK (2016). The Role of Customer Satisfaction in Mediating Price
and Customer Loyalty. E-Journal of Management, 5 (5), pp. 2871-2897.

Wulandari, IS (2020). Utilization of E-Wom in Marketing Communication Activities of Aice
Ice Cream Products. Journal of Strategic Communication, 11 (1), pp. 46-50.

Zeithaml, V. A., Bitner, M. J., & Gremler, D. D. (2017). Service Marketing Integrating
Customer Focus Across the Firm. Seventh Edition. New York: McGraw-Hill Education.

315



