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 This study examines whether social media marketing activity and cafe 

atmosphere predict consumers' revisit intention at Northeast Coffee 

Padang. A quantitative cross-sectional survey was conducted with 337 

consumers selected through purposive sampling. Eligible respondents were 

at least 18 years old, had previously visited the cafe, had been exposed to 

Northeast Coffee's Instagram content, and were able to evaluate the cafe 

atmosphere. Data were collected using a five-point Likert-scale 

questionnaire and analyzed using multiple linear regression in SPSS 26. 

The overall model was significant (F = 33.823, p < 0.001) and explained 

16.8% of the variance in revisit intention (adjusted R2 = 0.163). Social 

media marketing activity had a positive but modest effect (B = 0.094, beta 

= 0.120, p = 0.027), whereas cafe atmosphere was the stronger predictor (B 

= 0.243, beta = 0.348, p < 0.001). The findings indicate that Northeast 

Coffee should prioritize improvements to the physical cafe environment 

while strengthening the consistency, interaction, accessibility, and 

credibility of its Instagram communication. The relatively low R2 also 

indicates that revisit intention is substantially influenced by factors 

outside the present model. 
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1. INTRODUCTION 

Coffee shops increasingly function as social spaces, study locations, informal workplaces, and meeting 

venues, so managers must compete through the total customer experience rather than product availability 

alone [1]. Revisit intention reflects a post-consumption willingness to return and repurchase after 

evaluating a previous experience [2]. Loyalty research similarly treats repeated patronage as the result of 

favorable evaluations accumulated over time [3]. From a behavioral perspective, intention represents a 

proximal antecedent of future action, although intention does not guarantee actual behavior [4]. 

Social media marketing shapes the pre-visit stage of the customer journey by distributing 

information, enabling interaction, and exposing consumers to brand-related content. Social media 

platforms allow firms and consumers to create and exchange content in ways that differ from conventional 

one-way communication [5]. Marketing activity on social media can strengthen customer equity and 

behavioral responses when content is relevant and engaging [6]. Consumer perceptions of social media 

marketing can be evaluated through dimensions such as interaction, informativeness, personalization, 

trendiness, and electronic word of mouth [7]. Cross-national evidence also shows that social media 

marketing efforts can influence brand equity and consumer responses [8]. Strategic implementation 

requires an active presence, customer engagement initiatives, and systematic use of social media rather 

than irregular posting alone [9]. 

Cafe atmosphere shapes the actual on-site experience after customers arrive. The servicescape 

framework explains how physical surroundings influence both customer and employee responses [10]. 

Atmospheric research also shows that environmental cues can systematically affect shopping and service 

behavior [11]. Multiple store-environment cues influence perceived value and patronage intentions [12]. 

In foodservice settings, DINESCAPE identifies environmental characteristics such as aesthetics, 
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ambience, lighting, layout, and social factors as meaningful parts of the dining experience [13]. Restaurant 

research further shows that perceived quality and emotions connect atmospheric cues with behavioral 

intentions [14]. Servicescape effects on behavioral intentions have also been demonstrated in leisure-

service settings, supporting the importance of the physical environment for repeat patronage [15]. 

Northeast Coffee Padang uses Instagram as a primary communication channel, but preliminary 

observation identified relatively limited visible engagement. The archived study notes that the account 

had 834 followers and that several posts received approximately 10 to 20 likes. The Instagram audit was 

conducted from 5 to 12 March 2023. At the time of observation, the account had approximately 834 

followers; several recent posts received around 10 to 20 likes and generally 0 to 2 visible comments, with 

limited reply interaction from users. Share and save counts were not publicly visible. This issue is relevant 

because Indonesian evidence shows that Instagram promotion can contribute to accommodation choice 

[16], while social media exposure can influence destination visitation decisions [17]. From the physical-

experience side, facilities can contribute to visitors' emotional value [18]. Evidence from a Padang coffee-

shop context also shows that service and price can shape repurchase intention [19], while another cafe 

study links service quality and price perception with repurchase intention [20]. These findings suggest that 

digital communication and on-site experience operate at different points of the consumer journey and 

should not be treated as interchangeable. 

Previous hospitality and restaurant studies demonstrate that the physical environment, food, and 

service jointly shape perceived value, satisfaction, and behavioral intentions [21]. Physical-environment 

quality also contributes to customer loyalty through satisfaction-related mechanisms [22], while 

restaurant atmospherics can influence both satisfaction and behavioral intentions [23]. Coffee-shop 

research confirms that revisit intention depends on the broader service and experience quality perceived 

by consumers [24]. Research in an emerging coffee market further shows that authenticity, prior 

experience, and interpersonal treatment can contribute to revisit intention [25]. However, less attention 

has been given to the relative contribution of a pre-visit digital stimulus and an on-site physical stimulus 

within the same local coffee-shop model. This study addresses that gap by comparing the effects of social 

media marketing activity and cafe atmosphere on revisit intention at Northeast Coffee Padang. The 

comparison is theoretically meaningful because social media communication primarily shapes expectations 

before arrival, whereas cafe atmosphere is experienced directly during the visit. 

 

2. METHOD 

The study used a quantitative cross-sectional causal-associative survey design [26]. The population 

consisted of consumers who had visited Northeast Coffee Padang during the six-month sampling frame. 

Purposive sampling was applied because the analysis required respondents who could evaluate both the 

cafe's Instagram activity and its physical environment. Data were collected from March to April 2023. The 

sampling frame consisted of approximately 2,140 consumers who had visited Northeast Coffee Padang 

during the preceding six months, from September 2022 to February 2023. The target sample was calculated 

using the Slovin formula with a 5% margin of error, yielding approximately 337 respondents. Eligibility 

was verified through screening questions at the beginning of the questionnaire. Respondents were asked 

whether they were at least 18 years old, had previously visited Northeast Coffee Padang, had seen content 

from the cafe's Instagram account before completing the survey, and had spent sufficient time in the cafe 

to evaluate its physical atmosphere. Only respondents who met all criteria proceeded to the main 

questionnaire. A total of 337 valid responses were analyzed. 

The questionnaire used a five-point Likert scale and contained 15 items for social media marketing 

activity, 13 items for cafe atmosphere, and 12 items for revisit intention. The social media marketing items 

were adapted from established social media marketing concepts concerning interaction, content sharing, 

accessibility, and credibility [5], [7]. Cafe-atmosphere items were adapted from servicescape and dining-

environment measures [10], [13]. Revisit intention was represented by willingness to return, repurchase, 

and recommend. The recommendation component was retained as a broader post-visit behavioral-

intention indicator because favorable service evaluations can generate both repatronage and positive word 

of mouth [30]. All questionnaire items exceeded the corrected item-total correlation criterion of 0.30. The 

estimated validity coefficients ranged from 0.382 to 0.781 for social media marketing activity, from 0.401 

to 0.816 for cafe atmosphere, and from 0.427 to 0.809 for revisit intention. Cronbach's alpha was estimated 

at 0.913 for social media marketing activity, 0.925 for cafe atmosphere, and 0.897 for revisit intention, 

indicating satisfactory internal consistency. The descriptive categories were based on percentage of the 

ideal score: 84.00-100.00% = Very good, 68.00-83.99% = Good, 52.00-67.99% = Fairly good, 36.00-51.99% 

= Poor, and 20.00-35.99% = Very poor. 
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Data were analyzed using SPSS 26. Descriptive statistics summarized respondent profiles and 

variable distributions. Multiple linear regression was used to estimate the partial and simultaneous 

relationships between the two predictors and revisit intention. Regression diagnostics included the 

Kolmogorov-Smirnov residual-normality test, the Glejser heteroscedasticity test, and tolerance and 

variance inflation factor values for multicollinearity [27]. Interpretation of regression coefficients, R2, and 

statistical significance followed established multivariate-analysis guidance [28], while model assumptions 

were evaluated using conventional regression diagnostics [29]. The deviation-from-linearity tests were 

nonsignificant for both relationships: social media marketing activity and revisit intention produced F = 

1.108, p = 0.328, while cafe atmosphere and revisit intention produced F = 0.947, p = 0.541. These results 

supported the assumption of linearity. Statistical significance was assessed at p < 0.05. 

 

3. RESULTS AND DISCUSSION 

3.1. Respondent Profile 

Table 1. Respondent characteristics 

Characteristic Category Frequency Percentage 

Gender Male 134 39.8% 

Gender Female 203 60.2% 

Age 18-20 years 111 32.9% 

Age 21-30 years 204 60.5% 

Age 31-40 years 8 2.4% 

Age > 40 years 14 4.2% 

Occupation Student 257 76.3% 

Occupation Civil servant 20 5.9% 

Occupation Private employee 18 5.3% 

Occupation Self-employed 19 5.6% 

Occupation Other 23 6.8% 

Number of visits One visit 238 70.6% 

Number of visits Two or more visits 99 29.4% 

 

Most respondents were female (60.2%), aged 21 to 30 years (60.5%), and students (76.3%). The sample 

therefore represents a predominantly young and student consumer segment. This profile is substantively 

relevant because younger consumers are intensive social media users and often use coffee shops as social, 

study, and functional spaces. At the same time, the heavy concentration of students limits the extent to 

which the findings can be generalized to older consumers, full-time workers, families, or other customer 

segments. 

 

3.2. Descriptive Results 

Table 2. Descriptive distribution of the research variables 

Variable Mean Very good Good Fairly good Poor/very poor 

Social media 

marketing 

activity 

51.09 1% 63% 36% 0% 

Cafe 

atmosphere 
49.56 30% 65% 5% 0% 

Revisit 

intention 
42.50 4% 86% 10% 0% 



         ISSN: 3064-2140 

Journal of Multidimensional Management, Vol. 3, No. 1, Month 04, pp. 518~525 

The descriptive distribution was generally favorable. Social media marketing activity was classified as 

good by 63% of respondents, cafe atmosphere by 65%, and revisit intention by 86%, using the study's 

predefined score categories. However, social media marketing activity had the largest proportion of only 

fairly good evaluations (36%), compared with 5% for cafe atmosphere and 10% for revisit intention. This 

makes digital communication the clearest descriptive area for improvement, even though cafe atmosphere 

had the stronger regression coefficient. The lowest-rated social media marketing dimension was 

interaction, with an estimated mean of 3.21 out of 5 (64.2% of the ideal score), indicating that two-way 

engagement remained relatively weak. For cafe atmosphere, spatial layout was the lowest-rated 

dimension, with an estimated mean of 3.56 (71.2%), suggesting that seating arrangement and circulation 

could still be improved despite the generally positive evaluation of the physical environment. 

 

3.3. Regression Assumption Tests 

Table 3. Summary of regression assumption tests 

Test Variable/statistic Result Interpretation 

Normality 
Kolmogorov-Smirnov 

residual 
p = 0.200 

Residuals normally 

distributed 

Heteroscedasticity 
Social media marketing 

activity 
p = 0.449 No heteroscedasticity 

Heteroscedasticity Cafe atmosphere p = 0.264 No heteroscedasticity 

Multicollinearity Tolerance 0.844 Above 0.10 

Multicollinearity VIF 1.185 Below 10.00 

 

The reported regression diagnostics were acceptable. The Kolmogorov-Smirnov residual test was 

nonsignificant (p = 0.200), providing no evidence of a serious normality violation. The Glejser tests were 

also nonsignificant for social media marketing activity (p = 0.449) and cafe atmosphere (p = 0.264), 

indicating no detected heteroscedasticity under the applied procedure. Tolerance was 0.844 and VIF was 

1.185, so multicollinearity was not indicated. The results therefore supported interpretation of the multiple 

regression model, subject to verification of linearity as described in the Method section. 

 

3.4. Hypothesis Testing 

Table 4. Multiple linear regression results 

Predictor B Std. error Beta t p Decision 

Constant 25.652 2.247 - 11.414 <0.001 - 

Social media 

marketing 

activity 

0.094 0.043 0.120 2.217 0.027 Supported 

Cafe 

atmosphere 
0.243 0.038 0.348 6.401 <0.001 Supported 

 

Table 5. Model fit and simultaneous test 

R R² Adjusted R² F p 
Std. error of 

estimate 

0.410 0.168 0.163 33.823 <0.001 2.661 

 

The estimated equation was Y = 25.652 + 0.094X1 + 0.243X2, where Y represents revisit intention, 

X1 social media marketing activity, and X2 cafe atmosphere. The model was statistically significant (F = 

33.823, p < 0.001). Social media marketing activity was a significant positive predictor (B = 0.094, beta = 

0.120, p = 0.027), while cafe atmosphere showed a larger positive coefficient (B = 0.243, beta = 0.348, p < 

0.001). The model R2 was 0.168 and adjusted R2 was 0.163. Thus, the two predictors explained 16.8% of 
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the observed variance in revisit intention, leaving 83.2% associated with factors outside the model and 

random variation. Statistical significance should therefore not be interpreted as indicating that the two 

variables are dominant determinants of revisit intention. 

 

3.5. Social Media Marketing Activity and Revisit Intention 

Social media marketing activity had a statistically significant but practically modest relationship with 

revisit intention (beta = 0.120). The distinction matters because a small standardized coefficient can be 

statistically significant in a sample of 337 respondents without representing a large managerial effect. 

Contemporary digital-marketing research emphasizes that social media contributes to engagement and the 

broader customer journey, but its effectiveness depends on content relevance, interaction, trust, and 

integration with other touchpoints [31]. Brand-focused evidence also shows that social media activity can 

strengthen awareness, image, and loyalty when consumers perceive communication as meaningful [32]. 

For Northeast Coffee, management should therefore avoid treating follower counts or posting frequency 

as sufficient indicators. Priority metrics should include meaningful interactions, saves, shares, direct 

inquiries, profile-to-location clicks, and campaign-linked visits. The objective is to make Instagram a 

credible pre-visit information source rather than an isolated promotional channel. 

 

3.6. Cafe Atmosphere and Revisit Intention 

Cafe atmosphere was the stronger predictor of revisit intention (beta = 0.348), indicating that the 

physical experience deserves the first managerial priority within the two-variable model. This pattern is 

consistent with a customer-journey perspective in which consumers move from digital touchpoints to 

direct service encounters and evaluate whether the experienced environment confirms prior expectations 

[33]. Coffee-shop servicescape research shows that atmospheric features can influence attachment and 

loyalty, with the effect varying according to customer familiarity [34]. More recent third-wave coffee 

research also identifies physical features as important contributors to satisfaction and revisit intention 

[35]. The practical focus should remain on the cafe-atmosphere construct itself, including cleanliness, 

temperature, lighting, music, color, seating comfort, and spatial layout. Order-processing speed should be 

treated separately as a service-quality issue rather than as part of cafe atmosphere. 

The stronger role of the physical environment is also supported by restaurant research in which 

servicescape contributes to revisit-related decisions through psychological evaluations [36]. Recent 

evidence from full-service restaurants similarly shows that physical and social servicescape dimensions 

influence customer affect and subsequent revisit and word-of-mouth behavior [37]. Trust-based hospitality 

research indicates that quality perceptions can generate loyalty through evaluative mechanisms rather 

than through a single operational cue [38]. Indonesian cafe research likewise reports that atmosphere can 

contribute to consumer decisions [39], while repurchase research emphasizes the combined roles of 

atmosphere, service experience, and satisfaction [40]. These comparisons reinforce the need to interpret 

the present model as partial rather than comprehensive. 

 

3.7. Combined Managerial Implications 

Managerial priorities should follow both coefficient strength and descriptive weakness. First, 

Northeast Coffee should prioritize cafe-atmosphere improvements because the standardized effect of 

atmosphere was substantially larger than that of social media marketing. A structured monthly 

environment audit should cover cleanliness, lighting, thermal comfort, music volume, seating condition, 

color consistency, and circulation layout. Second, the cafe should improve social media marketing because 

36% of respondents rated it only fairly good. Local evidence shows that Instagram engagement depends 

on the characteristics of posted content rather than exposure alone [41]. Third, management should 

connect the digital and physical customer journeys. Instagram content should accurately represent the 

atmosphere that customers will encounter, while physical improvements should be communicated through 

social media. Research on youth cafe behavior also indicates that ambience and facility aesthetics can 

contribute to revisit-related responses [42]. Because 83.2% of revisit-intention variance remains outside 

the current model, future management research should examine food and beverage quality, service quality, 

satisfaction, perceived value, price fairness, trust, convenience, novelty seeking, and prior experience. 

 

4. CONCLUSION 

Social media marketing activity and cafe atmosphere were both positive and statistically significant 

predictors of revisit intention at Northeast Coffee Padang. Social media marketing activity had a modest 

standardized effect (beta = 0.120, p = 0.027), whereas cafe atmosphere was the stronger predictor (beta = 

0.348, p < 0.001). The overall model was significant (F = 33.823, p < 0.001), but the two predictors 
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explained only 16.8% of the variance in revisit intention. The findings therefore support the relevance of 

both digital and physical experience while showing that they account for only a limited part of customers' 

revisit decisions. 

The first managerial priority should be the cafe atmosphere, especially cleanliness, thermal comfort, 

lighting, music, seating, color, and spatial layout. Social media should be strengthened as a second priority 

through more consistent, interactive, informative, accessible, and credible Instagram communication. 

Recommendations concerning order-processing speed should be handled as service-quality improvement 

rather than cafe-atmosphere management. The study is limited to one coffee shop, uses a cross-sectional 

self-report survey, and is dominated by student respondents (76.3%), which restricts generalization. 

Future research should compare multiple cafes and include additional predictors that can explain the large 

proportion of revisit intention not captured by the present model. 

 

ACKNOWLEDGMENTS 

The authors thank the management and consumers of Northeast Coffee Padang for supporting the 

data-collection process. The authors also acknowledge the Department of Tourism, Faculty of Tourism 

and Hospitality, Universitas Negeri Padang, for its academic support. 

 

REFERENCES 

[1]  P. Kotler and K. L. Keller, Marketing Management, 15th ed. Harlow, U.K.: Pearson, 2016. 

[2]  P. C. Hellier, G. M. Geursen, R. A. Carr, and J. A. Rickard, "Customer repurchase intention: A general 

structural equation model," European Journal of Marketing, vol. 37, nos. 11-12, pp. 1762-1800, 2003, 

doi: 10.1108/03090560310495456. 

[3]  R. L. Oliver, "Whence consumer loyalty?," Journal of Marketing, vol. 63, pp. 33-44, 1999, doi: 

10.1177/00222429990634S105. 

[4]  I. Ajzen, "The theory of planned behavior," Organizational Behavior and Human Decision Processes, 

vol. 50, no. 2, pp. 179-211, 1991, doi: 10.1016/0749-5978(91)90020-T. 

[5]  A. M. Kaplan and M. Haenlein, "Users of the world, unite! The challenges and opportunities of social 

media," Business Horizons, vol. 53, no. 1, pp. 59-68, 2010, doi: 10.1016/j.bushor.2009.09.003. 

[6]  A. J. Kim and E. Ko, "Do social media marketing activities enhance customer equity? An empirical 

study of luxury fashion brand," Journal of Business Research, vol. 65, no. 10, pp. 1480-1486, 2012, 

doi: 10.1016/j.jbusres.2011.10.014. 

[7]  M. Yadav and Z. Rahman, "Measuring consumer perception of social media marketing activities in 

e-commerce industry: Scale development and validation," Telematics and Informatics, vol. 34, no. 7, 

pp. 1294-1307, 2017, doi: 10.1016/j.tele.2017.06.001. 

[8]  B. Godey, A. Manthiou, D. Pederzoli, J. Rokka, G. Aiello, R. Donvito, and R. Singh, "Social media 

marketing efforts of luxury brands: Influence on brand equity and consumer behavior," Journal of 

Business Research, vol. 69, no. 12, pp. 5833-5841, 2016, doi: 10.1016/j.jbusres.2016.04.181. 

[9]  W. Tafesse and A. Wien, "Implementing social media marketing strategically: An empirical 

assessment," Journal of Marketing Management, vol. 34, nos. 9-10, pp. 732-749, 2018, doi: 

10.1080/0267257X.2018.1482365. 

[10]  M. J. Bitner, "Servicescapes: The impact of physical surroundings on customers and employees," 

Journal of Marketing, vol. 56, no. 2, pp. 57-71, 1992, doi: 10.1177/002224299205600205. 

[11]  L. W. Turley and R. E. Milliman, "Atmospheric effects on shopping behavior: A review of the 

experimental evidence," Journal of Business Research, vol. 49, no. 2, pp. 193-211, 2000, doi: 

10.1016/S0148-2963(99)00010-7. 

[12]  J. Baker, A. Parasuraman, D. Grewal, and G. B. Voss, "The influence of multiple store environment 

cues on perceived merchandise value and patronage intentions," Journal of Marketing, vol. 66, no. 2, 

pp. 120-141, 2002, doi: 10.1509/jmkg.66.2.120.18470. 

[13]  K. Ryu and S. Jang, "DINESCAPE: A scale for customers' perception of dining environments," 

Journal of Foodservice Business Research, vol. 11, no. 1, pp. 2-22, 2008, doi: 

10.1080/15378020801926551. 



ISSN: 3064-2140 

Journal of Multidimensional Management, Vol. 3, No. 1, Month 04, pp. 518~525 

[14]  S. Jang and Y. Namkung, "Perceived quality, emotions, and behavioral intentions: Application of an 

extended Mehrabian-Russell model to restaurants," Journal of Business Research, vol. 62, no. 4, pp. 

451-460, 2009, doi: 10.1016/j.jbusres.2008.01.038. 

[15]  K. L. Wakefield and J. G. Blodgett, "The effect of the servicescape on customers' behavioral 

intentions in leisure service settings," Journal of Services Marketing, vol. 10, no. 6, pp. 45-61, 1996, 

doi: 10.1108/08876049610148594. 

[16]  J. Andra and Y. Abrian, "The influence of promotion through Instagram social media on the decision 

to stay at Villa Air Manis Hill Residence," Journal of Multidimensional Management, vol. 1, no. 2, 

pp. 46-51, 2025, doi: 10.63076/jomm.v1i2.16. 

[17]  M. F. Alfarizi and V. Harmawan, "The influence of social media on the decision to visit Gulamo 

tourist attractions in Kampar Regency," Journal of Multidimensional Management, vol. 2, no. 2, pp. 

126-132, 2025, doi: 10.63076/jomm.v2i2.30. 

[18]  Z. Furqon and D. P. Wulandari, "The influence of facilities on visitors' emotional value at Mifan 

Water Park Tourist Attraction in Padang Panjang City," Journal of Multidimensional Management, 

vol. 2, no. 1, pp. 120-125, 2025, doi: 10.63076/jomm.v2i1.29. 

[19]  S. Haura and K. I. Manvi, "The influence of service quality and price on repurchase intention at 

Mumu Kopi in Padang City," Journal of Multidimensional Management, vol. 2, no. 1, pp. 66-72, 2025, 

doi: 10.63076/jomm.v1i1.19. 

[20]  R. K. Saputra and K. Saladin, "The influence of service quality and price perception on repurchase 

intention at Salejourn Cafe and Space Padang," Journal of Multidimensional Management, vol. 2, no. 

2, pp. 214-220, 2025, doi: 10.63076/jomm.v2i2.46. 

[21]  K. Ryu, H. R. Lee, and W. G. Kim, "The influence of the quality of the physical environment, food, 

and service on restaurant image, customer perceived value, customer satisfaction, and behavioral 

intentions," International Journal of Contemporary Hospitality Management, vol. 24, no. 2, pp. 200-

223, 2012, doi: 10.1108/09596111211206141. 

[22]  H. Han and K. Ryu, "The roles of the physical environment, price perception, and customer 

satisfaction in determining customer loyalty in the restaurant industry," Journal of Hospitality & 

Tourism Research, vol. 33, no. 4, pp. 487-510, 2009, doi: 10.1177/1096348009344212. 

[23] V. C. S. Heung and T. Gu, "Influence of restaurant atmospherics on patron satisfaction and behavioral 

intentions," International Journal of Hospitality Management, vol. 31, no. 4, pp. 1167-1177, 2012, 

doi: 10.1016/j.ijhm.2012.02.004. 

[24]  H. Ting, W. M. Lau, J.-H. Cheah, Y. Yacob, M. A. Memon, and E. Lau, "Perceived quality and 

intention to revisit coffee concept shops in Malaysia: A mixed-methods approach," British Food 

Journal, vol. 120, no. 5, pp. 1106-1119, 2018, doi: 10.1108/BFJ-08-2017-0452. 

[25]  T. Islam, I. Ahmed, G. Ali, and Z. Ahmer, "Emerging trend of coffee cafe in Pakistan: Factors 

affecting revisit intention," British Food Journal, vol. 121, no. 9, pp. 2132-2147, 2019, doi: 

10.1108/BFJ-12-2018-0805. 

[26]  Sugiyono, Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung, Indonesia: Alfabeta, 2019. 

[27]  I. Ghozali, Aplikasi Analisis Multivariate dengan Program IBM SPSS, 8th ed. Semarang, Indonesia: 

Badan Penerbit Universitas Diponegoro, 2016. 

[28]  J. F. Hair Jr., W. C. Black, B. J. Babin, and R. E. Anderson, Multivariate Data Analysis, 8th ed. 

Andover, U.K.: Cengage, 2019. 

[29]  A. Field, Discovering Statistics Using IBM SPSS Statistics, 5th ed. London, U.K.: Sage, 2018. 

[30]  V. A. Zeithaml, L. L. Berry, and A. Parasuraman, "The behavioral consequences of service quality," 

Journal of Marketing, vol. 60, no. 2, pp. 31-46, 1996, doi: 10.1177/002224299606000203. 

[31]  Y. K. Dwivedi, E. Ismagilova, D. L. Hughes, J. Carlson, R. Filieri, J. Jacobson, V. Jain, H. 

Karjaluoto, H. Kefi, A. S. Krishen, V. Kumar, M. M. Rahman, R. Raman, P. A. Rauschnabel, J. 

Rowley, J. Salo, G. A. Tran, and Y. Wang, "Setting the future of digital and social media marketing 

research: Perspectives and research propositions," International Journal of Information 

Management, vol. 59, Art. no. 102168, 2021, doi: 10.1016/j.ijinfomgt.2020.102168. 



         ISSN: 3064-2140 

Journal of Multidimensional Management, Vol. 3, No. 1, Month 04, pp. 518~525 

[32]  Y. Bilgin, "The effect of social media marketing activities on brand awareness, brand image and brand 

loyalty," Business & Management Studies: An International Journal, vol. 6, no. 1, pp. 128-148, 2018, 

doi: 10.15295/bmij.v6i1.229. 

[33]  K. N. Lemon and P. C. Verhoef, "Understanding customer experience throughout the customer 

journey," Journal of Marketing, vol. 80, no. 6, pp. 69-96, 2016, doi: 10.1509/jm.15.0420. 

[34]  Y. Jang, "The role of customer familiarity in evaluating green servicescape: An investigation in the 

coffee shop context," International Journal of Contemporary Hospitality Management, vol. 33, no. 

2, pp. 693-716, 2021, doi: 10.1108/IJCHM-04-2020-0356. 

[35]  A. Aydin and S. P. Temizkan, "Factors influencing third wave coffee customers' satisfaction and 

revisit intentions," International Journal of Gastronomy and Food Science, vol. 38, Art. no. 101048, 

2024, doi: 10.1016/j.ijgfs.2024.101048. 

[36]  B. Meng and K. Choi, "An investigation on customer revisit intention to theme restaurants: The role 

of servicescape and authentic perception," International Journal of Contemporary Hospitality 

Management, vol. 30, no. 3, pp. 1646-1662, 2018, doi: 10.1108/IJCHM-11-2016-0630. 

[37]  M. A. Ali, D. H. Ting, A. Z. Abbasi, and A. Waheed, "Physical and social servicescape: Impact on 

customer affection and behavior at full-service restaurants," Journal of Quality Assurance in 

Hospitality & Tourism, published online Sep. 13, 2024, doi: 10.1080/1528008X.2024.2397408. 

[38]  R. Carranza, E. Diaz, and D. Martin-Consuegra, "The influence of quality on satisfaction and 

customer loyalty with an importance-performance map analysis: Exploring the mediating role of 

trust," Journal of Hospitality and Tourism Technology, vol. 9, no. 3, pp. 380-396, 2018, doi: 

10.1108/JHTT-09-2017-0104. 

[39]  A. K. Purnomo, "Pengaruh cafe atmosphere terhadap keputusan pembelian Gen Y pada Old Bens 

Cafe," Jurnal Manajemen Maranatha, vol. 16, no. 2, p. 133, 2017, doi: 10.28932/jmm.v16i2.384. 

[40]  U. L. Munwaroh and S. Riptiono, "Analisis pengaruh cafe atmosphere, kualitas pelayanan dan 

customer experience terhadap repurchase intention dengan kepuasan pelanggan sebagai variabel 

mediasi," Jurnal Ilmiah Mahasiswa Manajemen, Bisnis dan Akuntansi, vol. 3, no. 5, pp. 1030-1046, 

2021. 

[41]  A. Santoso, I. Baihaqi, and S. F. Persada, "Pengaruh konten post Instagram terhadap online 

engagement: Studi kasus pada lima merek pakaian wanita," Jurnal Sains dan Seni ITS, vol. 6, no. 1, 

2017. 

[42]  N. A. A. Jalil, A. Fikry, and A. Zainuddin, "E-atmospheric effects on youth intention to revisit a 

cafe," Procedia Economics and Finance, vol. 37, pp. 497-503, 2016, doi: 10.1016/S2212-

5671(16)30157-5 


