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ABSTRACT

The population of this study includes consumers of coffee products who live in Denpasar City with
a total sample of 130 samples. The sample is determined by purposive sampling. Data collection
used a survey method and a research instrument in the form of a questionnaire measured by a 5-
point Likert scale. Data analysis was performed using Path Analysis via SPSS. The results of this
study indicate that celebrity endorsers have a positive and significant effect on purchase intention.
For future researchers, they can add variables that can influence purchase intention, expand the
scope of research, or change research locations.
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1. INTRODUCTION

The coffee industry in Indonesia is one of the industries that has grown significantly and
contributed to the growth of the national economy. Indonesian coffee consumption during the 2016
- 2021 period is estimated to grow by an average of 8.22 percent/year and in 2021 coffee supply
is predicted to reach 795 thousand tons with consumption of 370 thousand tons, resulting in a
surplus of 425 thousand tons (Friesa et al., 2020). The International Coffee Organization (ICO)
notes that the trend of domestic coffee consumption in Indonesia has continued to increase over
the last five years. In the 2018-2019 period, total domestic coffee consumption reached 4,800 bags
with a capacity of 60 kilograms (kg). Coffee is a type of drink that is familiar to the people of
Indonesia, as one of the largest coffee-producing countries in the world, the tradition of drinking
coffee in Indonesia is very high. Indonesia is ranked 4th with the largest coffee producing country
in the world (Widiyani, 2020).

Currently, the coffee-based beverage business is becoming a profitable business. There are already
many coffee shops that serve drinks from various types of coffee in Indonesia and abroad. The
coffee business has great profit potential and good prospects considering that the habit or culture
of drinking coffee will continue to be embedded in people's lives. Every day it is proven that there
are many coffee connoisseurs, so the coffee business will not be lonely, but what must be
considered if you want to do coffee business is the competition. Many coffee shops have appeared
in various corners of the city, from large cafes to small shops on the side of the road, indicating
that many people are in the coffee business. The coffee business is basically not a business that is
difficult to build, a coffee business can be built without large capital starting from simple
equipment and can be started from a small coffee shop (Pawoon, 2021).

Coffee connoisseurs in Indonesia are increasingly spoiled with a variety of contemporary coffee
menu choices. Thousands of coffee outlets in Indonesia indicate that this business competition is
not playing games, it has even spread to remote areas. Millennials who like contemporary coffee,
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for example, milk coffee, palm sugar milk coffee and other types of coffee sachets with various
brands. Toffin's independent research records the number of coffee shops in Indonesia until 2019
reaching more than 2,950 outlets. So the challenge for coffee businesses is to refresh their product
marketing menus so that they are increasingly known and sought after (Wen, 2021).

In research (Sujana & Giantari, 2017) says that, the better the celebrity endorser is in promoting
the product, the higher the level of brand image on the product and the higher the level of brand
image related to the product, the higher the level of product purchase intention on consumers. The
decision to purchase branded products made by consumers has certain reasons. Individual behavior
is predicted by purchase intention and the important thing in intention is intensity (Wuryandari,
2014). Purchase intention of potential customers for a product is caused by the influence of the
product itself. Companies must try to maintain consumer purchase intention so that they are
interested in buying products sold by the company, potential consumers will buy these products
because of several things, namely the brand image of these products. Brand image is said to be a
vision and belief that is hidden in the minds of consumers, as a reflection of associations that are
stuck in consumers' memories (Kotler & Armstrong, 2006: 266). To add a positive image of a
product, companies usually use celebrity endorsers to introduce or promote their products.

The use of celebrity endorsers who have credibility in an advertisement is also attempted to gain
success in building a brand image (Apejoye, 2013). Celebrity endorsers are figures or public
figures that are widely used in various media to support and promote a product (Pracista &
Rahanatha, 2014). Celebrity can provide brand acceptance solutions and provide the great
momentum that brands need by supporting the brand's intrinsic value (Kaur & Garg, 2016). The
concept of celebrity endorsement was implemented in 1893 with the support of pear soap by Lillie
Langtry. Companies have the ability to achieve goals through advertising in increasing sales of
their products and services through promotions and advertisements (Terlutter et al., 2006).
Celebrity endorsers can help strengthen consumer memories related to the brand image of a
product. Research conducted by (Hansudoh, 2012) suggests celebrity endorsers have a positive
and significant effect on brand image. Contradictory results were found by Nuriani & Haryanto
(2010) which stated that celebrity endorsers did not have a positive and significant influence on
brand image. According to (Ariatmaja & Rastini, 2017) brand image signifies a certain level of
quality of a product so that satisfied buyers can easily choose the product again.

Celebrity endorsers are figures or figures who are paid or invited to cooperate by a company to
promote a product or service from a particular brand (Ateke & Onwujiariri, 2016). Meanwhile,
according to (Shimp, 2014: 392) Celebrity endorser is an actor or artist, entertainer or athlete which
is known or publicly known for its success in their respective fields to support an event. Products
advertised in media, ranging from print media, social media, and television media. In addition
(Kertamukti, 2017: 69) Celebrity endorsers are advertisements that use individuals who are well
known by the public for their achievements apart from the products they support. (Shimp, 2014:
304) says that according to the effectiveness of using celebrity endorsers in an advertisement, it
can be measured using 5 indicators called the TEARS MODEL, namely Trustworthiness,
Expertise, Attractiveness, Respect, Similarity.

Trustworthiness, this refers to the ability of a celebrity endorser who is seen as having honesty,
trustworthiness, and sincerity. Sources of trustworthiness simply reveal that endorsers advertise a
brand in stages to make the audience have confidence in something they say. So that

http://ijbmer.org/ Page 157



http://ijbmer.org/

International Journal of Business Management and Economic Review
Vol. 6, No. 02; 2023
ISSN: 2581-4664

psychologically, the audience feels safe to trust the communication messages conveyed by the
endorser so as to create effective behavior change. Expertise refers to the special skills, knowledge,
experience and abilities possessed by an endorser. An endorser who is accepted as an expert in
advertising products from a brand he supports will be more persuasive in attracting an audience.
Attractiveness refers to a number of physical characteristics that people can see in the celebrity
endorser, such as good looks or beauty, body shape, and so on. Respect refers to a celebrity
endorser who is admired and respected by the audience because of his personal qualities and talents
and achievements. Similiarity refers to similarities between the endorser and the intended audience
in various ways such as age, gender, ethnicity, social status and so on. Similarity is an important
characteristic because it is easier for the audience to relate to an endorser because they have the
same characteristics as the audience themselves

Purchase Intention or consumer purchase intention is the stage where the consumer evaluates the
information received, this also means that the consumer's purchase intention is something that the
consumer thinks about buying (Hartini, 2012). Purchase intention is so important because later it
will be related to the buying process, where according to (Kotler & Amstrong, 2006) there are five
stages of the buying process, namely need recognition, information search, evaluation of
alternatives, purchase decisions and behavior after purchase. Purchase intention is the consumer's
stage in forming their choice among several brands that are incorporated in the choice set, then in
the end make a purchase on an alternative they like or the process that consumers go through to
buy goods and services based on various considerations (Annafik & Rahardjo, 2012). Purchase
intention is part of the behavioral component in consuming attitudes. According to (Kinnear &
Taylor, 2003) buying interest is the stage of the respondent’s tendency to act before the buying
decision is actually implemented. In addition, it also refers to the level of confidence perceived by
customers to buy products or services or to repurchase any product (or service) at a particular
organization. Purchasing decision according to (Kotler & Armstrong, 2012: 154) is the buyer's
decision about the choice of brand to be purchased, there are two factors that can exist between
purchase intention and purchase decision. The first factor is the attitude of other people. If someone
important to you thinks you should buy the cheapest car, then your chances of buying the more
expensive car are reduced. The second factor is an unexpected situational factor. Consumers may
form purchase intentions based on factors such as income, price and expected product benefits.
However, unforeseen events can change purchase intentions.

Based on research conducted by (Hansudoh, 2012) and (Prabowo, 2014) shows that celebrity
endorsers have a positive and significant effect on purchase intention. Celebrity endorser displays
a celebrity who is known by the wider community because of their performance in a field that can
bring out the similarities and suitability between the celebrity and the product brand being
promoted. Celebrities that are known by consumers will generate interest in making purchasing
decisions. According to (Erdem et al., 2006) celebrity endorsers can influence interest in
purchasing decisions. With the celebrity endorser indicator, it can be concluded that the popularity
and attractiveness of celebrities makes people always pay attention to every activity they carry out.
Celebrities who have high credibility are believed to be able to promote brand advertisements for
a product properly. Celebrities have great power in creating consumer perceptions. If the
consumer's perception is positive, it creates consumer buying interest in the product.

H1: Celebrity endorsers have a positive and significant effect on Purchase Intention
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2.METHODS

The research was conducted in Denpasar City, this location was chosen because it is the capital of
Bali Province and the city with the most population with a total of 651,601 residents among other
cities (denpasarkota.bps.go.id, 2020). This condition makes the City of Denpasar an area with quite
high opportunities to develop the coffee industry, where people in Denpasar City, who incidentally
are office employees, prefer to drink coffee in shops during work breaks because it is more efficient
and entertainment for them after being tired from work. office. The objects of this research are
celebrity endorsers and purchase intentions. While the subjects in this study were people who
wanted to buy or know coffee products. The population in this study are people who want to buy
coffee products, of course, who live in Denpasar City. The sampling technique used was purposive
sampling. The data in this study used qualitative data and quantitative data which were sourced
from primary data and secondary data. The data collection method in this study was carried out
using a survey method. The data analysis technique in this study used a simple linear regression
analysis test.

3.RESULTS AND DISCUSSION

Table 1. Hypothesis Test Results

Unstandardized Coefficients Standardized

Model Coefficients t Sig.
B Std. Error Beta

(Constant) 0.114 0.284 0.402 0.688

Celebrity endorser 0.614 0.092 0.527 6.648 0.000
R? 0,613

Primary Data, 2023

The celebrity endorse variable has a coefficient of 0.527, meaning that the celebrity endorser has
a positive direction of influence on purchase intention. This means that if the celebrity endorser
increases, the purchase intention will increase. The results of the hypothesis in this study indicate
that celebrity endorse has a positive and significant effect on purchase intention, in other words,
the increasing celebrity endorser, the purchase intention of coffee products so that the hypothesis
is accepted.

The results of this study indicate that the celebrity endorse variable has a significant influence on
the purchase intention variable. Based on research conducted by (Hansudoh, 2012) and (Prabowo,
2014) shows that celebrity endorsers have a positive and significant effect on purchase intention.
Celebrity endorser displays a celebrity who is known by the wider community because of his
performance in a field that can bring out the similarities and suitability between the celebrity and
the product brand being promoted. Celebrities that are known by consumers will generate interest
in making purchasing decisions. According to (Erdem et al., 2006), celebrity endorsers can
influence interest in purchasing decisions. With the celebrity endorser indicator, it can be
concluded that the popularity and attractiveness of celebrities makes people always pay attention
to every activity they carry out. Celebrities who have high credibility are believed to be able to
promote brand advertisements for a product well. Celebrities have great power in creating
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consumer perceptions. If the consumer's perception is positive, it creates consumer buying interest
in the product.

4.CONCLUSION

Celebrity endorsers have a positive and significant effect on purchase intention of coffee products,
meaning that the more often celebrity endorsers are exposed on social media, the higher the level
of purchase intention by consumers. Based on the results of the research, it can be concluded as
follows, namely the use of celebrity endorsers can be increased in terms of advertising or
advertisements on social media, where endorsers who are reviewing Kopi Janji Jiwa can be shown
or highlighted more often on social media so that they can make consumers more trust.

REFERENCE

Annafik, A. F., & Rahardjo, M. (2012). Analisis Pengaruh Kualitas Produk, Harga, Dan Daya
Tarik Iklan Terhadap Minat Beli Sepeda Motor Yamaha (Studi kasus pada konsumen Yamaha SS
Cabang Kedungmundu Semarang). Diponegoro Journal of Management, 1(4), 274-281.
https://ejournal3.undip.ac.id/index.php/djom/article/view/811

Apejoye, A. (2013). Influence of Celebrity Endorsement of Advertisement on Students’ Purchase
Intention.  Journal of Mass Communication and  Journalism, 3(3), 1-7.
https://doi.org/10.4172/2165- 7912.1000152

Ariatmaja, D. D., & Rastini, N. M. (2017). Peran Brand Image Memediasi Daya Tarik Promosi
Dan Kewajaran Harga Terhadap Keputusan Penggunaan Jasa Transportasi. E-Jurnal Manajemen,
6(9), 4689-4715. https://ojs.unud.ac.id/index.php/manajemen/article/view/31153

Ateke, B. W., & Onwuijiariri, C. (2016). Brand Awareness: Does Celebrity Endorsement Help.
Journal of Accounting and Business, 3(1), 246-258.
https://www.academia.edu/download/51340513/Brand_Awarenes.pdf

Elseidi, R., & El-Baz, D. (2016). Electronic Word Of Mouth Effects On Consumers’ Brand
Attitudes, Brand Image And Purchase Intention: An Empirical Study in Egypt. Conference:
International Conference on Restructuring of the Global Economy (ROGE).
http://www.abrmr.com/myfile/conference_proceedings/Con_Pro_20588/conference_94542.pdf
Erdem, T., Swait, J., & Valenzuela, A. (2006). Brands as Signals: A Cross-Country Validation
Study. Journal of Marketing, 70(1), 34-49. https://doi.org/10.1509/jmkg.70.1.034.gxd

Ferdinand, A. (2002). Pengembangan Minat Beli Merek Ekstensi. Semarang: Badan Penerbit
Universitas Diponegoro.
https://scholar.google.com/scholar?cluster=2395159959515224700&hl=en&oi=scholarr

Friesa, E. M., Soebandi, S., & Dharmani, I. G. A. A. N. (2020). The Impact Of Experiental
Marketing And Repurchase Intention Through Customer Satisfaction In Coffee Industry (Case
Study At Janji Jiwa Jilid 358 Surabaya). IJESS : International Journal of Education and Social
Science, 1(1), 37— 46. https://doi.org/10.56371/ijess.v1il.26

Fure, H. (2013). Lokasi, Keberagaman Produk, Harga, Dan Kualitas Pelayanan Pengaruhnya
Terhadap Minat Beli Pada Pasar Tradisional Bersehati Calaca. Jurnal EMBA: Jurnal Riset
Ekonomi, Manajemen, Bisnis Dan Akuntansi, 1(3), 273-283.
https://doi.org/10.35794/emba.1.3.2013.2023

http://ijbmer.org/ Page 160



http://ijbmer.org/

International Journal of Business Management and Economic Review
Vol. 6, No. 02; 2023
ISSN: 2581-4664

Ghozali, 1. (2013). Aplikasi Analisis Multivariat dengan Program SPSS 21 Edisi 7. Semarang :
Penerbit Universitas Diponegoro.

Hafni, R. D. (2020). Pandangan Citra Brand Kopi Janji Jiwa Di Kalangan Mahasiswa. Jurnal
Ilmiah Komunikasi Makna, 8(1), 12-21. https://doi.org/10.30659/jikm.v8i1.7977

Hansudoh, S. A. (2012). Pengaruh Celebrity Endorsement Terhadap Purchase Intention Melalui
Perceived Value Pada Produk Top Coffee Di Surabaya. Jurnal Ilmiah Mahasiswa Manajemen,
1(5), 1-7. https://doi.org/10.33508/jumma.v1i5.309
https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/article/view/1917/
0 Jalilvand, M. R., Esfahani, S. S., & Samiei, N. (2011). Electronic word-of-mouth: Challenges
and

opportunities. Procedia Computer Science, 3(1), 42-46.
https://doi.org/10.1016/j.procs.2010.12.008 Jalilvand, M. R., Samiei, N., Behrooz, D., & Manzari,
P. Y. (2012). Examining the structural

relationships of electronic word of mouth, destination image, tourist attitude toward destination
and travel intention: An integrated approach. Journal of Destination Marketing and Management,
1(1- 2), 134-143. https://doi.org/10.1016/j.jdmm.2012.10.001

Janji Jiwa Group. (2022). Lunara Brand: Latar Belakang Kopi Janji Jiwa. Janji Jiwa Group.
https://jiwagroup.com/id/brand/detail/1/JanjiJiwa

Kaur, S., & Garg, A. (2016). Celebrity Endorsement And Buying Behavior: A Study Of Panjab
University Students. International Journal of Research -GRANTHAALAY AH, 4(11), 122-1 36.
https://doi.org/10.29121/granthaalayah.v4.i11.2016.2430

Kertamukti, R. (2017). Strategi Kreatif Dalam Periklanan: Konsep, Pesan, Media, Branding,
Anggaran.

Depok : Rajawali Pers.

Khan, S. A., Ramzan, N., Shoaib, M., & Mohyuddin, A. (2015). Impact Word of Mouth on
Consumer Pur chase Intention. Sci.Int.(Lahore), 27(1), 479-482. http://www.scCi-
int.com/pdf/1812633232479-482-- Saba Anwar Khan--SS--CO-ZEESHAN--.pdf

Kinnear, T. C., & Taylor, J. R. (2003). Riset Pemasaran Edisi Tiga. Erlangga : Jakarta.

Komala, J. A., Ekowati, T., & Budiyanto. (2017). Pengaruh Kredibilitas Celebrity Endorser
terhadap Purchase Intention yang dimediasi oleh Brand Image (Studi pada Konsumen Warda di
Purworejo). Jurnal Manajemen Bisnis, 13(2B), 1-16.
http://repository.umpwr.ac.id:8080/handle/123456789/3597

Kotler & Keller. (2012). Manajemen Pemasaran Edisi 12. Erlangga: Jakarta.

Kotler, P., & Amstrong, G. (2006). Dasar-Dasar Pemasaran Edisi Keenam. Jakarta: Intermedia.
Kotler, P., & Armstrong, G. (2012). Prinsip- Prinsip Pemasaran Edisi 12. Jakarta: Erlangga.
Kotler, P., & Keller, K. L. (2016). Marketing Management 15th Edition. Harlow, Essex Pearson
Education Limited.

Malik, M. 1., Ahmad, A., Gomez, S. F., & Ali, M. (2011). Study of Work Environment and
Employees’ Performance in Pakistan. African Journal of Business Management, 5(34), 13227—
132232.
https://www.researchgate.net/publication/264165913 Study of Work_Environment_and_Emplo
ye es’ Performance in Pakistan

http://ijbmer.org/ Page 161



http://ijbmer.org/

International Journal of Business Management and Economic Review
Vol. 6, No. 02; 2023
ISSN: 2581-4664

Manda, N. A., & Setyoningtyas, W. P. (2021). Pengaruh Celebrity Endorsment Terhadap
Repurchase Intention Dengan Brand Image Sebagai Variabel Intervening Pada Produk Luwak
White Koffie ( Study Kasus Pada Mahasiswa Manajemen Universitas PGRI Adi Buana Surabaya.
Journal Oof Sustainability Business Research (JSBR), 2(1), 251-260.
https://doi.org/10.36456/jsbr.v2i1.3450

Nurani, E. S., & Haryanto, J. O. (2010). Pengaruh Celebrity Endorser, Brand Association, Brand
Personality Dan Product Characteristics Dalam Menciptakan Intensi Pembelian (Studi Pada Iklan
Kuku Bima Ener-G Rosa Versi Chris John). Journal of Business Strategy and Execution, 2(2),
104

125. https://journal.binus.ac.id/index.php/JBSE/article/view/197

NusaBali.com. (2019). Bisnis Kopi Bali yang Kian Manis. PT Sinar Nusrapress Utama.
https://www.nusabali.com/berita/61081/bisnis-kopi-bali-yang-kian-manis

Pawoon. (2021). Bagaimana Kopi bisa Menjadi Bisnis yang Menguntungkan? PT Alphanovation
Digital Teknindo. https://www.pawoon.com/bagaimana-kopi-bisa-menjadi-bisnis-yang-
menguntungkan/

Prabowo, Y. W. (2014). Pengaruh Celebrity Endorser Terhadap Minat Beli (Survei Pada
Pengunjung 3second Store Di Jalan Soekarno Hatta Malang). Jurnal Administrasi Bisnis S1
Universitas Brawijaya, 14(2), 1-7.
http://administrasibisnis.studentjournal.ub.ac.id/index.php/jab/article/view/594

Pracista, N. M., & Rahanatha, G. B. (2014). Pengaruh Kredibilitas Celebrity Endorser, Daya Tarik
Iklan Dan Kepuasan Pelanggan Terhadap Ekuitas Merek (Brand Equity) Dari Produk Sampo
L’oreal Pada Konsumen Wanita (Studi Kasus Di Kota Denpasar). E-Jurnal Manajemen, 3(7),
1870-1885. https://ojs.unud.ac.id/index.php/Manajemen/article/view/8176

Pratiwi, N. K. A., & Ekawati, N. W. (2020). Brand Image Memediasi Hubungan E-Commerce
Dengan Keputusan Pembelian Konsumen. E-Jurnal Manajemen, 9(6), 2268-2287.
https://doi.org/10.24843/EJMUNUD.2020.v09.i06.p11

Putri, K. (2019). Tribun Wiki - 3 Lokasi Kedai Kopi Janji Jiwa di Denpasar dan Badung. Tribun-
Bali.Com. https://bali.tribunnews.com/2019/10/13/tribun-wiki-3-lokasi-kedai-kopi-janji-jiwa-di-
denpasar-dan-badung

Rini, E. S., & Astuti, D. W. (2012). Pengaruh Agnes Monica Sebagai Celebrity Endorser Terhadap
Pembentukan Brand Image Honda Vario. BISMA: Jurnal Bisnis Dan Manajemen, 6(1), 1-12.
https://jurnal.unej.ac.id/index.php/BISMA/article/view/45

Roshan, P. A. A., & Sudiksa, I. B. (2019). Peran Brand Image Memediasi Pengaruh Celebrity
Endorser Terhadap Purchase Intention. E-Jurnal Manajemen, 8(8), 5164-5181.
https://ojs.unud.ac.id/index.php/Manajemen/article/view/46608

Ruslim, T. S., & Andrew, R. (2012). Pengaruh Brand Image dan Product Knowledge Terhadap
Purchase Intention (Kasus: Kosmetik Merek “X’’). Media Bisnis Universitas Tarumanegara, 4(1),
34-44,

Setiadi, N. J. (2003). Perilaku Konsumen: Konsep Dan Implikasi Untuk Strategi Dan Penelitian
Pemasaran.

Shimp, T. A. (2014). Komunikasi Pemasaran Terpadu Dalam Periklanan Dan Promosi Edisi 8.
Jakarta : Salemba Empat, 2014.

http://ijbmer.org/ Page 162



http://ijbmer.org/

International Journal of Business Management and Economic Review
Vol. 6, No. 02; 2023
ISSN: 2581-4664

Sugiyono. (2014). Teknik Pengumpulan Data. In Metode Penelitian Kuantitatif, Kualitatif dan
R&D. https://doi.org/10.3354/da002420

Sugiyono. (2018). Penelitian Pendidikan (Pendekatan Kuantitatif, Kualitatif, dan R&D).
Bandung : Alfabeta.

Sujana, M. S. A. S., & Giantari, I. G. A. K. (2017). Peran Brand Image Memediasi Hubungan
Celebrity Endorser Dengan Purchase Intention. When Fintech Meets Accounting : Opportunity
and Risk, 6, 313-324. http://fkbi.akuntansi.upi.edu/wp-content/uploads/2017/12/FKBI-
VI_SMAC_08 Made- Sintha-Ayu-I-Gusti-Ayu-Ketut-Giantari_-Universitas-Udayana.pdf
Taman Delta. (2021). Bisnis Inovatif Dan Kreatif.

Terlutter, R., Diehl, S., & Mueller, B. (2006). The GLOBE Study — Applicability Of A New
Typology Of Cultural Dimensions For Cross-Cultural Marketing And Advertising Research.
International Advertising and Communication. https://doi.org/10.1007/3-8350-5702-2_22
Ugwuanyi, C. C., Okeke, C. V., & Emezue, L. N. (2018). Celebrity Advertising, Brand Awareness
and Brand Recognition: A Structural Equation Modelling Approach. European Journal of Business
and Management, 10(28), 17—24. https://iiste.org/Journals/index.php/EJBM/article/view/44533
Wahyuni, N. L. G., & Suparna, G. (2014). Pengaruh Brand Image dan Product Knowledge
Terhadap Purchase intention Produk Tas Tiruan Di Kota Denpasar. E-Jurnal Manajemen, 3(4),
1022-1034. https://ojs.unud.ac.id/index.php/Manajemen/article/view/7540

Wang, Y.-H., & Tsai, C.-F. (2014). The Relationship between Brand Image and Purchase
Intention: Evidence from Award Winning Mutual Funds. The International Journal of Business
and Finance Research, 8(2), 27-40. https://papers.ssrn.com/sol3/papers.cfm?abstract_id=2322833
Wen, Y. (2021). Tren Kopi Kekinian di Indonesia yang Merajalela. Kompas.Tv.
https://www.kompas.tv/article/208140/tren-kopi-kekinian-di-indonesia-yang-
merajalela?page=all

Widiyani, R. (2020). Negara Penghasil Kopi Didunia, Ada di Indonesia. Detikfood.
https://food.detik.com/info-kuliner/d-5281948/negara-penghasil-kopi-terbesar-di-dunia-ada-
indonesia

Wuryandari, N. E. R. (2014). Pengaruh Promotion Mix Dan Perceived Price Terhadap Visit
Intention Serta Implikasinya Terhadap Willingness To Recommendation (Kajian Pada Museum-
Museum Di Kota Bandung). MIX: Jurnal Ilmiah Manajemen, 4(1), 28-41.
https://publikasi.mercubuana.ac.id/index.php/Jurnal_Mix/article/view/103

http://ijbmer.org/ Page 163



http://ijbmer.org/

