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Abstract  

The coffee shop industry faces increasingly fierce competition, where consumers have many choices. To retain and attract customers, coffee 
shops must continuously develop product innovation and improve customer relationships through Customer Relationship Management 
(CRM). This study aims to identify the effect of product innovation and CRM on customer satisfaction and understand the role of 
purchasing decisions as a mediator in this relationship. This research uses a survey method by collecting data from coffee shop customers 
through questionnaires. The research sample consisted of coffee shop visitors who were active during the research period. The collected 
data were analyzed using statistical techniques, including regression analysis. The results showed that product innovation has a 
significant positive impact on customer satisfaction. CRM also has a significant favorable influence on customer 
satisfaction.Furthermore, purchasing decisions were found to mediate the relationship between product innovation and customer 
satisfaction, as well as between CRM and customer satisfaction. These findings indicate that coffee shops focusing on developing 
innovative products and implementing effective CRM strategies can increase customer satisfaction. In addition, purchase decisions are 
an essential intermediary in linking product innovation, CRM, and customer satisfaction. Therefore, coffee shop management must 
consider better strategies for integrating product innovation, CRM, and purchase decisions to achieve long-term success in this competitive 
industry. This research contributes significantly to understanding the factors influencing customer behavior and the strategies coffee shop 
industry players can use. 
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Introduction 

Every organization's strategy to retain customers has various sustainable concepts. The concept planned as 
a strategic step in the business's will is superior to similar competitors. Therefore, various targeted solutions 
must be achieved to win better business competition. The coffee shop industry is one of the businesses in 
the spotlight of multiple publics. One of the brands is SK Coffee Lab, a place to enjoy coffee differently. 
Dominants who have become loyal consumers every week are never absent to visit. This is due to the 
possible match of product innovation, purchasing decisions, and customer relationships with branding that 
can be attached to achieving satisfaction value. Therefore, the owner of SK Coffee Lab wants to know how 
high the creation of customer satisfaction value has been in the past 2 months. So, it can be proposed that 
proper review needs to use constructs that align with customer satisfaction outcomes. 

The findings (Wikhamn, 2019) reveal that innovation positively impacts customer satisfaction but requires 
the functionality of a communicative human resource role. This is still ambiguous because the assessment 
focuses more on the performance aspects of the financial, social, and ecological innovation fields. This 
could be an opportunity to change the aspect of customer relations with management at SK Coffee Lab. 
Thus, an in-depth focus on the specification of customer relationship management as a construct provides 
a concurrent role with product innovation. According to (Saputra, 2019), customer relationship 
management is the most essential element to increase customer satisfaction because it can provide the role 
of established communication and the speed of handling conflicts that occur in the organizations involved. 
Product innovation and customer relationship management correlate well and can be used as exogenous 
constructs. The opinion of (Kusno et al., 2021) believe that purchasing decisions are the cause of achieving 
satisfaction with the products consumed by customers. Thus, in this study, it is proposed as a mediating 
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construct to provide a direct and indirect role as a research gap that offers innovations in this study. Each 
construct that has been examined becomes a firm basis, and each role aims to determine how good the 
value of customer satisfaction is at SK Coffee Lab. This research has never been done before and is essential 
to develop the latest model in path coefficients. This research opportunity needs to be developed further 
because of the need to review direct and indirect relationships using purchasing decisions. This is what 
makes a gap or differentiator from previous studies. The role of purchasing decisions is to mediate product 
innovation and customer relationships with branding to achieve customer satisfaction. 

Based on research issues and previous reviews, it can be stated that the research objectives are to determine 
how significant the Buying Decision construct has a substantial effect on Satisfaction; Customer 
Relationship Management has a significant impact on Satisfaction mediated by buying decisions; Customer 
Relationship Management has a considerable effect on Satisfaction; Product Innovation has a substantial 
impact on Satisfaction mediated by buying decisions; Product Innovation has a significant effect on 
Satisfaction and assessment of the estimation model; R-square and importance-performance maps. The 
scope of this study uses the inclusion requirement that customers who are eligible to become respondents 
with more than two visits order a universal menu according to what is available at SK Coffee Lab. 

Literature Review 

Product innovation opportunities are a potential source for innovative ideas to achieve viable customer 
products (Goldberg & Abrahams, 2022). The consistent level of product innovation can be directed 
towards the conceptualization of large-scale investment and product development for the industry, which 
has a role that results in a wide selection of similar new products in the market (Shin et al., 2022). Product 
innovation refers to developing and implementing ideas, concepts, or changes in products or services 
intended to increase value for customers or consumers. Product innovation involves changes in various 
aspects of the product, including features, design, quality, technology, performance, and benefits offered to 
customers. It is one of the critical ways for companies to stay competitive and relevant in an ever-changing 
market. Here are some essential elements of product innovation: 

Ideas and Creativity: Product innovation starts with creative ideas. Productive teams, researchers, engineers, 
designers, and other staff members often work together to generate new ideas to improve existing products 
or services or create entirely new products. 

Research and Development: Product innovation involves in-depth research and development to test ideas, 
design prototypes, and develop new products. This can take significant time and resources. 

Customer Understanding: Understanding customer needs, wants, and problems is essential when developing 
new products. This ensures that the resulting innovation is genuinely relevant and meets customer 
expectations. 

Changes in Design and Function: Product innovation often involves changes in the product's design or 
function—for example, improvements in durability, efficiency, or product aesthetics. 

Use of New Technology: Using the latest and advanced technologies is often integral to product innovation. 
This may mean adopting new technologies or developing unique in-house technologies. 

Trial and Evaluation: Before a new product is launched, it will usually undergo a series of trials and evaluations 
to ensure it performs well and meets the desired quality standards. 

Marketing and Launch: Once the innovative product is ready, the company must develop an effective 
marketing strategy to introduce it. A good launch is a critical step in the success of a creative product. 

Monitoring and Improvement: Product innovation is not a one-time process. Companies must continuously 
monitor the product's performance in the market, listen to customer feedback, and be ready to make 
improvements or upgrades based on input. 
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Product innovation is essential in a company's growth strategy and can provide a significant competitive 
advantage. Companies that can develop and launch innovative products relevant to their markets tend to 
be more successful in meeting customer expectations and achieving long-term sustainability. 

According to (Laely et al., 2020), the relationship between brand management and customers is one of the 
enthusiasm to know and correct sincerely about the role being carried out. Customer Relationship 
Management is a process that can build and maintain producer relationships with consumers to create 
benefits in the form of products that are of value to consumers and satisfy consumers (Kotler et al., 2017; 
Kotler & Armstrong, 2018). Customer Relationship Management (CRM) is a strategic approach companies 
use to manage and build strong customer relationships. CRM is not just a software or system but a business 
philosophy that focuses on understanding customers, interacting with customers, and fulfilling customer 
needs. It aims to increase customer loyalty, improve customer retention, and optimize the overall customer 
experience. Here are some of the critical components of Customer Relationship Management (CRM): 

Customer Understanding: CRM starts with deeply understanding your customers. This includes collecting 
customer data, such as preferences, purchase history, and contact information, to understand who your 
customers are and what they need. 

Customer Interactions: CRM helps companies track and manage customer interaction, including phone calls, 
emails, online chats, and visits to physical stores. This allows companies to provide consistent and 
responsive service to customers. 

Analyze Customer Data: Using the collected customer data, companies can analyze customer trends, 
behaviors, and preferences. This helps identify sales opportunities, customize offers, and improve 
marketing strategies. 

Business Process Automation: CRM often automates business processes, such as lead management, sales tasks, 
email delivery, and scheduling. This can improve operational efficiency and allow teams to focus on more 
meaningful customer interactions. 

Marketing Campaign Management: CRM can help companies plan, launch, and track targeted marketing 
campaigns. This allows companies to communicate with their customers effectively and respond to their 
needs and interests. 

Customer Loyalty: By providing personalized, responsive, and quality service, companies can build strong 
customer loyalty. Customers who feel valued and well-served are more likely to remain loyal and provide 
referrals to others. 

Performance Analysis: CRM helps companies monitor and analyze sales performance, customer retention, and 
marketing campaign effectiveness. This allows companies to make necessary improvements and 
adjustments in their strategies. 

Inter-team Collaboration: CRM enables better collaboration between departments, such as sales, marketing, 
and customer service. This helps in providing a consistent experience to customers across different 
touchpoints. 

Effective implementation of Customer Relationship Management can help companies optimize customer 
experience, increase productivity, and achieve sustainable business growth. It is a powerful tool for 
managing and strengthening relationships with customers who are valuable assets to the company. 

The concept of purchasing decisions in the eyes of (Nurbiyanto et al., 2021), namely how to get a product 
for needs by reviewing multi-market conditions. Therefore, how to get a product is defined as the belief 
that what is consumed already has the best decision steps. This is what attracts this study, namely the 
construct of buying decision as a mediating construct. A buying decision is a mental process by an individual 
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or organization to select and purchase a particular product or service. Purchasing decisions involve various 
factors that influence the buyer's final decision and often involve the following stages: 

Problem Recognition: A purchase decision begins when an individual or organization realizes a problem or 
need to be addressed. This problem recognition can be triggered by various factors, such as a change in 
circumstances, a desire to improve something, or influence from others. 

Information Search: Once the problem or need is recognized, the buyer will seek information to understand 
available options. This could include searching for information online, reading reviews, asking friends or 
family, or consulting an expert. 

Evaluation of Options: Buyers will evaluate the various options available. They will consider factors such as 
price, quality, brand, features, and product or service benefits. At this stage, buyers may also compare 
different products or brands. 

Purchase Decision: After evaluating, buyers will decide. This decision could mean buying the selected product 
or service, delaying the purchase, or choosing not to buy. 

Purchase Implementation: If the purchase decision is to buy a product or service, the next step is implementing 
the purchase. This could mean conducting the transaction online, going to a physical store, or 
communicating with the seller. 

Post-Purchase Evaluation: After the purchase, buyers may evaluate their decision. They will consider whether 
the product or service meets their expectations, whether they are satisfied with their purchase, and whether 
they would recommend the product to others. 

Factors influencing purchasing decisions include price, product quality, brand, recommendations from 
others, personal preference, social influence, promotion, and economic factors. In addition, buying 
decisions can also be influenced by emotions, perceptions, and previous experiences. In business, 
purchasing decisions can involve several parties, such as management, procurement departments, and end 
users, each with different interests and considerations. Understanding the buying decision process is 
essential for companies to develop effective marketing strategies and understand how to influence potential 
buyers to make decisions in favor of their products or services. 

Opinion (Laily & Rahmat, 2021) states that customer satisfaction will occur if the role of decisions, 
communication, marketing operations, and evaluation have been agreed upon. Findings (Komari et al., 
2020) show that an object's satisfaction level will differ. Therefore, in-depth studies need to be adjusted to 
the parameters of success. Thus, customer satisfaction will be more focused and measurable by using the 
concept of the mediating role played by purchasing decisions. Satisfaction (satisfaction) refers to the 
positive feelings or evaluations a person feels after experiencing or using a particular product, service, 
experience, or situation. It is an essential concept in business and consumer psychology because it can 
influence customer behavior, repeat purchase decisions, and customer loyalty. Here are some crucial aspects 
of satisfaction: 

Positive Evaluation: Satisfaction reflects the positive evaluation or pleasure and satisfaction a person feels 
towards something. This could mean feeling that the product or service meets or exceeds their expectations. 

Subjective Evaluation: Satisfaction is a subjective experience. It varies from individual to individual and can be 
influenced by initial expectations, previous experiences, and personal preferences. What makes one person 
satisfied will not necessarily be the same for another. 

Impact on Loyalty: Customer satisfaction is often closely related to customer loyalty. Customers who are 
satisfied with a brand or company tend to be more loyal and are more likely to make repeat purchases, 
provide recommendations to others, and have higher levels of engagement. 
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Satisfaction and Retention: Companies that increase customer satisfaction experience higher customer 
retention. Customers are likelier to stay subscribed to that company's products or services rather than 
switching to a competitor. 

Influence Factors: Customer satisfaction can be influenced by various factors, including product or service 
quality, price, customer service, speed of delivery, quality of interaction with the company, and overall user 
experience. 

Satisfaction Measurement: Companies often use customer surveys and ratings to measure customer satisfaction. 
This can provide valuable insight into what is working well and what needs to be improved. 

Role in Marketing: Customer satisfaction is essential in marketing. Satisfied customers tend to give positive 
testimonials, speak well of the brand or product, and contribute to the company's positive image. 

Continuous Improvement: Companies that care about customer satisfaction strive to improve their products, 
services, and experiences continuously. This involves receiving customer feedback and taking action to 
address any issues or dissatisfaction that may arise. 

Customer satisfaction is essential for many companies as it can positively impact their long-term growth 
and success. Understanding what satisfies customers and striving to meet or exceed those expectations are 
commonly used strategies for maintaining good customer relationships and achieving sustainable business 
success. 

This study investigates the effect of product innovation and Customer Relationship Management (CRM) 
on customer satisfaction in the coffee shop industry, with purchase decision as a mediator. In this context, 
the key concepts to be tested include: 

Product Innovation: This refers to how coffee shops develop new products or change existing products, such 
as unique menus, flavor variants, or creative serving methods. 

Customer Relationship Management (CRM): This covers the practices that coffee shops use to build and maintain 
strong relationships with customers, such as customer data collection, customer interaction management, 
and service personalization. 

Customer Satisfaction: This measures customer satisfaction with the products, services, and experiences they 
have at the coffee shop. This can include product quality, customer service, price, and convenience. 

Purchase Decision: This refers to the purchase action taken by the customer after the coffee shop experience. 
Purchasing decisions may include buying a specific product, number of purchases, or frequency of visits. 

This research will use statistical analysis to test the above hypotheses and evaluate how product innovation 
and CRM affect customer satisfaction and whether purchase decisions mediate the relationship. The study 
results will provide valuable insights for the coffee shop industry in developing more effective strategies 
for improving customer satisfaction and the success of their business. The research conceptual framework 
is a collection of attributes that provide an overview of the research. Conceptual research Husing constructs 
as in Figure 1. 
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Figure 1. Conceptual Research 

The research constructs show that buying decisions give a role to satisfaction, Customer Relationship 
Management gives a role to Satisfaction mediated by buying decisions, Customer Relationship Management 
gives a role to Satisfaction, Product Innovation gives a role to Satisfaction mediated by buying decisions, 
and Product Innovation gives a role to Satisfaction. The research framework is as in Table 1. 

Table 1. Research Hypothesis 

  Description 

H1 Buying Decisions has a significant effect on Satisfaction 

H2 Customer Relationship Management has a significant effect on 
Satisfaction mediated by buying decisions. 

H3 Customer Relationship Management has a significant effect on 
Satisfaction. 

H4 Product Innovation has a significant effect on Satisfaction mediated 
by buying decisions. 

H5 Product Innovation has a significant effect on Satisfaction. 

Methods 

Research Design 

The research design uses quantitative with explanatory type. A good research design is the key to collecting 
relevant data and testing the proposed hypothesis. For research on the effect of product innovation and 
CRM on customer satisfaction with the mediation of purchasing decisions in the coffee shop industry, the 
main objective of this study is to identify and measure the effect of product innovation and CRM on 
customer satisfaction and the mediating role of purchasing decisions in the coffee shop industry. 

Sample and Data Collection Techniques 

The research population is customers of coffee shops. The population is intended to determine the total 
number of customers. The probability sampling model states that each unit in the population is stated to 
have the same opportunity to be selected as a sample. The probability sampling group is simple random 
sampling (Gahayu, 2015). The criteria that must be required are: 

Products that customers buy according to the menu at SK Coffee Lab. 

The frequency of product consumption is more than 2 times. 
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Customers have a productive age, namely 18 years to 50 years. 

The population has an unknown number. This is evidenced by the fact that there is no tabulation of the 
source of observation. Therefore, using a sample with the Lemeshow method: 

𝑛 =  
𝑧2𝑝(1 − 𝑝)

𝑑2
 

           (1) 

𝑛 =  
1,962 𝑥 0,4 𝑥 (1 − 0,4)

0,082
= 144~ 150 respondent 

The research sample was at least 92 respondents. However, it is best to use 150 respondents to increase the 
research results' accuracy, validation, and reliability. Respondent characteristics refer to attributes or 
information used to describe and identify individuals or groups participating in a study or survey. This 
information helps researchers understand and analyze the data better and identify patterns, trends, or 
differences that may appear in the research results. Here are some characteristics of respondents that are 
generally considered in research, as in Table 2. 

Table 2. Respondent Characteristics 

Characteristics Frequencies Percentages (%) 

Male 54 36 

Female 96 64 

Olds 20-25 44 29,3 

Olds 26-30 55 36,7 

Olds > 30 51 34 

Friend zone 69 46 

Gathering 44 29,3 

Learning 37 24,7 

Based on the descriptive characteristics of the respondents, it can be stated that the dominant ones include 
the female gender, 96 respondents, age 26 years - 30 years, 55 respondents, and the agenda of visiting SK 
Coffee Lab for friend zone, 69 respondents. This means that this can be stated as evidence that the 
dominant respondent category is in the productive phase, where the role of customer relationship 
management can bring them the ability to communicate reciprocally with colleagues, even employees at SK 
Coffee Lab. Not only that, but in the current era, the friend zone agenda is more precisely a step to building 
a new thing, and at SK Coffee Lab, it is also supported in terms of product innovation. This shows that the 
role of customer relationship management and product innovation can positively impact achieving 
customer satisfaction. 

 Research data in the form of facts and figures. In addition, the data used are endogenous, exogenous, and 
mediation contours. Primary data sources were used to distribute e-questionnaires with Google Forms to 
respondents at the SK Coffee Lab location. Secondary data sources are obtained from international, 
national, and reputable journals that correlate with the research topic. 

Each question indicator on the independent and dependent aspects is given an interval scale assessment. 
The function of the scale is to categorize the results when the questionnaire is processed in data tabulation. 
The indicator assessment on each aspect uses a Likert scale, as shown in Table 2. 
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Table 2. Likert Scale Interval 

Score Descriptions 

1 Not Important 

2 Less Important 

3 Important 

4 Quite Important  

5 Very Important 

The operational definition consists of independent, dependent, and moderating aspects. Each aspect has 
an indicator of 3 items. The questionnaire scale is based on a Likert scale model, as shown in Table 3. 

Table 3. Operational Definition 

Construct Question Item 

Product innovation as an exogenous construct is stated as an 
innovation development step of products that require continuous 
improvement (Andarini et al., 2020; Daragahi, 2017; Wikhamn, 2019). 

1. Product variants  
2. Packaging design 
3. Product quality 

Customer Relationship Management is an exogenous construct that 
has the role of designing relationships between customers and 
product providers (Andarini & Laely, 2019; Kumar et al., 2019; 
Nisafani et al., 2017; Panjaitan & Djunaedi, 2017; Panjaitan & Laely, 
2017). 

1. Human Resources 
2. Technology 
3. Organization 

You purchase decisions as a mediator who analyzes decisions (Laely 
& Komari, 2017; Mallombasang et al., 2020; Nurbiyanto et al., 2021). 

1. Decision  
2. Accuracy  
3. Expectation match 

Customer satisfaction is an endogenous construct that has the role of 
providing satisfaction value from the support of exogenous 
constructs (Djunaidi & Subagyo, 2020; Hariyono et al., 2019; Laely, 
2016a, 2016b; Panjaitan & Djunaedi, 2017; Panjaitan & Laely, 2017; 
Rahmaddiansyah et al., 2015; Rizki et al., 2021; Song et al., 2019). 

1. Experience 
2. Testimonials 
3. Service 

Data Analysis Technique 

Data analysis techniques are designed to systematically process data from Google Forms, observations, and 
literature references. The data analysis technique uses a partial least square test using path analysis (Riduwan 
& Kuncoro, 2008). Path analysis consists of a path model as a diagram that provides a correlation role using 
arrows following the designed hypothesis. The causal path provides a correlation design with exogenous, 
endogenous, and mediation meanings. This study uses exogenous construct types as constructs that have 
an impact, endogenous as constructs that are given an effect, and mediation that provides direct and indirect 
correlation to exogenous and endogenous constructs. The data analysis method uses the following stages: 

Outer model design analysis is an analysis design that provides a specification of the correlation of research 
latent constructs with each statement attribute. The measurement uses convergent and discriminant validity 
with the condition that the loading factor and cross loading> 0.5 because it is development research. 
Determination of the average variance extracted value> 0.5 and Cronbach's alpha value> 0.5 as reflective. 

Inner model design analysis is a model analysis design that assesses R-square. The assessment uses strong> 
0.75, moderate> 0.50, and weak> 0.25. If the R-square value is higher, it is stated that the research-level 
prediction model is feasible. F-square as a model goodness test, with effect size parameters > 0.02, declared 
a small influence; effect size > 0.15 declared a moderate influence; and > 0.35 declared a significant impact 
on the structure level. 
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Bootstrapping test using direct effect with a positive value is declared a unidirectional direct effect on path 
analysis p-values <0.05 as evidence of significance on exogenous constructs. An indirect effect with a 
positive value is declared a unidirectional indirect effect on path analysis p-values <0.05 as evidence of 
significant mediation. Total effect is the total value of the direct effect and indirect effect. Thus, the 
calculated T-statistic is declared significant in partial terms if it is greater than the T-table. 

Results and Discussion 

The results of the research analysis test begin with the Loading factor test. The factor loading test function 
is a measure used in factor analysis in multivariate statistics, especially in exploratory and confirmatory 
factor analyses. It measures the extent to which each variable in the observed data set relates to the analyzed 
factor. Factor loading indicates the strength and direction of the relationship between the variables and the 
underlying factor. Determination of the loading factor value uses the calculated loading factor value> 0.5 
because it is included in the category of research that is still in the research construct development model. 
The results can be seen in Table 4. 

Table 4. Loading Factor 

Construct Loading factor 

BUY1➞ Buying Decision 0.892 

BUY2➞ Buying Decision 0.653 

BUY3➞ Buying Decision 0.704 

CRM1➞ Customer Relationship Management 1.000 

PI1➞ Product Innovation 0.665 

PI3➞ Product Innovation 0.982 

SAT1➞ Satisfaction 0.658 

SAT2➞ Satisfaction 0.849 

The test results of the loading factor value of the statement attribute have a loading factor value <0.5 and 
are eliminated. Thus, the loading factor value received from the construct in each statement attribute is the 
BUY1, BUY2, BUY3, CRM1, PI1, PI3, SAT1, and SAT2 codes so that they are declared valid. The results 
are as in Figure 2. 
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Figure 1. Outer Model 

Cross-loading is a phenomenon in factor analysis, particularly confirmatory factor analysis, where a variable 
can have significant loadings on more than one factor. This is common in factor analysis and raises several 
considerations when interpreting factor analysis results. The cross-loading value is stated that with a cross-
loading value> 0.5, it is acceptable and declared valid. The cross-loading results are shown in Table 5. 

Table 5. Cross Loading 

Correlation of attributes with constructs Loading factor 

BUY1➞ Buying Decision 0.892 

BUY2➞ Buying Decision 0.653 

BUY3➞ Buying Decision 0.704 

CRM1➞ Customer Relationship Management 1.000 

PI1➞ Product Innovation 0.665 

PI3➞ Product Innovation 0.982 

SAT1➞ Satisfaction 0.658 

SAT2➞ Satisfaction 0.849 

Based on the assessment of cross loading <0.5, elimination is carried out so that only the constructs of the 
BUY1, BUY2, BUY3, CRM1, PI1, PI3, SAT1, and SAT2 statement attributes are presented so that they 
are declared valid. Furthermore, the validity test uses Cronbach's alpha> 0.6 and the reliability value using 
composite reliability> 0.7. The reliability test results are as in Table 6. 

Table 6. Composite Reliability 

 
Cronbach's Alpha Composite Reliability 

Average Variance 
Extracted (AVE) 
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Buying Decision 0,684 0,798 0,572 

Customer 
Relationship 
Management 

1,000 1,000 1,000 

Product Innovation 0,678 0,821 0,704 

Satisfaction 0,678 0,729 0,577 

Based on composite reliability, Cronbach's alpha and composite reliability are feasible with the achievement 
of Average Variance Extracted> 0.5. Therefore, the constructs used, namely Buying Decisions, Customer 
Relationship Management, Product Innovation, and Satisfaction, are valid and reliable for use as structural 
model testing parameters. The next step is to test the P R-square (R2) as an explanation of the exogenous 
constructs on the endogenous constructs achieved to determine the value of the most robust model, and 
the results are as in Table 7. 

Table 7. R-Square 

Construct R Square R Square Adjusted 

Buying Decision 0,510 -0,003 

Satisfaction 0,638 0,324 

Based on the R-square (R2) assessment, the Buying Decision construct successfully mediates 0.510 or 51%, 
and the satisfaction construct successfully provides an impact of 0.638 or 63.8%. The achievement of the 
buying decision construct is 51%, the rest is 49%, while satisfaction is 63.8%; the rest does not reach a value 
of 100% because it is influenced by other constructs that are not explained in the study. Determination of 
the F-square value indicates the goodness of use of the structural model that has been formed. The logical 
F-square has the smallest value of 0.02, the results of which can be seen in Table 8. 

Table 8. F-square 

Correlation of attributes with constructs F-square 

Buying Decision➞ Satisfaction 0,235 

Customer Relationship Management➞ Buying 
Decision 

0,09 

Customer Relationship Management➞ Product 
Innovation 

0,088 

Product Innovation➞ Buying Decision 0,04 

Satisfaction➞ Product Innovation 0,113 

Buying Decision➞ Satisfaction 0,235 

Based on the test results in Table 8, the value of the buying decision construct on satisfaction is 0.235> 
0.15 with a moderate impact category; the Customer Relationship Management construct on Buying 
Decision is 0.09> 0.02 with a negligible impact category; the Customer Relationship Management construct 
on Satisfactions is 0.088> 0.02 with a moderate impact category; the Product Innovation construct on 
Buying Decision is 0.04> 0.02 with a negligible impact category; and the Product Innovation construct on 
Satisfaction is 0.113> 0.02 with a moderate impact category. 

The statistical analysis of hypothesis testing provides information about whether product innovation and 
CRM significantly affect customer satisfaction and whether purchasing decisions mediate the relationship. 
The results of hypothesis testing can be used to conclude these findings supporting or rejecting the research 
hypothesis, as shown in Figure 3. 
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Figure 2. Bootstrapping Model 

Based on the model test results with Structural Equation Modelling (SEM), it can be concluded as shown 
in Table 9. 

Table 7. Bootstrapping Hypothesis Testing 

Hypothesis Construct Model t-Statistics ρ-Value Description 

H1 Buying Decision➞ 
Satisfaction 

5.719 0.000 
Significant  

H2 Customer Relationship 

Management ➞Buying 

Decision➞ Satisfaction 

2.526 0.022 

Significant 

H3 Customer Relationship 

Management ➞ 
Satisfaction 

4.126 0.000 

Significant 

H4 Product Innovation ➞ 

Buying Decision➞ 
Satisfaction 

2.839 0.010 

Significant 

H5 Product Innovation➞ 
Satisfaction 

4.157 0.000 
Significant 

Buying Decision Has a Significant Effect on Satisfaction 

The buying decision assessment significantly affects satisfaction with a T statistics value of 5,719 with a 
significance of 0.000. This proves a feasible influence. Buying decisions have statement attributes, including 
the selection of coffee, non-coffee, food, and beverage menu decisions, the right product choice, and the 
product chosen as expected. All three loading factor values and cross-loading meet the requirements of> 
0.05. The SK Coffee Lab industry always provides what its customers expect. This can be proven by menu 
information during visits and on SK Coffee Lab's Instagram media. The selection of coffee, non-coffee, 
food, and beverage menu decisions: the right product choice impacts customers because it is an option and 
can be recommended for colleagues and friends when visiting SK Coffee Lab. The most dominant product 
choice that is the best seller based on customer expressions is Es Kopi Susu. Milk-iced coffee products are 
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indeed a mainstay for customers and are often ordered, and the dominating food and beverage is chicken 
rice bowls. On the other hand, the product chosen follows customer expectations, and this causes the three 
attributes to provide a decent satisfaction rating. The level of satisfaction felt by customers has a loading 
factor value and cross-loading> 0.5 and is supported by composite reliability> 0.7. Thus, the average 
loading factor value, cross-loading, and composite reliability are 0.572 or 57.2% for buying decisions and 
0.577 or 57.7% for satisfaction. According to (al Rosyid & Pratiwi, 2022 Peemanee & Wongsahai, 2021 
Sutrisno & Setyawan, 2020), modeling a decision in customer thinking is very innovative. This indicates 
that customers know and utilize some advanced technology to make purchases. For example, the system's 
availability will provide an overall level of repeat purchase decisions, as using the app allows customers to 
access the information they need conveniently. Therefore, what is happening now is that the application 
for ordering consumer products can tighten the consumer buying process. This is in line with previous 
research, which claims that perceived benefits representing acceptance and intention to use technology 
influence service usage as most consumers prioritize convenience. With the advancement of technology, 
online purchasing has become very convenient, with a wide range of products that are easy to assess. 
Intention is a motivational factor that influences behavior and indicates a person's effort to act. The more 
determined the person is, the more likely it will turn into behavior. At the same time, the expression (Ekasari 
et al., 2019; Padmalia, 2019; P. Andriyani. S & Arwani, 2021), with purchasing decisions that have attributes 
according to customer expectations, creating a level of customer satisfaction is no longer a tricky thing. 
However, this makes it very easy to assess and understand deeply to increase the role of customer 
satisfaction sustainably. Not only that, but the evidence also stated (Aryani & Desmintari, 2019) that 
customers who have received recommendations from colleagues will be easily influenced to decide to buy 
a product. This means that, in this case, it is more focused on evidence of peer satisfaction with a product. 

Customer Relationship Management Has a Significant Effect on Satisfaction Mediated by Buying Decision 

Customer relationship assessment significantly affects satisfaction mediated by buying decisions, with a T 
statistics value of 2.526 and a significance of 0.022. This proves that the mediating role has a significant 
effect. The influential customer relationship attribute with a decent predicate is the human resources 
employees at SK Coffee Lab. As employees, their roles are very much in line with customer expectations. 
The role of these employees includes polite ethics towards customers, how to serve customers, and actively 
helping customers when finding coffee, non-coffee, food, and beverage menus that are currently the best 
sellers. This statement attribute is a reference in achieving buying decisions to increase the role of 
Satisfaction. The loading factor and cross-loading assessment for human resources is perfectly completed, 
namely 1.000, when mediated by buying decisions on satisfaction. The determination of the value of the 
average validation and reliability of 1.000 is declared perfect, and this is evidence that the buying decision 
that mediates will give the role of customer relationship management more optimal work. Thus, employees 
at SK Coffee Lab will play a good role in customers' decision-making when choosing a favorite menu. 
Therefore, this helps customers to provide a high satisfaction value. In addition, the value of customer 
relationship management can work together to give the role of buying decisions and satisfaction with each 
value of 0.09> 0.02 and 0.088> 0.15. The findings (Kusno et al., 2021; Song et al., 2019) show that the 
mediating role of buying decisions is very capable of working with Customer Relationship Management. 
The role of marketing mix elements is a component that can encourage consumer purchasing decisions. 
One of the factors that drives purchasing decisions is a price that can create managerial and spontaneous 
communication towards consumer purchasing decisions. On the other hand, (Hanaysha, 2018; Suhaimi et 
al., 2021; Supana et al., 2021) product purchasing decisions are taken by consumers after going through 
several calculations and alternative considerations. Before the choice is made on a particular brand of 
product, there are several stages that consumers can go through in making purchasing decisions. Where a 
specific purchasing decision process is due to the emergence of need problems, information search, 
evaluation of alternatives, purchase decisions, and post-purchase behavior. Customer relationship 
management is required as the main activity in achieving customer satisfaction. The findings (Aryani & 
Desmintari, 2019; Fauziah et al., 2022) have brought a role that achieves a technology in Customer 
relationship management with the help of artificial intelligence. A service activity can be decided because 
customer satisfaction can be realized when considering a quality brand, in this case, automatically a. 
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Customer Relationship Management Has a Significant Effect on Satisfaction 

Customer relationship management significantly affects satisfaction, with a T statistics value of 4,126 and a 
significance of 0.000. Although not through the mediation of buying decisions, customer relationships can 
affect satisfaction. This indicates that SK Coffee Lab employees and their leaders have recognized that 
visiting customers need responsive and caring employees. This shows that the relationships established with 
customers give complete confidence to employees at SK Coffee Lab. This is not an open secret because 
both employees and customers already know each other and are familiar with communication. This is very 
important in achieving the vision built by SK Coffee Lab, namely that customers are prioritized and made 
more comfortable in the shop area. In addition, greeting each other between employees and customers is 
the key to a good relationship and proves that employees have a humble attitude. Based on the experience 
of customers who are respondents, they dominantly reveal that in terms of communication, attitude, ethics, 
and how to joke, they make it familiar when they are at SK Coffee Lab. 

Customer relationship management is indeed sovereign and can influence satisfaction significantly. 
Findings (Adnan et al., 2021; Laksmana et al., 2018; Saputra, 2019), both a consumer product and a service 
product must have a customer-oriented business strategy to maximize company profits and customer 
satisfaction. CRM is the coordinated integration of sales, marketing, and service strategies. CRM stores 
customer information records all contacts between customers and companies, and creates customer profiles 
for company staff who need information about customers. Experts have different definitions of CRM. 
Generally, it can be concluded that CRM is a strategy and effort to establish relationships with customers 
and provide satisfactory services for them. This is also following the opinion of (Hassan et al., 2015; 
Rosalina et al., 2019); the achievements of CRM play a significant role in satisfaction because the product 
increases the role in the sales line so that organizational profits appear. The number of loyal customers will 
increase. So, increasing industry competitiveness is required, such as employee training with a role in 
providing better quality services to understand, which builds satisfaction to achieve customer loyalty and 
meet expectations with CRM. This opinion is also supported by (Aprilia et al., 2022; Hwang et al., 2021), 
has shown carefully that various businesses that can provide great satisfaction, one of which is the coffee 
shop business, deserve to provide the highest level of customer value for market product choices. 
Therefore, a coffee shop business can be said to have achieved product efficiency if it can give maximum 
customer satisfaction value. 

Furthermore, a sustainable value-creation strategy is required. Therefore, the company's approach to 
various inputs and outputs. The value creation strategy improves product performance and offers flexibility 
by providing maximum customer value. 

Product Innovation Has a Significant Effect on Satisfaction Mediated by Buying Decision 

Product Innovation has a Significant Effect on Satisfaction, with a T statistics value of 2.839 and a 
significant level of 0.010. The statement attributes that are feasible in determining the loading factor and 
cross-loading are the variants of coffee, non-coffee, food, and beverage menu products and the quality of 
coffee, non-coffee, food, and beverage menu products. The product variants at SK Coffee Lab are very 
diverse, with the mainstay coffee, non-coffee, and food and beverage menus. The best seller competence, 
primarily based on customers' expressions, is Es Kopi Susu. The iced coffee milk product is a mainstay for 
customers and is often ordered, and the dominating food and beverage is chicken rice bowl. Review the 
quality developed from premium coffee beans using the best roasting and safe and halal packaging for 
customers. Product innovation mediated by buying decisions does give a more impression that can increase 
related to the average value of variance from validation and reliability of 0.704> 0.7. So, it can be said that 
with a buying decision, increased satisfaction can provide a more appropriate assessment. The findings of 
(R. S et al., 2021; Shin et al., 2022) prove that measuring 1) product and service innovation, 2) product 
innovation alone, and 3) service innovation alone. Companies forming product innovations tend to achieve 
higher innovation performance than others despite lower innovation efficiency as the availability of 
customers or users understand the product innovation being developed further. Also, (Damayanti et al., 
2019; Pratiwi & Arsyah, 2021) highlighted several public areas related to studies in locations crowded with 
visitors, that the role of product innovation cannot be separated from visual insight. But the need for a 
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system. Here, what is meant by the system is not just an application. However, the role of services in 
achieving innovative customer satisfaction is procedural. Thus, this is the spearhead of an organization in 
providing the role of what users expect in production innovation, which can increase the role of systematic 
decision-making and be monitored every period of days and even months. According to (Adlin et al., 2019; 
Uzir et al., 2020), it is proving that the innovation of product quality is the functionality and suitability of 
products that serve buyers and users satisfactorily. Customers who buy from favorite brands have 
developed inherent intuition and create comfort. Thus, customers focus on product consumption, 
packaging design, color shape, and physical appearance. Not much different from the findings (Adlin et al., 
2019; Rusti et al., 2021; Wikhamn, 2019), proving that the 4.0 era with one of the roles of locations that 
serve a common agenda, such as coffee shops stated that innovation would provide a better way to satisfy 
consumers. A company manager believes innovation is a fundamental requirement for ultimate customer 
satisfaction. These results confirm previous research that product innovation is the main focus for gaining 
customer satisfaction. 

Based on the blindfolding assessment is used to determine the level of relevance of the relevant predictive 
observations of the constructs used, namely the constructs of buying decisions and satisfaction. This 
assessment shows the value of Q Square (Q2) of 0.163. The value of 0.163 is very relevant because it 
exceeds the parameter 0.050. While the buying decision construct on Q Square (Q2) of 0.07> 0.05 is also 
declared relevant. The level of relevance of buying decisions and satisfaction is still high because it functions 
as endogenous, and buying decisions are mediation. 

Based on the model estimation results, a value of 0.644 or 64.4% was obtained. It is stated that the 
estimation model made has been fulfilled because it is worth> 0.5. Thus, the estimation model of the effect 
of product innovation and CRM on satisfaction mediated by purchasing decisions in the Coffee Shop 
Industry provides a feasible model determination, as the results can be simulated with a graph in Figure 4. 

 

Figure 3. Importance- Performance Map 

Assessment of the importance and performance map of the buying decision construct as mediation has a 
value in the 0.40 area, which means it has a satisfactory value. The product innovation and customer 
relationship management constructs are exogenous in the 0.30 area, which means they have an acceptable 
value, and the satisfaction construct is endogenous. Based on the importance-performance maps, it is stated 
that the studied constructs achieve a good capacity in achieving customer satisfaction in the coffee shop 
industry. 
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Conclusion 

The results showed that product innovation significantly influences customer satisfaction in the coffee shop 
industry. Coffee shops that can serve new or innovative products tend to have more satisfied customers. 
This shows the importance of continuously developing and updating menus or products to meet changing 
customer expectations. The research also found that CRM has a significant influence on customer 
satisfaction. Effective customer relationship management, including customer data collection, customer 
interaction management, and service personalization, can increase customer satisfaction. This emphasizes 
the importance of maintaining and building strong customer relationships to create a positive experience. 
Research shows that purchasing decisions mediate the relationship between product innovation and 
customer satisfaction, as well as between CRM and customer satisfaction. This indicates that purchasing 
decisions are an essential intermediary in the relationship between these factors. This means that, in addition 
to creating innovative products and implementing effective CRM, coffee shops must also ensure that 
customers' purchase decisions go hand in hand with their efforts to increase satisfaction. 

The results of this study have important implications for the coffee shop industry. To increase customer 
satisfaction, coffee shops must continue to innovate their products and implement effective CRM 
strategies. In addition, special attention should be paid to the influence of purchasing decisions in ensuring 
customers are truly satisfied with their experience. This research provides a better understanding of the 
factors influencing customer satisfaction in the coffee shop industry. The study implies that it is stated that 
the customer relationship management construct is not optimal because only the statement attribute follows 
the respondents; the construct that has a mediating role is appropriate because the statement attribute has 
passed the loading factor and cross-loading, so it is necessary to increase the role of the customer 
relationship management attribute continuously.  

Suggestions for this study: it should be noted that adding loyalty constructs can be used as a better model 
framework to increase the role of bootstrapping models and estimation models. As for the SK Coffee Lab 
research object, it is stated that achieving customer satisfaction is good and requires maintaining the 
purchasing decision side concerning product innovation and increasing the role of more optimal customer 
relationship management. However, there is still room for further research, such as considering the role of 
other variables that may affect customer satisfaction or identifying specific strategies that coffee shops can 
implement to increase customer satisfaction. 

This conclusion provides an overview of the importance of product innovation, effective CRM, and 
purchase decision influence in achieving high customer satisfaction in the coffee shop industry. The 
business implication of this study is that coffee shops should invest in these strategies to maintain and 
expand their market share. 

 

References 

Adlin, F. N., Ferdiana, R., & Fauziati, S. (2019). Current Trend and Literature on Electronic CRM Adoption Review. Journal 
of Physics: Conference Series, 1201(1), 0–10. https://doi.org/10.1088/1742-6596/1201/1/012058 

Adnan, A. Z., Rahayu, A., Hendrayati, H., & Yusuf, R. (2021). The Role of Electronic Customer Relationship Management 
(E-CRM) in Improving Service Quality. Journal of Physics: Conference Series, 1764(1), 8–12. 
https://doi.org/10.1088/1742-6596/1764/1/012051 

al Rosyid, A. H., & Pratiwi, L. F. L. (2022). Factors Influencing the Consumer Purchase Decision Process for Packaged Rice 
Products in the Yogyakarta Special Region, Indonesia: Implementation of the Concept of Sustainable 
Development. IOP Conference Series: Earth and Environmental Science, 1018(1), 0–10. 
https://doi.org/10.1088/1755-1315/1018/1/012014 

Andarini, M., & Laely, N. (2019). Pengaruh Customer Relationship Management Terhadap Keunggulan Bersaing Dalam 
Meningkatkan Kinerja Pemasaran Usaha Kecil Industri Makanan Di Bakorwil II Jawa Timur. 
AKUNTABILITAS: Jurnal Ilmiah Ilmu-Ilmu Ekonomi, 12(2), 23–41. 
https://doi.org/10.35457/akuntabilitas.v12i2.898 

Andarini, M., Laely, N., & Laily, N. (2020). Analisis Harga , Inovasi Produk , Promosi dan Proses Bisnis Terhadap Kepuasan 

Konsumen Bakso Aci Tata Snack. Ekonika : Jurnal Ekonomi Universitas Kadiri Volume, 05(5), 2. 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i7.4210


Journal of Ecohumanism 

 2024 
Volume: 3, No: 7, pp. 386 – 403 

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online) 
https://ecohumanism.co.uk/joe/ecohumanism  

DOI: https://doi.org/10.62754/joe.v3i7.4210  

402 

 

Aprilia, A., Laili, F., Setyowati, P. B., & Waringga, K. F. (2022). Investigating Supply-Side Flexibility to Support 
Sustainability Business Performance: Learning from Coffee Shops in Malang City. Proceedings of the International 
Conference on Innovation and Technology (ICIT 2021), 212(Icit), 57–63. 
https://doi.org/10.2991/aer.k.211221.007 

Aryani, L., & Desmintari, D. (2019). The Behavior of Consumer Satisfaction in The Process of Purchasing Decisions in the 
Umkm Culinary Bogor North Bogor City. International Journal of Multicultural and Multireligious 
Understanding, 6(4), 199. https://doi.org/10.18415/ijmmu.v6i4.989 

Damayanti, Warsito, Meilinda, Manurung, P., & Sembiring, S. (2019). E-crm Information System for Tapis Lampung SMEs. 
Journal of Physics: Conference Series, 1338(1), 0–11. https://doi.org/10.1088/1742-6596/1338/1/012051 

Daragahi, G. (2017). The impact of innovation on customer satisfaction: A study of the cosmetics producer in Tehran. 
International Review, 1–2, 121–132. https://doi.org/10.5937/intrev1702121d 

Djunaidi, D., & Subagyo, H. (2020). Pengaruh Service Scape dan Brand Image Terhadap Kepuasan Konsumen di SK Coffee 

Lab Kota Kediri. Ekonika : Jurnal Ekonomi Universitas Kadiri, 5(1), 1. https://doi.org/10.30737/ekonika.v5i1.830 
Ekasari, R., Agustya, D., Yucha, N., Arif, D., Darno, Retnowati, D., Ayu Mandasari, A., Ratnasari, E., Nur Husnul Yusmiati, 

S., & Puji Lestari, L. (2019). Effect of Price, Product Quality, and Service Quality on Customer Satisfaction on 
Online Product Purchases. Journal of Physics: Conference Series, 1175(1), 0–6. https://doi.org/10.1088/1742-
6596/1175/1/012287 

Fauziah, R. D., Arisman, A., & Pauzy, D. M. (2022). The Effect of Product Innovation and Product Quality on Competitive 
Advantage. Jurnal Fokus Manajemen, 2(1), 89–104. https://doi.org/10.37676/jfm.v2i1.2257 

Gahayu, S. (2015). Metodologi Penelitian Kesehatan. Deepublish. 
Goldberg, D. M., & Abrahams, A. S. (2022). Sourcing product innovation intelligence from online reviews. Decision Support 

Systems, 157(December 2021), 113751. https://doi.org/10.1016/j.dss.2022.113751 
Hanaysha, J. R. (2018). An examination of the factors affecting consumer's purchase decision in the Malaysian retail market. 

PSU Research Review, 2(1), 7–23. https://doi.org/10.1108/PRR-08-2017-0034 
Hariyono, P. A., Laely, N., & Prastiti, E. (2019). Analisis Pengaruh Variabel Kualitas Pelayanan Terhadap Kepuasan 

Pelanggan Pada Kedai Ice Cream Gubuk Bambu Kab. Kediri. JIMEK : Jurnal Ilmiah Mahasiswa Ekonomi, 1(2), 
189. https://doi.org/10.30737/jimek.v1i2.314 

Hassan, R. S., Nawaz, A., Lashari, M. N., & Zafar, F. (2015). Effect of Customer Relationship Management on Customer 
Satisfaction. Procedia Economics and Finance, 23(December 2015), 563–567. https://doi.org/10.1016/s2212-
5671(15)00513-4 

Heryana, A. (2015). Kerangka Teori, Kerangka Konsep, Variabel Penelitian, Dan Hipotesis Penelitian (Dalam Penelitian 
Kuantitatif). Metodologi Penelitian. 

Hwang, J., Choe, J. Y. (Jacey), Kim, H. M., & Kim, J. J. (2021). Human baristas and robot baristas: How does brand experience 
affect brand satisfaction, brand attitude, brand attachment, and brand loyalty? International Journal of Hospitality 
Management, 99(March), 103050. https://doi.org/10.1016/j.ijhm.2021.103050 

Komari, A., Indrasari, L. D., Pariyanto, A. Y. T., & Santoso, H. B. (2020). The Effect of Marketing Mix 4P Towards 
Marketing Product Performance Of Tenun Ikat Small Industry In Bandar Kediri. Proceedings of the 3rd 
International Conference on Social Sciences, 805–809. https://doi.org/10.2991/assehr.k.201014.173 

Kotler, P., & Armstrong, G. (2018). Kotler &amp; Armstrong, Principles of Marketing | Pearson. In Pearson. 
Kotler, P., Kartajaya, H., & Setiawan, I. (2017). Marketing 4.0 (J. W. & S. Inc, Hoboken, & N. Jersey, Eds.; 1st ed.). Inc, John 

Wiley & Sons Hoboken Jersey, New. 
Kumar, R., Gunasekaran, A., Gupta, S., & Kamboj, S. (2019). Personalized digital marketing recommender engine. Journal 

of Retailing and Consumer Services, March, 101799. https://doi.org/10.1016/j.jretconser.2019.03.026 
Kusno, K., Liandy, R. S., Mukti, G. W., & Sadeli, A. H. (2021). Driven factors for purchasing decision and satisfaction of 

organic rice consumers on supermarket – A study in Indonesia. Journal of Agricultural Sciences - Sri Lanka, 16(2), 
271–282. https://doi.org/10.4038/jas.v16i2.9333 

Laely, N. (2016a). Analisis Pengaruh Kepercayaan dan Harga Terhadap Loyalitas Pelanggan Dimediasi Kepuasan Pada PT. 
Telkomsel di Kota Kediri. Ilmu Ekonomi & Manajemen, 3(2), 61–74. 

Laely, N. (2016b). Analysis of the Effect of Trust and Price on Customer Loyalty Mediated Satisfaction at PT. Telkomsel in 
Kediri. Economics & Management, 3(2), 61–74. 

Laely, N., Djunaedi, D., & Rosita, D. (2020). Pengaruh Customer Relationship Marketing dan Kualitas Layanan Terhadap 

Kepuasan : Studi Konsumen McDonald ’ s Kediri. Ekonika : Jurnal Ekonomi Universitas Kadiri, 05(05), 2. 
Laely, N., & Komari, A. (2017). Pengaruh Lingkungan dan Kapasitas Manajerial Terhadap Keputusan Pendanaan Bagi Usaha 

Kecil Kerajinan di Jawa Timur. Jurnal Ilmu Ekonomi Dan Manajemen, 4(1), 1–13. 
Laily, N., & Rahmat, A. (2021). THE IMPACT OF COVID-19 ON THE PERFORMANCE OF TOFU SMES IN KEDIRI. 

JournalNX- A Multidisciplinary Peer Reviewed Journal, 7(1), 328–345. 
Laksmana, I. N. H., Kusuma, I. E. T., & Landra, I. N. (2018). Effect of Customer Relationship Management on Customer 

Satisfaction and Loyalty at Pt. Harmoni Permata Gianyar, Bali. International Journal of Contemporary Research 
and Review, 9(03), 20610–20617. https://doi.org/10.15520/ijcrr/2018/9/03/470 

Mallombasang, A. D. A., Furwanti, R., & Aprilius, A. (2020). Analysis Product Quality and Price on Purchase Decision of 
Drinking Water in Packaging Aqla (Study on College Student at Musamus University). Economics and Digital 
Business Review, 1(2), 112–119. 

Nisafani, A. S., Wibisono, A., & Revaldo, M. H. T. (2017). Analyzing the Effectiveness of Public e-Marketplaces for Selling 
Apparel Products in Indonesia. Procedia Computer Science, 124, 274–279. 
https://doi.org/10.1016/j.procs.2017.12.156 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i7.4210


Journal of Ecohumanism 

 2024 
Volume: 3, No: 7, pp. 386 – 403 

ISSN: 2752-6798 (Print) | ISSN 2752-6801 (Online) 
https://ecohumanism.co.uk/joe/ecohumanism  

DOI: https://doi.org/10.62754/joe.v3i7.4210  

403 

 

Nurbiyanto, B., Sustiyatik, E., & Laely, N. (2021). Pengaruh Bauran Pemasaran Ritel Terhadap Keputusan Pembelian dan 
Hubungannya Dengan Loyalitas PElanggan Pada Supermarket Xx. Risk: Jurnal Riset Bisnis Dan Ekonomi, 2(1), 
54–86. 

Padmalia, M. (2019). Discriminant Analysis of E-Marketing Mix in Online Purchasing Decision and its Implication for 
Millenials Students Education. Jurnal Manajemen Dan Kewirausahaan, 7(2), 163–174. 
https://doi.org/10.26905/jmdk.v7i2.3329 

Panjaitan, H., & Djunaedi. (2017). Product Advantage , Customer Relationship Marketing , and Service Quality on Customer 
Satisfaction of Bank Syariah Mandiri in Surabaya. International Review of Management and Marketing, 7(4), 122–
130. 

Panjaitan, H., & Laely, N. (2017). The Role of Relationship Marketing, and Satisfaction As Variable Mediation: Study at 
Bank BPR UMKM East Java in Surabaya. International Review of Management and Marketing, 7(5), 105–112. 

Peemanee, J., & Wongsahai, E. (2021). Technology acceptance and service convenience on repeat purchase decision of food 
delivery business in Thailand. IOP Conference Series: Earth and Environmental Science, 756(1), 0–6. 
https://doi.org/10.1088/1755-1315/756/1/012029 

Pratiwi, M., & Arsyah, U. I. (2021). The Effectiveness of the Concept of CRM Application for SMEs during the COVID-19 
Pandemic. Journal of Physics: Conference Series, 1933(1), 0–5. https://doi.org/10.1088/1742-
6596/1933/1/012026 

Rahmaddiansyah, Fajri, & Utami, C. V. (2015). Analisis Loyalitas Konsumen Terhadap Minuman Kopi Robusta Di Kota 
Banda Aceh. Agrisep, 16(2), 77–85. https://doi.org/10.24815/agrisep.v16i2.3050 

Riduwan, & Kuncoro, E. A. (2008). Cara Menggunakan dan Memaknai Path Analysis (Analisis Jalur). In Bandung: Alfabeta. 
Rizki, E. F., Juliati, R., & Praharjo, A. (2021). The Effect of Product Quality and Service Quality on Repurchasing Intention. 

Jamanika (Jurnal Manajemen Bisnis Dan Kewirausahaan), 1(4), 247–254. 
https://doi.org/10.22219/jamanika.v1i4.19407 

Rosalina, V., Hamdan, & Saefudin. (2019). Mobile Customer Relationship Management (m-CRM) Application Development 
in MSMEs Indonesia. Journal of Physics: Conference Series, 1179(1), 0–7. https://doi.org/10.1088/1742-
6596/1179/1/012090 

Rusti, N., Suryantini, A., & Mada, U. G. (2021). The Factors Influencing Local Coffee Shop Customers' Satisfaction in the 
4.0 Industry Era. Agro Ekonomi, 32(1). 

S, P. Andriyani., & Arwani, A. (2021). The Effect of Product Quality and Product Impact on Customer Satisfaction Purchase 
Decisions as Intervening Variabels. Journal of Sharia Finace and Banking, 1(1), 59–70. 

S, R., Mus, A. R., Damis, H., & Mahmud, A. (2021). The Intervening of Purchase Decision Between Marketing Mix, 
Consumer Behaviour and Brand Image on Costumer Statisfaction. Jurnal Manajemen Bisnis, 8(2), 382–396. 
https://doi.org/10.33096/jmb.v8i2.925 

Saputra, S. (2019). The Effect of Customer Relationship Management (CRM) on Bank Customer Loyalty through 
Satisfaction as Mediating Variable: Evidence in Batam, Indonesia. Atlantis Press, 306(Isseh 2018), 146–151. 
https://doi.org/10.2991/isseh-18.2019.34 

Shin, J., Kim, Y. J., Jung, S., & Kim, C. (2022). Product and service innovation: Comparison between performance and 
efficiency. Journal of Innovation and Knowledge, 7(3), 100191. https://doi.org/10.1016/j.jik.2022.100191 

Song, H. J., Wang, J. H., & Han, H. (2019). Effect of image, satisfaction, trust, love, and respect on loyalty formation for 
name-brand coffee shops. International Journal of Hospitality Management, 79(December 2018), 50–59. 
https://doi.org/10.1016/j.ijhm.2018.12.011 

Suhaimi, A., Othman, A. A., Sundram, V. P. K., & Ghazali, A. F. (2021). Consumers' purchase decision based on intrinsic and 
extrinsic factors related to food safety issues: A review. IOP Conference Series: Earth and Environmental Science, 
756(1), 0–7. https://doi.org/10.1088/1755-1315/756/1/012010 

Supana, Mohamed, M., Yusliza, M. Y., Jumadil, J. S., Muhammad, Z., & Bon, A. T. (2021). A review of determinant factors 
that affect consumer purchase decision and satisfaction literature. Proceedings of the International Conference on 
Industrial Engineering and Operations Management, July, 4008–4022. 

Sutrisno, W., & Setyawan, A. D. (2020). Analysis of E-Service Quality Influence Through E-Satisfaction on Online 
Purchasing Decisions (Consumer Survey of PT. X). IOP Conference Series: Materials Science and Engineering, 
722(1), 0–6. https://doi.org/10.1088/1757-899X/722/1/012062 

Uzir, M. U. H., Jerin, I., al Halbusi, H., Hamid, A. B. A., & Latiff, A. S. A. (2020). Does quality stimulate customer satisfaction 
where perceived value mediates and the usage of social media moderates? Heliyon, 6(12), e05710. 
https://doi.org/10.1016/j.heliyon.2020.e05710 

Wikhamn, W. (2019). Innovation, sustainable HRM and customer satisfaction. International Journal of Hospitality 
Management, 76(March 2018), 102–110. https://doi.org/10.1016/j.ijhm.2018.04.009. 

 
 

https://ecohumanism.co.uk/joe/ecohumanism
https://doi.org/10.62754/joe.v3i7.4210

