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ABSTRACT

In the digital era, the presence of social media has a strategic function in marketing that can be optimized to 
strengthen the company’s competitiveness. Besides having an essential role in promoting products and services 
quickly and massively, social media is also effective in building relationships with customers. Therefore, the 
company’s ability to optimize social media is a key success factor in winning the competition. The research aimed 
to determine the effect of social media marketing through Instagram on repurchase intention mediated by customer 
engagement. The research applied a quantitative approach and involved a sample of 102 Kopi Chuseyo Instagram 
followers taken through a simple random sampling technique. Data were collected using a questionnaire. Then, a 
quantitative approach with path analysis was used to analyze the research data. Research findings show that social 
media marketing has a significant effect on customer engagement and repurchase intention. The findings also 
mention that customer engagement affects repurchase intention positively and significantly. In addition, customer 
engagement also mediates the effect of social media marketing on repurchase intention. Therefore, companies 
should identify the appropriate type of social media according to their products and services to support marketing 
programs. They should also focus on certain social media to run its marketing program.
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INTRODUCTION

The rapid development of information and 
communication technology has brought major changes 
in various fields, including marketing. Companies now 
prefer digital marketing to promote their products and 
services compared to conventional methods, such as 
through newspapers, television, radio, and magazines. 
The advantage of using digital marketing is not only 
low-cost but also effective because it has a wider reach 
and is easily accessible (Mohan, 2020). This situation 
refers to the number of Internet users that continues 
to increase in Indonesia. At the beginning of 2022, 
Internet users reached around 204,7 million (Kemp, 
2022).

Digital marketing media that is widely used 
today is social media. Social media has grown 
significantly and become an inseparable part of 

people’s lives (Zafar, Shen, Shahzad, & Islam, 
2021). It also has become a new way for people to 
communicate and interact (Alalwan, Rana, Dwivedi, 
& Algharabat, 2017). In Indonesia, at the beginning 
of 2022, there were 191,4 million social media users 
(Kemp, 2022). 

Social media is believed to be an important 
weapon for companies to create customer engagement 
because many people spend their time through social 
media. So, social media can be an ideal communication 
tool for brands (Mohan, 2020). The use of social 
media also allows users to create exchanges of images, 
information, videos, and other useful things (Escobar-
Rodríguez, Grávalos-Gastaminza, & Pérez-Calañas, 
2017) and an effective way to manage customer 
relationships (Cheung, Pires, & Rosenberger, 2020). 
Therefore, in this modern era, social media has become 
the main vehicle for advertising (Jung, 2017).



224 Binus Business Review, Vol. 13 No. 3, November 2022, 223−232

Social media marketing is an important category 
in digital marketing that involves and encourages 
customers’ communication on the company website 
or social media, such as Instagram, Facebook, Twitter, 
YouTube, WhatsApp, TikTok, and others. Social 
media marketing is a strategy in marketing activities 
that utilize social media sites. Social media as a 
means of electronic communication (like websites for 
social networking and micro-blogging) creates online 
communication communities to share information, 
ideas, private messages, and other content (Chan 
et al., 2018). Meanwhile, according to Krasniak, 
Zimmerman, and Ng (2021), social media is a set of 
online services that facilitate two-way communication 
and content sharing that can be a productive component 
of a company’s overall marketing strategy. It can 
increase the company’s online visibility, strengthen 
customer relationships, and expand information by 
word of mouth.

Instagram is one of the popular social media for 
marketing tools. In January 2022, there were 99,15 
million Instagram users in Indonesia (Kemp, 2022). 
The social networking website Instagram consists of 
profiles that users and brands use to post photos or 
videos with short descriptions and at least one hashtag 
(Silva, Farias, Grigg, & Barbosa, 2019). As a visually 
oriented platform, Instagram is favored by influencers 
and can encourage word-of-mouth promotion through 
users’ sharing and recommending promotional posts 
via tags and likes (Lee & Kim, 2020). Instagram also 
provides close visual access to contextual events, 
experiences, and situations (McCosker et al., 2021), 
making it more effective can reach a wider audience 
(Lee & Kim, 2020). Therefore, Instagram has become 
an innovative social media that can increase the success 
of social media advertising campaigns (Belanche, 
Cenjor, & Pérez-Rueda, 2019).

The use of social media as a marketing tool 
has been widely used in various industrial sectors, 
including food and beverage, such as coffee shops. 
In recent years, coffee shops have grown rapidly in 
Indonesia, along with the increasing consumption of 
coffee and the lifestyle of the millennial generation. 
Referring to the report from the Centre for Agricultural 
Data and Information Systems of the Ministry of 
Agriculture, Indonesia’s coffee consumption during 
the 2016−2021 period grew an average of 8,22% per 
year. In 2021, coffee consumption was predicted to 
be around 370.000 tons (Ekarina, 2020). Therefore, 
Indonesia is considered a potential market for the 
coffee shop business, so the number of coffee shops is 
growing rapidly.

Kopi Chuseyo is one of the coffee shops that 
participate in the intense competition in the coffee 
shop business with a characteristically Korean theme. 
Kopi Chuseyo mainly provides coffee drink products 
derived from Korean coffee beans, the same as those 
used in Korean coffee shops. Then, the interior concept 
of the outlet has a K-Hub nuance. This concept provides 
a place for the K-Pop community for event gathering 
so that Kopi Chuseyo have a unique and different 

concept from coffee shops in general (Kopi Chuseyo, 
2022). However, unfortunately, Kopi Chuseyo has not 
been effective enough to build customer engagement 
on social media marketing, so it does not yet have 
popularity among coffee lovers in Indonesia. It is 
indicated by the low number of customer engagement 
in the comments box, so the company’s value is not 
conveyed properly, and the repurchase intention 
is not optimal. The CEO of Kopi Chuseyo, Daniel 
Hermansyah, also admitted a significant decline in 
sales from Kopi Chuseyo by about 80% in 2020 and 
2021. This condition is very unfortunate because Kopi 
Chuseyo cannot maximize the big market opportunity 
in Indonesia.

The effective use of social media as a 
marketing tool plays a pivotal role in encouraging 
repurchase intention behavior. Repurchase intention 
is an important behavior and is highly expected by 
every company because it represents loyal customer 
behavior. So, customers are willing to buy products 
or services repeatedly in the future (Chuah, Sujanto, 
Sulistiawan, & Aw, 2022). In other words, repurchase 
intention relates to a person’s decision to return to buy 
certain services or products from the same company 
(Amoako, Kutu-Adu, Caesar, & Neequaye, 2019). 
Thus, keeping customers loyal is important for business 
success and a sustainable competitive advantage 
(Amoako et al., 2019; Latif, Pérez, & Sahibzada, 
2020). The role of social media can be optimized to 
maintain good relations with customers so that they 
are willing to continue to use their products and 
services. Social media use can encourage repurchase 
intention behavior (Maskuroh, Fahlevi, Irma, Rita, 
& Rabiah, 2022). There is a significant role of social 
media in influencing repurchase intention (Marphy & 
Prabandari, 2021; Khoirunnisa & Astini, 2021). Thus, 
the first hypothesis can be formulated as follows.

H1:  Social media marketing positively impacts 
repurchase intention.

The use of social media is also essential to 
strengthen customer engagement and will further 
have an impact on repurchase intention. Customer 
engagement is a bilateral relationship between 
consumers and providers of products or services 
(Hampton et al., 2022). It is a manifestation of 
customer behavior towards brands resulting from 
individual customer motivations, such as word of 
mouth, recommendations, interactions between 
consumers, blogging, writing reviews, and other 
activities. Customer engagement is also an enthusiastic 
association between an organization and its customers 
(Dissanayake, Siriwardana, & Ismail, 2019) as a vital 
agenda for building long-term customer interactions 
and relationships and strengthening customer loyalty 
(Lim & Rasul, 2022).

The emergence of strong customer engagement 
will further encourage repurchase intention behavior. 
Engaged consumers will be encouraged to have higher 
loyalty, so they will continue to be encouraged to 
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use products or services (Hapsari, Clemes, & Dean, 
2017). Customer engagement is a strategic element 
in fostering repurchase intention (Islam, Hollebeek, 
Rahman, Khan, & Rasool, 2019). Customer 
engagement can encourage repurchase intention 
behavior (Majeed, Asare, Fatawu, & Abubakari, 2022). 
It has been proven by Djohan, Handhana, Castafiore, 
and Hendriana (2022), Megatari (2021), and Lim, 
Cheah, Waller, Ting, and Ng (2020) regarding the 
significant influence of customer engagement on 
repurchase intention. Therefore, the second hypothesis 
is formulated as follows.

H2:  Customer engagement positively impacts 
repurchase intention.

Along with the popular use of social media as 
a marketing tool, the role of social media is needed 
to strengthen customer engagement. Social media can 
help companies to develop mutually beneficial positive 
relationships with consumers (Vinerean & Opreana, 
2021). It can also become the perfect tool for interaction 
between organizations and consumers because of 
its ability to build conversations, engage consumers 
in content creation and value creation, and generate 
engagement (Calderón-Monge & Ramírez-Hurtado, 
2021). Social media marketing has a significant effect 
on customer engagement  (Muchardie, Yudiana, & 
Gunawan, 2016; Rachmadhaniyati & Sanaji, 2021). 
Thus, the third hypothesis can be formulated as 
follows.

H3:  Social media marketing positively impacts 
customer engagement.

Previous studies have shown that social media 
marketing directly affects customer engagement 
(Muchardie et al., 2016; Rachmadhaniyati & Sanaji, 
2021), and customer engagement affects repurchase 
intention (Djohan et al., 2022; Lim et al., 2020; 
Megatari, 2021). There are patterns of influence, such 

as enabling the indirect influence of social media 
marketing on repurchase intention through customer 
engagement. Using social media effectively will 
increase customer engagement and subsequently have 
implications for increasing repurchase intention. Thus, 
the fourth hypothesis can be stated as follows.

H4:  Social media marketing positively impacts 
repurchase intention through customer 
engagement

Based on the empirical phenomena mentioned, 
the researchers study the effect of social media 
marketing on Instagram on repurchase intention 
through customer engagement at Kopi Chuseyo. 
The research is expected to provide practical and 
theoretical contributions to understanding the role of 
social media in the digital era, especially in assisting 
business entities in developing marketing programs 
more effectively and efficiently. The research also 
enriches marketing studies that confirm the role of 
social media marketing and customer engagement 
in influencing repurchase intention. The quantitative 
approach is chosen to answer the research problem to 
obtain a rational and measurable analysis result.

The research differs from previous research so 
that it can be a novelty of research. The difference, 
especially in the research, places customer engagement 
as a mediator variable of the influence of social media 
marketing on repurchase intention. In addition, the 
object of the research is also different from the previous 
study. The research takes the object of Korean coffee 
shop customers, who are rarely researched. Therefore, 
the research provides an overview of the role of 
customer engagement in mediating the influence 
of social media marketing on repurchase intention 
among Korean coffee shop customers, especially the 
K-Pop community. Based on the explanation from the 
literature review, previous research, and hypothesis, 
the theoretical framework can be shown in Figure 1.

Figure 1 Theoretical Framework



226 Binus Business Review, Vol. 13 No. 3, November 2022, 223−232

METHODS

The applied research method is quantitative. 
This type of research has a special, detailed, and static 
nature in the form of numbers or data that have been 
planned from the start so that it cannot be changed 
(Hardani et al., 2020). The research is associative to 
know the effect or relationship between two or more 
variables. In the research context, the researchers want 
to know the results of hypothesis testing regarding the 
influence of social media marketing on repurchase 
intention through customer engagement. The sampling 
technique used is simple random sampling. The 
sample is 102 Instagram followers of Kopi Chuseyo 
who purchased products of Kopi Chuseyo at least 
once in 2020 and 2021. 

The data are collected using a five-point Likert 
scale, varying from strongly disagree to strongly 
agree. The social media marketing instrument is 
adapted from previous research by Abu-Rumman 
and Alhadid (2014). It consists of five dimensions: 
online communities, interaction, sharing of content, 
accessibility, and credibility. Furthermore, the 
customer engagement instrument is from previous 
research by Rather, Sharma, and Itoo (2018), with 
five dimensions: enthusiasm, attention, absorption, 
interaction, and identification. Meanwhile, repurchase 
intention instruments are developed from previous 
research by Anjani (2021). It has four dimensions: 
transactional, referential, preferential, and explorative. 

Each research instrument is tested for its 
validity and reliability. It ensures that the research uses 
appropriate instruments to obtain data. The validity 
test results with Product Moment correlation show 
that all items for each research instrument are valid 
and reliable. The results can be seen in Table 1.

The correlation coefficient obtained is in 
the range of 0,475 to 0,797. So, the correlation 
coefficient of each item is greater than r-critical (0,19). 
Meanwhile, from the results of the reliability test, it is 
known that the coefficient of alpha is 0,868 for social 
media marketing, 0,893 for customer engagement, and 
0,784 for repurchase intention. The generally agreed-
upon lower limit for Cronbach’s alpha is 0,70 (Hair, 
Black, Babin, & Anderson, 2019).

Data from the distribution of questionnaires 
before being analyzed to test the hypothesis are first 
transformed into interval data using the Method 
of Successive Interval (MSI). After the data are 
transformed and normally distributed, the next step 
is to test the hypothesis using path analysis which is 
processed with SPSS version 26. Meanwhile, the Sobel 
test is used to test the indirect effect in the research.

RESULTS AND DISCUSSIONS

Table 2 shows the respondents’ profiles 
consisting of gender, age, and domicile. Based on 
gender, it is known that most of the respondents are 
women, amounting to 85 respondents (83,3%), and 
17 respondents (16,7%) are men. This distribution 

of respondents reflects that Kopi Chuseyo tends to 
be favored by women. The age of the respondents 
is mostly in the 18−24-year range, amounting to 
59 respondents (57,8%), followed by 25−34 years 
(32,4%), 13−17 years (6,9%), and 35−44 years (2,9%). 
The results indicate that teenagers favor Kopi Chuseyo. 
Meanwhile, based on their domicile, it is known 
that most of the respondents come from the Jakarta, 
Bogor, Depok, Tangerang, and Bekasi (Jabodetabek) 
areas, amounting to 93 respondents (91,2%), and 9 
respondents are from outside of Jabodetabek (8,8%).

The second part presents descriptive statistics 
for each variable consisting of correlation coefficient 
(Corr.), the lowest (Min.) and the highest score (Max.), 
mean, and standard deviation (S.D.), as presented 
in Table 3. Descriptive statistics aim to provide an 
overview of research variables in accordance with 
the data collected. The social media marketing scores 
from the smallest of 2,53 to the largest of 5 with an 
average of 3,94 and a standard deviation of 0,47. 
Social media marketing is significantly correlated 
(0,611) with customer engagement and repurchase 
intention (0,703). Moreover, customer engagement 
has the smallest score of 1,60 and the largest of 5, with 
an average of 3,79 and a standard deviation of 0,64. 
Customer engagement is also significantly correlated 
with repurchase intention (0,665). Then, repurchase 
intention has the smallest score of 2,71 and the largest 
of 5, with an average of 3,89 and a standard deviation 
of 0,51.

After ensuring there is no normality issue with 
the data to be analyzed, the structural model assessment 
is done to test the hypotheses. The result of structural 
parameter estimates for testing hypotheses is in Table 
4. As shown in Table 4, the findings illustrate that 
the relationship between social media marketing and 
repurchase intention is supported (H1). It is indicated 
by the path coefficient 0,447 and t-value 5,200 with 
p- value < 0,05. Next, for the relationship between 
customer engagement and repurchase intention obtains 
path coefficient 0,379 and t-value 4,415 with p- value 
< 0,05. Thus, H2 about a significant effect of customer 
engagement on repurchase intention is accepted.

Similarly, the relationship between social media 
marketing and customer engagement is indicated by 
a path coefficient of 0,625 and a t-value of 8,017 
with a p- value < 0,05. It means that H3 is supported. 
Meanwhile, the relationship between social media 
marketing and repurchase intention through customer 
engagement has a path coefficient of 0,236 and a Sobel 
test of 3,844 with a p- value < 0,05. So, H4 is accepted.

Another statistical parameter is the coefficient 
of determination (R2). It shows the contribution of the 
independent variable to the dependent variable. The 
first structural equation shows R2 of 0,555. Social 
media marketing and customer engagement contribute 
55,5% to repurchase intention. The second structural 
equation shows an R2 of 0,391. It indicates that the 
contribution of social media marketing to customer 
engagement is about 39,1%.

The research results confirm the important 
role of social media marketing in both influencing 
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Table 1 Result of Validity and Reliability Test

Variables R-Value Cronbach’s Alpha

Social Media Marketing (SMM) 0,865

SMM1 0,475

SMM2 0,551

SMM3 0,638

SMM4 0,651

SMM5 0,661

SMM6 0,669

SMM7 0,583

SMM8 0,691

SMM9 0,665

SMM10 0,485

SMM11 0,539

SMM12 0,608

SMM13 0,605

SMM14 0,481

SMM15 0,630

Customer Engagement (CE) 0,893

CE1 0,654

CE2 0,638

CE3 0,692

CE4 0,666

CE5 0,695

CE6 0,758

CE7 0,797

CE8 0,714

CE9 0,764

CE10 0,753

Repurchase Intention (RI) 0,784

RI1 0,678

RI2 0,688

RI3 0,709

RI4 0,700

RI5 0,607

RI6 0,594

RI7 0,496

RI8 0,589

Table 2 Profile of Respondent

Description n %
Gender

Male 17 16,7

Female 85 83,3
Age

13–17 7 6,9
18–24 59 57,8
25–34 33 32,4
35–44  3 2,9

Domicile 
Jabodetabek 93 91,2
Outside of Jabodetabek 9 8,8
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repurchase intention and customer engagement. The 
results of testing the first hypothesis find that social 
media marketing has a significant effect on repurchase 
intention. The finding explains the effective use of 
social media marketing to offer products or services 
and build relationships with customers. It can 
encourage repurchase intention behavior. The result 
is in line with the current development of the use 
of social media. It is not only for entertainment and 
communication needs but also to support business 
activities (Marphy & Prabandari, 2021), especially 
to help the marketing function in terms of promoting 
products and maintaining customer relationships (Jung, 
2017; Silva et al., 2019; Voorveld, Noort, Muntinga, 
& Bronner, 2018; Yoong, & Lian, 2019). The finding 
also supports the results of previous studies, which 
show that social media marketing has a significant 
effect on repurchase intention (Khoirunnisa & Astini, 
2021; Marphy & Prabandari, 2021; Maskuroh et al., 
2022; Rahmadhani & Ariyanti, 2019).

Companies that are creative and able to optimize 
the use of social media for effective marketing can 
encourage repurchase intention behavior. In particular, 
Instagram is classified as an innovative social media 
type to support marketing activities because it has 
several interesting features for posting photos, 
videos, and messages that are very much needed in 
promotional activities (Belanche et al., 2019). The 
results of using social media depend on the company’s 
ability to use social media as a marketing tool positively 
and productively. Social media can be a tool for 
maintaining relationships with customers without any 
limitations of space and time so that communication 
can continue to be established to meet customer 

needs (Guha, Harrigan, & Soutar, 2018; Itani, Krush, 
Agnihotri, & Trainor, 2020). The quality of good 
relationships with customers is important to create 
customer loyalty (Abekah-Nkrumah, Antwi, Braimah, 
& Ofori, 2021; Khan, Salamzadeh, Iqbal, & Yang, 
2022; Tseng, 2021). Hence, loyal customers will be 
willing to use the product or services repeatedly in the 
long term (Chauke & Dhurup, 2017; Savila, Wathoni, 
& Santoso, 2019). Thus, the result strengthens the 
previous findings, which indicate the important role 
of social media marketing in influencing repurchase 
intention.

The average score is not optimal, which is 3,94 
on a scale of 1 to 5, referring to the descriptive statistical 
measurement of social media marketing. It indicates 
that the use of social media, especially Instagram 
as a marketing tool, has not run satisfactorily. So, 
online communities, interaction, sharing of content, 
accessibility, and credibility have not been optimal as 
indicators of social media marketing. Implementing 
social media marketing through Instagram that is not 
satisfactory also makes customer engagement and 
repurchase intention not optimal, with an average value 
of 3,79 and 3,89, respectively. This situation must be 
a concern and evaluation input for Kopi Chuseyo’s 
marketing division, so social media marketing 
through Instagram can effectively increase customer 
engagement and encourage repurchase intention.

The following findings indicate that customer 
engagement has a significant effect on repurchase 
intention. Thus, engaged customers will strive to 
continue to use the company’s products or services in 
the future when they need them. Engaged customers 
tend to show loyal behavior (Hapsari et al., 2017). 

Table 3 Result of Descriptive Statistics

Variables Min. Max. Mean S.D.
Corr. 
1 2 3

1. SMM 2,53 5 3,94 0,47 -

2. CE 1,60 5 3,79 0,64 0,611** -

3. RI 2,71 5 3,89 0,51 0,703** 0,665** -

Notes: **: p < 0,01, Social Media Marketing (SMM), Customer Engagement (CE), and Repurchase Intention (RI).

Table 4 Structural Parameter Estimates

Path relationship Path Coeff. T-Value P-Value R2

H1:  Social media marketing → Repurchase intention 0,447 5,200 0,000 0,555

H2:  Customer engagement → Repurchase intention 0,379 4,415 0,000

H3:  Social media marketing → Customer engagement 0,625 8,017 0,000 0,391

H4:  Social media marketing → Customer engagement → 
Repurchase intention 

0,236 3,844a 0,000

   a: Sobel test
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Customer engagement is also a source of value equity, 
brand equity, and relationship equity which further 
influences repurchase intention (Ho & Chung, 2020). 
Dimensions of customer engagement, such as social 
connection and enthusiastic participation, are also 
known to make positive contributions in encouraging 
repurchase intention (Roushdy & Ali, 2017). In 
addition, customer engagement also has consequences 
for behavioral intention, including purchase intention 
(Ahn & Back, 2018). Some previous studies have also 
proven that customer engagement is a predictor of 
repurchase intention (Djohan et al., 2022; Hikmah & 
Riptiono, 2020; Islam et al., 2019; Lim et al., 2020; 
Majeed et al., 2022; Megatari, 2021). Therefore, the 
results support the previous findings showing customer 
engagement as a determinant of repurchase intention.

In addition to influencing repurchase intention, 
social media marketing also affects customer 
engagement. The increasing use of social media in 
everyday life in society provides opportunities for 
businesses to utilize social media as a tool to build 
communication and good relationships with customers. 
The success in increasing customer engagement, 
among other things, depends on the company’s ability 
to improve relationship performance (Marino & Presti, 
2018) and relationship management with customers 
(Arora, Singh, Bhatt, & Sharma, 2021). Social media 
in today’s digital era can be an essential instrument 
for building mutually beneficial relationships 
(Vinerean & Opreana, 2021) and engaging consumers 
(Calderón-Monge & Ramírez-Hurtado, 2021). The 
findings of previous studies also indicate that social 
media marketing is a factor that significantly affects 
customer engagement (Lee, Hosanagar, & Nair, 2014; 
Muchardie et al., 2016; Pertiwi, 2019; Rahmadhani & 
Ariyanti, 2019). Thus, the research finding supports 
the previous research results confirming customer 
engagement as a predictor of repurchase intention. 

The research also finds that customer 
engagement is a variable that mediates the effect of 
social media marketing on repurchase intention. The 
finding is understandable, considering that the previous 
test results have proven a significant direct effect of 
social media marketing on customer engagement and 
a significant direct effect of customer engagement on 
repurchase intention. That pattern of influence allows 
for an indirect effect or mediating effect. The effective 
use of social media for marketing programs has a 
positive impact on increasing customer engagement. 
Subsequently, it has an impact on increasing 
repurchase intention. Positive customer behavior, 
such as repurchase intention, can occur if the customer 
feels a strong bond with a product or company. Social 
media can be used effectively to increase bonds and 
relationships with customers, which can further 
encourage repurchase intention. Relevant research by 
Kristia (2021) shows that customer engagement plays 
a role in mediating the effect of using social media for 
promotion on repurchase intention.

The implication of the research is the 
strengthening of awareness for company marketing 
personnel regarding the real changes in how to carry 

out marketing functions effectively and efficiently in 
the digital era. Social media must be the main strategy 
in carrying out the marketing function, especially in 
building and maintaining good relationships with 
customers to build strong customer engagement. 
Strong customer engagement is the main resource 
to build customer loyalty so that customers will use 
products and services in the long term and, in the 
end, can be a competitive advantage for the company. 
Although social media has its role in marketing 
activities increasingly, it does not mean that traditional 
marketing, such as television, radio, and newspapers, 
has become unimportant. Companies need to combine 
digital and traditional marketing proportionally, 
referring to internal analysis to find out the extent 
of effectiveness of each marketing method. In other 
words, it is important to identify the company’s 
market segment because not all people have good 
digital literacy and are connected to the Internet, so 
traditional marketing is still needed. However, from a 
company perspective, in conditions of ongoing digital 
transformation, every company must strengthen its 
digital literacy, including in the context of building 
strong marketing management to support the 
company’s competitiveness.

CONCLUSIONS

The research results indicate the truth of 
the proposed hypothesis, especially regarding the 
significance of the role of social media marketing 
in increasing customer engagement and repurchase 
intention. Social media marketing implemented by 
Kopi Chuseyo through Instagram has been able to 
make a positive contribution to increasing customer 
engagement and repurchase intentions. The research 
findings also show that customer engagement affects 
repurchase intention positively and significantly. 
In addition, customer engagement also mediates 
the effect of social media marketing on repurchase 
intention. Thus, social media can be an effective 
marketing medium to increase customer engagement 
and repurchase intention. Social media can be a tool to 
make it easier for companies to develop relationships 
with customers. Then, quality relationships with 
customers are the key to customer engagement and 
ultimately can encourage positive customer behavior, 
such as repurchase intention.

Based on the research results, it is recommended 
that companies identify the appropriate type of social 
media according to their products and services and 
the company’s market segmentation. It is because 
many digital media can be used for marketing. Hence, 
companies must be able to choose the most effective 
resource efficiency. Then, the company can focus on 
certain social media to run its marketing program.

Although the research has been carried out 
optimally, it still has some limitations. First, the 
selection of social media is limited to Instagram. 
The results cannot be generalized to other types of 
social media. It is also unknown how the differences 
in effectiveness for each type of social media affect 
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customer engagement and repurchase intention. 
Therefore, further research needs to involve other 
social media, such as Facebook, WhatsApp, YouTube, 
and other media used to help with marketing. Second, 
the selection of variables that affect repurchase 
intention is only social media marketing and customer 
engagement, so it cannot provide comprehensive 
information to see the factors influencing repurchase 
intention. Further research needs to involve other 
variables to obtain in-depth information about the 
determinants of repurchase intention.
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