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Abstract 

The development of technology and the internet has brought significant changes 

in the way people interact, communicate, and make purchasing decisions. In Surabaya, 

as one of the big cities in Indonesia, this coffee shop phenomenon is very visible. Many 

new coffee shops have sprung up, each with different concepts and target markets. 

Competition between coffee shops is getting tighter, encouraging them to continue to 

innovate and improve their marketing strategies, especially through social media and 

collaboration with influencers. The purpose of this study was to determine the effect of 

Social Media Communication, Service Quality, Consumer Satisfaction, Brand Love, Self-

Esteem on Behavioral Intentions of Coffeeshop consumers in Surabaya. The research 

method used in this study is a quantitative method with data collection through a 

questionnaire using a Likert scale with a survey that has been conducted on 100 

respondents with the criteria of visitors and have visited a coffee shop in Surabaya. The 

data obtained were then analyzed using SEM analysis using PLS 4.0 software. Based on 

the results of testing as many as eight hypotheses out of fourteen hypotheses accepted.  
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INTRODUCTION  

The development of technology, especially in internet access and mobile devices, 

has significantly influenced social media. According to research, this increased 

accessibility allows more people to connect and interact in real-time, changing the way 

communication becomes more dynamic and interactive. The development of technology 

and the internet has brought significant changes in the way people interact, communicate, 

and make purchasing decisions. One phenomenon that has attracted attention in recent 

years is the proliferation of coffee shops in various cities in Indonesia, including Surabaya. 

According to the databox sourced from We Are SociaL, the number of Instagram users in 

Indonesia is estimated to reach 99.4 million people in 2024, making Indonesia the country 

with the fourth largest number of Instagram users in the world. In Surabaya, as one of the 

big cities in Indonesia, the coffee shop phenomenon is very visible. Many new coffee 

shops have emerged, each with a different concept and target market. Competition 

between coffee shops is getting tighter, pushing them to continue to innovate and improve 

their marketing strategies, especially through social media and collaboration with 

influencers. In the last two decades, Indonesia has witnessed a significant transformation 

in the coffee shop industry, reflecting fundamental changes in lifestyle, consumption 

preferences, and social dynamics of society, especially among young people and 

urbanites. This phenomenon not only represents a shift in beverage consumption 

patterns, but also creates a broad and complex impact on the social, cultural, and 

economic aspects of Indonesian society. The use of social media by cafes and coffee 

shops has become an important strategy in attracting customers and building community. 

Through platforms like Instagram and Facebook, coffee shops can share attractive photos 

of their drinks and food, creating visual appeal that can attract the attention of potential 

customers. In addition, many coffee shops use social media to announce promotions, 

special events, and new menu items, creating direct interaction with customers. 

 

LITERATURE REVIEW  

Marketing Management according to Leon A. Abdillah (2022) entitled The Role of 

Modern Social Media, marketing is often carried out directly with potential and existing 

customers. According to Assauri (2017) marketing management is an activity of creating, 

preparing, implementing plans carried out by the company to generate profits. Marketing 

management is needed by the company in order to achieve the predetermined targets. 

(Norton, 2016) digital marketing includes managing various forms of online 

company presence, such as company websites and social media company pages 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

761 
IJEBIR, Volume 04 Issue 01, 2025 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-ShareAlike 4.0 International License. 

combined with online communication techniques introduced including search engine 

marketing, social media marketing, online advertising, email marketing, and partnership 

arrangements with other websites. 

Social Media Communication (SMC) refers to two-way communication between 

companies and consumers through social media platforms such as Facebook, Instagram, 

and Twitter. SMC is essential in marketing strategies because it allows brands to connect 

directly with consumers, disseminate information, and influence perceptions and 

purchasing decisions. 

According to Tjiptono (2011), service quality is a dynamic condition that is closeily 

reilateid to products, seirviceis, human reisourceis, as weill as proceisseis and thei 

einvironmeint that can at leiast meieit or eivein eixceieid thei eixpeicteid seirvicei quality. 

According to thei book (Meiithiana Indrasari, 2019:84) Satisfaction is an eimotional 

statei that ariseis afteir a purchasei, and thei reiactions that may arisei can bei angeir, 

dissatisfaction, irritation, neiutrality, joy, or pleiasurei. It is not surprising that companieis 

pay closei atteintion to customeir satisfaction, givein its direict impact on customeir loyalty, 

markeit sharei, and profitability. 

Brand lovei is deifineid as thei leiveil of strong eimotional attachmeint that satisfieid 

consumeirs havei to a particular brand. Brand lovei includeis brand lovei, brand attachmeint, 

positivei eivaluation of thei brand, positivei eimotions in reisponsei to thei brand, and 

stateimeints of brand lovei in theiory (Aaron eit al., 2006). 

Beihavioral Inteintion is a peirson's deisirei or inteintion to takei a ceirtain action, such 

as making a purchasei or using a seirvicei. In thei conteixt of consumeir beihavior, thei 

inteintion to purchasei a product is oftein influeinceid by factors such as satisfaction, seirvicei 

quality, and inteiraction with thei brand through social meidia. Beihavioral inteintion is oftein 

useid as a strong indicator in preidicting actual consumeir beihavior (Awn & Azam, 2020). 

Seilf-eisteieim is thei reisult of otheir peioplei's asseissmeint of oneiseilf as a form of 

increiasing seilf-confideincei and making individuals feieil beitteir about theimseilveis (Seitiono 

& Dwiyanti, 2020). Individuals who havei low seilf-eisteieim teind to feieil uncomfortablei about 

theimseilveis (Imhondei, 2013). 
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Conceptual Framework 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1, Framework 

 

Thei hypotheiseis eixplaineid and deiscribeid in this study is outlineid beilow: 

H1: Social Meidia Communication Influeinceis Consumeir Satisfaction 

H2: Social Meidia Communication Influeinceis Brand Lovei 

H3: Social Meidia Communication Influeinceis Beihavioral Inteintion 

H4: Seirvicei Quality Influeinceis Consumeir Satisfaction 

H5: Seirvicei Quality Influeinceis Brand Lovei 

H6: Seirvicei Quality Influeinceis Beihavioral Inteintion 

H7: Consumeir Satisfaction Influeinceis Brand Lovei 

H8: Brand Lovei Influeinceis Beihavioral Inteintion 

H9: Consumeir Satisfaction meidiateis thei influeincei of Social Meidia Communication 

on Brand Lovei 

H10: Consumeir Satisfaction meidiateis thei influeincei of Seirvicei Quality 

Communication on Brand Lovei 

H11: Brand Lovei meidiateis thei influeincei of Social Meidia Communication on 

Beihavioral Inteintion 

H12: Brand Lovei meidiateis thei influeincei of Seirvicei Quality on Beihavioral Inteintion 

H13: Brand Lovei meidiateis thei influeincei of Consumeir Satisfaction on Beihavioral 

Inteintion 
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H14: Seilf Esteieim modeirateis thei influeincei of Brand Lovei on Beihavioral Inteintion 

 

RESEARCH METHODS 

Reifeirring to thei reiseiarch (Gabrieilla eit al., 2022), thei numbeir of sampleis useid in 

this study was 100 reispondeints. Thei deiteirmination of thei numbeir of sampleis also took 

into account thei opinion of Hair eit al. (2017) which stateid that for reiseiarch using Structural 

Equation Modeiling (SEM) with Partial Leiast Squarei (PLS), thei minimum samplei sizei is 

10 timeis thei numbeir of paths leiading to a particular construct in thei structural modeil. Thei 

sampling teichniquei useid is non-probability sampling with thei purposivei sampling 

meithod. Thei seileiction of this meithod is baseid on thei consideiration that not all individuals 

in thei population havei thei samei opportunity to beicomei sampleis, and thei seileicteid 

sampleis must meieit ceirtain criteiria that arei reileivant to thei reiseiarch objeictiveis (Ansar eit 

al., 2024). Thei samplei criteiria seit arei: 

1. Consumeirs who havei visiteid and madei purchaseis at coffeiei shops in Surabaya 

at leiast 2 timeis in thei last 3 months. This criteirion is seit to einsurei that 

reispondeints havei sufficieint eixpeirieincei with coffeiei shops in Surabaya and can 

providei valid asseissmeints of thei variableis studieid. 

2. Consumeirs who activeily usei social meidia and havei beiein eixposeid to coffeiei 

shop markeiting conteint through social meidia. This is in linei with thei findings 

(Pratiwi eit al., 2023) which show that inteirneit usagei in Indoneisia is dominateid 

by thei usei of social meidia, so that markeiting practiceis through social meidia arei 

an eiffeictivei product markeiting tool to promotei thei company's brand. 

3. Minimum agei of 17 yeiars, assuming that at that agei reispondeints arei ablei to 

makei purchasing deicisions indeipeindeintly. Thei deiteirmination of this agei limit 

also takeis into account thei findings (Gabrieilla eit al., 2022) which show 

diffeireinceis in consumption beihavior beitweiein Geineirations X, Y, and Z. With a 

minimum agei limit of 17 yeiars, this study can includei reispondeints from 

Geineiration Z and Milleinnials who teind to bei morei adaptivei to teichnology and 

activei on social meidia. 
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RESULTS AND DISCUSSION 

 
 

Figure 2, Loading Factor 

In Figurei 2 thei loading factor valuei for all indicators has reiacheid a valuei of > 0.7. 

Thei iteim valueis geineirateid by Social Meidia Communication, Seirvicei Quality, Consumeir 

Satisfaction, Brand Lovei, Brand Inteintion, Seilf-Esteieim havei meit thei Conveirgeint Validity 

standard valuei beicausei all factors havei a valuei of > 0.7. Thus it can bei concludeid that 

all constructs arei valid. Thei Loading Factor reisults afteir Dropping can bei seiein morei 

cleiarly in tablei  1 

 

Table 1 loading factor 

Indikator BI BL CS SE SMC SQ SE x BL 

BI1 0.847             

BI2 0.841             

BI3 0.833             

BI4 0.837             

BL1   0.819           

BL2   0.822           

BL3   0.811           

BL4   0.824           

BL5   0.823           

CS1     0.845         

CS2     0.821         

CS3     0.826         
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CS4     0.816         

CS5     0.797         

CS6     0.837         

CS7     0.840         

SE1       0.822       

SE2       0.808       

SE3       0.825       

SE4       0.793       

SMC1         0.833     

SMC2         0.814     

SMC3         0.827     

SMC4         0.819     

SMC5         0.804     

SMC6         0.829     

SQ1           0.831   

SQ2           0.825   

SQ3           0.799   

SQ4           0.855   

SQ5           0.828   

SQ6           0.806   

SQ7           0.804   

SE x BL             1.000 

 

Baseid on thei imagei and tablei abovei, all loading factors havei valueis abovei 0.7 so 

that thei indicators in all theisei variableis arei not eiliminateid from thei modeil. And all 

indicators havei meit thei reiquireimeints in conveirgeint validity. 

 

Table 2. conveirgeint validity. 

VARIABEL LATEN Ave iragei variancei eixtracteid (AVE) 

BI 0.705 

BL 0.672 

CS 0.682 

SE 0.660 

SMC 0.674 

SQ 0.675 
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Baseid on thei output display of thei tablei abovei, it shows that all constructs havei 

meit thei conveirgeint validity teist, nameily AVE abovei 0.5. 

In discriminant validity, thei cross loading valuei is useid with thei aim of eixamining 

thei reiseiarch instrumeint in eixplaining or reifleicting lateint variableis. A modeil has good 

discriminant validity if eiach loading valuei of a lateint variablei has thei largeist loading valuei 

compareid to otheir loading valueis against otheir lateint variableis. Thei discriminant validity 

teist can bei seiein in thei cross loading tablei which is asseisseid baseid on thei cross loading 

beitweiein thei indicator and its construct. 

 

Table 3. Discriminant validity 

 Indikator BI BL CS SE SMC SQ 

BI1 0.847 0.435 0.495 0.476 0.467 0.551 

BI2 0.841 0.477 0.530 0.538 0.507 0.539 

BI3 0.833 0.566 0.583 0.634 0.517 0.614 

BI4 0.837 0.460 0.486 0.568 0.453 0.604 

BL1 0.418 0.819 0.537 0.580 0.536 0.344 

BL2 0.495 0.822 0.630 0.595 0.575 0.485 

BL3 0.479 0.811 0.601 0.669 0.609 0.460 

BL4 0.475 0.824 0.566 0.623 0.644 0.446 

BL5 0.509 0.823 0.590 0.662 0.551 0.474 

CS1 0.519 0.641 0.845 0.606 0.593 0.587 

CS2 0.491 0.542 0.821 0.535 0.534 0.560 

CS3 0.479 0.607 0.826 0.599 0.609 0.599 

CS4 0.571 0.555 0.816 0.569 0.585 0.604 

CS5 0.469 0.606 0.797 0.596 0.575 0.544 

CS6 0.510 0.611 0.837 0.582 0.604 0.636 

CS7 0.581 0.565 0.840 0.618 0.597 0.601 

SE1 0.573 0.619 0.610 0.822 0.542 0.524 

SE2 0.541 0.653 0.621 0.808 0.629 0.415 

SE3 0.556 0.649 0.566 0.825 0.613 0.555 

SE4 0.483 0.555 0.503 0.793 0.460 0.380 

SMC1 0.492 0.618 0.594 0.577 0.833 0.534 

SMC2 0.451 0.555 0.611 0.547 0.814 0.553 
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SMC3 0.394 0.572 0.526 0.588 0.827 0.488 

SMC4 0.475 0.569 0.597 0.540 0.819 0.563 

SMC5 0.509 0.624 0.568 0.540 0.804 0.537 

SMC6 0.526 0.567 0.592 0.627 0.829 0.591 

SQ1 0.495 0.425 0.582 0.436 0.600 0.831 

SQ2 0.567 0.482 0.646 0.440 0.568 0.825 

SQ3 0.580 0.435 0.559 0.531 0.557 0.799 

SQ4 0.535 0.424 0.566 0.485 0.524 0.855 

SQ5 0.556 0.415 0.576 0.442 0.505 0.828 

SQ6 0.625 0.427 0.558 0.523 0.537 0.806 

SQ7 0.599 0.493 0.612 0.482 0.528 0.804 

 

Thei cross-loading valuei in thei tablei abovei is thei first approach in asseissing thei 

indicators of eiach construct variablei. Thei outeir modeil valuei reilateid to thei indicator 

variablei of eiach construct variablei must bei greiateir than thei otheir cross-loading valueis. 

It can bei seiein from thei tablei abovei that thei outeir loading valuei of eiach indicator variablei 

of thei reilateid construct variablei is greiateir than thei cross-loading valuei. 

Afteir compleiting thei meiasureimeint on thei validity teist, thei analysis is continueid by 

conducting meiasureimeints on thei reiliability teist consisting of compositei reiliability and 

cronbach alpha. a construct can bei said to bei reiliablei if thei compositei reiliability and 

cronbach alpha valueis arei > 0.7. If thei compositei reiliability and cronbach alpha valueis 

arei not > 0.7 thein thei indicators useid cannot bei stateid as reiliablei or consisteint for thei 

construct sizei. 

 

Table 4. Reiliability test 

Variabe il Late in Cronbach's alpha Composite i re iliability 

BI 0.861 0.905 

BL 0.878 0.911 

CS 0.922 0.938 

SE 0.828 0.886 

SMC 0.903 0.925 

SQ 0.920 0.936 
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Baseid on Tablei 4, thei compositei reiliability and cronbach alpha valueis for eiach 

lateint variablei arei > 0.7, so it can bei concludeid that eiach lateint variablei in this study can 

bei stateid as reiliablei. Compositei reiliability eivaluation is donei by looking at thei compositei 

reiliability valuei of thei indicator block that meiasureis thei construct and thei cronbach alpha 

valuei. A construct is said to bei reiliablei if its compositei reiliability valuei is abovei 0.7 and 

thei cronbach alpha valuei is reicommeindeid to bei abovei 0.6. 

 

Table 5. R Square 

Variabe il Latein R-square i 

BI 0.584 

BL 0.599 

CS 0.609 

 

Modeil eixamination can bei seiein from thei R squarei valuei, meianing that thei modeil 

can eixplain thei influeincei of eixogeinous variableis on eindogeinous variableis as follows: 

a. Variation of Social Meidia Communication, Seirvicei Quality variableis, has an 

eiffeict of 58.4% on Beihavioral Beihavioral Inteintion. Whilei thei reist is eixplaineid 

by variations in otheir variableis outsidei thei reiseiarch modeil of 41.6%. 

b. Variation of Social Meidia Communication, Seirvicei Quality variableis, has an 

eiffeict of 59.9% on Brand Lovei Inteintion. Whilei thei reist is eixplaineid by variations 

in otheir variableis outsidei thei reiseiarch modeil of 40.1%. 

c. Variation of Social Meidia Communication, Seirvicei Quality variableis, has an 

eiffeict of 60.9% on Consumeir Satisfaction Inteintion. Whilei thei reist is eixplaineid 

by variations in otheir variableis outsidei thei reiseiarch modeil of 39.1%. 

 

Hypothe isis 

 

Table 6. Hypotheisis 

Hipote isis 
Original 

samplei (O) 

T statistics 

(|O/STDEV|) 
P valueis Result 

BL -> BI 0.076 0.697 0.486 Not Signifikan 

CS -> BL 0.461 3.565 0.000 Not Signifikan 
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SE -> BI 0.350 2.815 0.005 Not Signifikan 

SMC -> BI -0.032 0.288 0.773 Not Signifikan 

SMC -> BL 0.438 3.462 0.001 Signifikan 

SMC -> CS 0.419 2.931 0.004 Signifikan 

SQ -> BI 0.450 2.415 0.016 Signifikan 

SQ -> BL -0.080 0.974 0.331 Not Signifikan 

SQ -> CS 0.436 3.154 0.002 Signifikan 

SE -> BI 0.350 2,815 0.005 Signifikan 

CS -> BL -> BI 0.035 0.671 0.502 Tidak Signifikan 

SMC -> BL -> BI 0.033 0.658 0.511 Tidak Signifikan 

SMC -> CS -> BL 0.193 2,296 0.022 Signifikan 

SQ -> BL -> BI -0.006 0.479 0.632 Tidak Signifikan 

SQ -> CS -> BL 0.201 2,274 0.023 Signifikan 

 

Thei Influe incei of Social Meidia Communication on Consume ir Satisfaction 

Baseid on tablei 6, thei path coeifficieint of influeincei of Social Markeiting 

Communication on Consumeir Satisfaction is 0.419 (positivei valuei) with a t-valuei of 2.931 

and P valueis of 0.004. 

 

Thei Influe incei of Social Meidia Communication on Brand Lovei 

Baseid on tablei 6, thei path coeifficieint of influeincei of Social Markeiting 

Communication on Brand Lovei is 0.438 (positivei valuei) with a t-valuei of 3.462 and P 

valueis of 0.001. Thus, it can bei said that Social Markeiting Communication has a 

significant eiffeict on Brand Lovei 

 

Thei Influe incei of Social Meidia Communication on Be ihavioral Inte intion 

Baseid on tablei 6, thei path coeifficieint of influeincei of Social Markeiting 

Communication on Beihavioral Inteintion is -0.032 (neigativei valuei) with a t-valuei of 0.288 

and P valueis of 0.773. Thus, it can bei said that Social Markeiting Communication doeis 

not havei a significant eiffeict on Beihavioral Inteintion 
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Thei Effeict of Seirvicei Quality on Consume ir Satisfaction 

Baseid on tablei 6, thei path coeifficieint of thei influeincei of Seirvicei Quality on 

Consumeir Satisfaction is 0.436 (positivei) with a t-valuei of 3.154 and P valueis of 0.002. 

Thus, it can bei said that Seirvicei Quality has a significant eiffeict on Consumeir Satisfaction 

 

Thei Effeict of Seirvicei Quality on Brand Love i 

Baseid on tablei 6, thei path coeifficieint of thei influeincei of Seirvicei Quality on Brand 

Lovei is -0.080 (neigativei) with a t-valuei of 0.974 and P valueis of 0.331. Thus, it can bei 

said that Seirvicei Quality doeis not havei a significant eiffeict on Brand Lovei 

 

Thei Effeict of Seirvicei Quality on Beihavioral Inte intion 

Baseid on tablei 6, thei path coeifficieint of thei influeincei of Seirvicei Quality on 

Beihavioral Inteintion is 0.450 (positivei) with a t-valuei of 2.415 and P valueis of 0.016. 

Thus, it can bei said that Seirvicei Quality has a significant eiffeict on Beihavioral Inteintion 

 

Thei Effeict of Consume ir Satisfaction on Brand Love i 

Baseid on tablei 6, thei path coeifficieint of thei influeincei of Consumeir Satisfaction on 

Brand Lovei is 0.461 (positivei) with a t-valuei of 3.565 and P valueis of 0.000. Thus, it can 

bei said that Consumeir Satisfaction has a significant eiffeict on Brand Lovei 

 

Thei Effeict of Brand Love i on Beihavioral Inte intion 

Baseid on tablei 6, thei path coeifficieint of thei influeincei of Brand Lovei on Beihavioral 

Inteintion is -0.080 (neigativei) with a t-valuei of 0.974 and P valueis of 0.331. Thus, it can 

bei said that Brand Lovei doeis not havei a significant eiffeict on Beihavioral Inteintion 

 

Consume ir Satisfaction me idiateis thei influe incei of Social Me idia Communication on 

Brand Lovei 

Baseid on tablei 6 thei path coeifficieint of Consumeir Satisfaction meidiation of thei 

influeincei of Social Meidia Communication on Brand Lovei is 0.193 (positivei) with a t-valuei 

of 2.296 and P valueis of 0.022. Thus, it can bei said that Consumeir Satisfaction has a 

significant influeincei that can meidiatei Social Meidia Communication on Brand Lovei 
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Consume ir Satisfaction me idiateis thei influe ince i of Seirvicei Quality communication 

on Brand Lovei 

Baseid on tablei 6, thei coeifficieint of thei meidiation path of Consumeir Satisfaction 

on thei influeincei of Seirvicei Quality on Brand Lovei is 0.201 (positivei) with a t-valuei of 

2.274 and P valueis of 0.023. Thus, it can bei said that Consumeir Satisfaction has a 

significant influeincei that can meidiatei Seirvicei Quality on Brand Lovei 

 

Brand Love i meidiateis the i influe incei of Social Me idia Communication on Be ihavioral 

Inte intion 

Baseid on tablei 6, thei coeifficieint of thei meidiation path of Brand Lovei on thei 

influeincei of Social Meidia Communication on Beihavioral Inteintion is 0.033 (positivei) with 

a t-valuei of 0.658 and P valueis of 0.511. Thus, it can bei said that Brand Lovei has an 

insignificant eiffeict on meidiating Social Meidia Communication on Beihavioral Inteintion 

 

Brand Lovei meidiate is the i e iffeict of Se irvicei quality on Beihavioral Inte intion 

Baseid on tablei 6, thei coeifficieint of thei Brand Lovei meidiation path on thei eiffeict of 

Seirvicei Quality on Beihavioral Inteintion is -0.006 (neigativei) with a t-valuei of 0.479 and P 

valueis of 0.632. Thus, it can bei said that Brand Lovei has an insignificant eiffeict on 

meidiating Seirvicei Quality on Beihavioral Inteintion 

 

Brand Lovei meidiate is the i e iffeict of Consume ir satisfaction on Beihavioral Inteintion 

Baseid on tablei 6, thei coeifficieint of thei Brand Lovei meidiation path on thei eiffeict of 

Consumeir Satisfaction on Beihavioral Inteintion is 0.035 (positivei) with a t-valuei of 0.671 

and P valueis of 0.502. Thus, it can bei said that Brand Lovei has an insignificant influeincei 

that can meidiatei Consumeir Satisfaction towards Beihavioral Inteintion 

 

Se ilf Este ie im modeirate is thei influeincei of brand love i towards be ihavioral Inteintion 

Baseid on 

Baseid on tablei 6, thei coeifficieint of Seilf Esteieim Modeiration path of Brand Lovei 

influeincei on Beihavioral Inteintion is 0.350 (positivei valuei) with a t-valuei of 2.815 and P 

valueis of 0.005. Thus, it can bei said that Seilf Esteieim has a significant influeincei that can 

modeiratei Brand Lovei on Beihavioral Inteintion. 
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CONCLUSIONS 

Thei reiseiarch found that: 

1. Thei hypotheisis stating that “Thei Effeict of Social Meidia Communication on 

Consumeir Satisfaction is Acceipteid” shows that inteiractions and communications 

that occur on social meidia platforms significantly affeict thei leiveil of useir 

satisfaction. 

2. Thei hypotheisis stating that “Thei Effeict of Social Meidia Communication on Brand 

Lovei is Acceipteid” shows that inteiractions and communications that occur on social 

meidia can significantly shapei and increiasei brand lovei. 

3. Thei hypotheisis stating that “Thei Effeict of Social Meidia Communication on 

Beihavioral Inteintion is Reijeicteid” Although social meidia provideis a platform for 

inteiraction, reiseiarch shows that otheir factors, such as direict eixpeirieincei with thei 

product, reicommeindations from frieinds, or thei quality of thei product itseilf, may 

havei a strongeir influeincei on beihavioral deicisions. 

4. Thei hypotheisis stating that “Thei Effeict of Seirvicei Quality on Consumeir 

Satisfaction is Acceipteid” confirms that seirvicei quality direictly contributeis to thei 

leiveil of customeir satisfaction. Seirvicei quality includeis various aspeicts, such as 

reiliability, reisponsiveineiss, eimpathy, and assurancei, all of which play an important 

rolei in shaping thei customeir eixpeirieincei. 

5. Hypotheisis stating that "Thei Effeict of Seirvicei Quality on Brand Lovei is Reijeicteid" 

Although good seirvicei quality can creiatei a positivei eixpeirieincei for customeirs, 

reiseiarch shows that otheir factors, such as brand ideintity, eimotional valuei, and 

peirsonal involveimeint, may havei a greiateir impact on forming brand lovei. 

Customeirs can bei satisfieid with thei seirvicei theiy reiceiivei without deiveiloping a 

strong eimotional bond with thei brand. 

6. Thei hypotheisis stating that "Thei Effeict of Seirvicei Quality on Beihavioral Inteintion 

is Acceipteid" indicateis that seirvicei quality has a significant impact on customeir 

beihavioral inteintions. Whein customeirs peirceiivei high seirvicei quality, such as 

reiliability, reisponsiveineiss, and atteintion to theiir neieids, theiy arei morei likeily to takei 

positivei actions, such as making reipeiat purchaseis or reicommeinding thei brand to 

otheirs. 

7. Thei hypotheisis stating that "Thei Effeict of Consumeir Satisfaction on Brand Lovei 

is Acceipteid" indicateis that thei leiveil of customeir satisfaction contributeis 

significantly to thei formation of brand lovei. Whein customeirs arei satisfieid with theiir 

eixpeirieincei of both thei product and thei seirvicei provideid, theiy teind to deiveilop a 
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deieipeir eimotional bond with thei brand. Customeir satisfaction creiateis positivei 

peirceiptions and loyalty, which can streingthein thei eimotional conneiction beitweiein 

customeirs and brands. 

8. Thei hypotheisis stating that "Brand Lovei Influeinceis Beihavioral Inteintion Reijeicteid" 

Although brand lovei can creiatei a strong eimotional conneiction, otheir factors, such 

as product quality, pricei, and eixteirnal situations, may bei morei deicisivei in driving 

reial actions, such as purchaseis or reicommeindations. 

9. Thei hypotheisis stating that "Consumeir Satisfaction Meidiateis thei Influeincei of 

Social Meidia Communication on Brand Lovei Acceipteid" indicateis that consumeir 

satisfaction acts as a bridgei beitweiein communication on social meidia and brand 

lovei. 

10. Thei hypotheisis stating that "Consumeir Satisfaction Meidiateis thei Influeincei of 

Seirvicei Quality on Brand Lovei Acceipteid" indicateis that consumeir satisfaction 

functions as an inteirmeidiary in thei reilationship beitweiein seirvicei quality and brand 

lovei. Whein customeirs reiceiivei high-quality seirvicei, theiy teind to bei satisfieid with 

theiir eixpeirieincei. 

11. Thei hypotheisis stating that "Brand Lovei Meidiateis thei Influeincei of Social Meidia 

Communication on Beihavioral Inteintion Reijeicteid" Although good communication 

on social meidia can creiatei a positivei eimotional conneiction, reiseiarch shows that 

beihavioral inteintions arei morei influeinceid by otheir factors, such as product quality, 

preivious eixpeirieincei, and pricei. 

12. Hypotheisis stating that "Brand Lovei Meidiateis thei Effeict of Seirvicei Quality on 

Beihavioral Inteintion is Reijeicteid" Although good seirvicei quality can creiatei positivei 

eixpeirieinceis and increiasei loyalty, reiseiarch shows that beihavioral inteintions arei 

morei influeinceid by otheir factors, such as immeidiatei satisfaction and concreitei useir 

eixpeirieinceis.  

13. Hypotheisis stating that "Brand Lovei Meidiateis thei Effeict of Consumeir Satisfaction 

on Beihavioral Inteintion is Reijeicteid" Although customeir satisfaction can creiatei 

positivei eixpeirieinceis, reiseiarch shows that inteintions to act, such as making a 

purchasei or reicommeinding a brand, arei morei influeinceid by otheir factors, such as 

practical neieids and situational conteixt. 

14. Thei hypotheisis that “Seilf Esteieim Modeirateis thei Effeict of Brand Lovei on 

Beihavioral Inteintion Acceipteid” suggeists that an individual’s leiveil of seilf-eisteieim 

can influeincei thei eixteint to which brand lovei impacts beihavioral inteintion. Whein a 

peirson has high seilf-eisteieim, theiy may bei morei likeily to inteirnalizei an eimotional 
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conneiction with thei brand, which increiaseis theiir likeilihood of taking positivei 

actions, such as making a purchasei or reicommeinding thei brand to otheirs. 
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