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ABSTRAK 

 

Reza Setya Pratama, 2022; Pengaruh E-Promotion, E-Service Quality Terhadap 

Repurchase Intention Melalui E-Word of Mouth: Studi pada Aplikasi Coffee Shop 

di DKi Jakarta; Program Studi S1 Manajemen, Fakultas Ekonomi, Universitas 

Negeri Jakarta, Tim Pembimbing: Agung Kresnamurti Rivai P., S.T., M.M. & 

Andi Muhammad Sadat, S.E., M.Si., Ph.D. 

 Penelitian ini bertujuan untuk mengetahui pengaruh e-promotion terhadap 

repurchase intention, pengaruh e-service quality terhadap repurchase intention, e-

word of mouth terhadap repurchase intention, e-promotion terhadap e-word of mouth, 

e-service quality terhadap e-word of mouth, e-promotion terhadap repurchase intention 

melalui e-word of mouth, e-service quality terhadap repurchase intention melalui e-

word of mouth, pada konsumen Kopi Kenangan di DKI Jakarta. Metode pengumpulan 

data yang digunakan adalah metode survei dengan menggunakan instrument kuesioner. 

Sampel penelitian yang dikumpulkan berjumlah 255 responden yang merupakan 

konsumen Kopi Kenangan dan pernah melakukan pembelian melalui aplikasi Kopi 

Kenangan minimal dua kali dalam enam bulan terakhir. Software yang digunakan pada 

penelitian ini adalah SPSS dan SEM (Structural Equation Model) dari LISREL. Hasil 

pengujian hipotesis menunjukkan bahwa terdapat pengaruh yang positif dan signifikan 

pada semua hipotesis. 
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ABSTRACT 

 

Reza Setya Pratama, 2022; The Influence of E-Promotion, E-Service Quality On 

Repurchase Intention through E-Word of Mouth: Study at Coffee Shop Application 

in DKI Jakarta; S1 Management Study Program, Faculty of Economics, Jakarta 

State University, Advisory Team: Agung Kresnamurti Rivai P., S.T., M.M. & Andi 

Muhammad Sadat, S.E., M.Si., Ph.D. 

This study aims to determine the effect of e-promotion on repurchase intention, 

the effect of e-service quality on repurchase intention, e-word of mouth on repurchase 

intention, e-promotion on e-word of mouth, e-service quality on e-word of mouth. 

mouth, e-promotion of repurchase intention through e-word of mouth, e-service quality 

of repurchase intention through e-word of mouth, to Kopi Kenangan consumers in DKI 

Jakarta. The data collection method used is a survey method using a questionnaire 

instrument. The research sample collected was 255 respondents who are Kopi 

Kenangan consumers and have made purchases through the Kopi Kenangan 

application at least twice in the last six months. The software used in this research is 

SPSS and SEM (Structural Equation Model) from LISREL. The results of hypothesis 

testing indicate that there is a positive and significant relationship on all hypotheses. 
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