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The purpose of this study is to compare the 
quality of websites and social media to brand 
image, using brand awareness and E-WOM as 
mediation factors. The exogenous factors in this 
study are website and social media quality; the 
endogenous variables are brand image; and the 
mediating variables are brand awareness and E-
WOM. The Legend Coffee coffee shop is the 
focus of this study, with a sample size of 200 
respondents. The study's subjects were Legend 
Coffee consumers. The data analysis approach 
used in this work is Structural Equation 
Modeling (SEM) utilizing AMOS 24 analytic 
tools. Based on the results of this study, it shows 
that website quality has a positive and 
significant effect on brand awareness, social 
media quality has a positive and significant 
effect on brand awareness, website quality does 
not have a positive and significant effect on 
brand image, social media quality has a positive 
and significant effect on brand image, brand 
awareness has a positive and significant effect 
on E-WOM, E-WOM has a positive and 
significant effect on image brand, as well as 
brand awareness and E-WOM mediate website 
quality and social media quality to brand image. 
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INTRODUCTION (Start on new page, separated from title page above) 
The Marketing, sometimes known as marketing, is the identification and 

fulfillment of human and societal needs in a way that aligns with company 
goals. When Google saw that people needed to access information on the 
internet more quickly and efficiently, it developed a strong search engine that 
organizes and prioritizes inquiries, whereas IKEA recognized that people 
wanted good furniture at much cheaper rates and made knockdown furniture. 
Based on this argument, it is possible to infer that these two brands, or huge 
corporate brands, display marketing intelligence by transforming personal or 
societal demands into valuable business possibilities (Kotler, et al., 2021). 
Marketing is more than just purchasing and selling goods or services; it is also 
about meeting the wants of customers so that they may buy the company's 
products or services through offers and the exchange of valued items (Yulianto 
& Setiadi, 2022). 

A brand is a name, symbol, logo, or combination of these that serves as 
the identification of a firm, organization, or individual (Firmansyah, 2019). 
Meanwhile, the American Marketing Association (AMA) defines a brand as a 
name, word, sign, symbol, or design, or a combination of such elements. 
Identifying products or services from sales individually or in groups, as well as 
distinguishing from rivals (Keller & Swaminathan, 2020). Based on the 
definition explained above, it has the same meaning, namely that a brand is an 
identity for a company, organization or individual, as well as an identification 
of a product or service offered by the company. Brands have an important role 
for the company itself and also for consumers. The function of brands for 
consumers may serve to develop a brand image for a company, organization, or 
individual based on how customers first become aware of the brand's existence 
and how the firm markets its business. 

Building a good image for the company also requires good marketing. In 
today's digital era, companies, organizations and individuals market their 
products or services through digital marketing or sell their products through 
the marketplace. Digital marketing or what is called digital marketing is an 
effort to market a product online (Yulianto & Setiadi, 2022). Digital marketing 
that can be used for companies is social media (Instagram, TikTok, Facebook, 
Twitter, etc.), websites, online advertising, and email marketing. Apart from 
that, there are also marketplaces that are used to sell products such as 
Tokopedia, Shopee. , Blibli, and Lazada. Companies may benefit from many 
sorts of digital marketing when used correctly to increase brand recognition 
and boost brand image. Small and medium-sized enterprises (SMEs) and Micro, 
Small, and Medium Enterprises (MSMEs) can use digital marketing to sell their 
products or services, in addition to huge corporations. 

Digital marketing plays an important role in marketing strategies 
implemented by companies or organizations to build a company image. The 
change in perspective in the current digital era has made traditional marketing 
ineffective and inefficient (Suryani, et al., 2020). According to We Are Social in 
2023, internet users in Indonesia will reach 212.9 million or around 77% of the 
population in Indonesia, and We are Social in 2023, records that social media 
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users in Indonesia will reach 167 million, or around 60.4% of the population in 
Indonesia. We Are Social statistics reveals that the average Indonesian utilizes 
social media and the internet. As a result, today's firms must be more 
sophisticated and keep up with contemporary technical breakthroughs in order 
to compete with their competitors. 

In the current digital era, coffee shops, which are one of the business 
sectors that are currently growing rapidly, must keep up with current 
technological developments. According to the Indonesian Coffee and Chocolate 
Entrepreneurs Association (APKCI), the number of coffee shops is always 
increasing every year. 

Coffee shops, also known as cafés, must now comprehend and follow 
technological changes in order to market their business, therefore increasing 
brand awareness and improving the company's brand image. Although, many 
cafes now understand marketing strategies through digital marketing or many 
use modern marketing, many still do not understand how to determine digital 
marketing that suits their business, as well as understand the use of digital 
media and lack knowledge about how to plan, monitoring and maintaining 
effective use of digital media (Malesev & Cherry, 2021), and lack of access to 
cutting-edge technologies (Kergroach, 2020). Aside from that, cafés must 
recognize that having a presence on a website and social media is critical, but 
how they maintain the quality of both digital channels is even more crucial, as 
bad management of both digital media has a negative influence. Significant 
influence on customer views of the company's image, resulting in a decline in 
consumer purchase interest (Suryani, et al., 2020). 

The problem indicated above has grown so common in every café that it 
has piqued the interest of many academics, some of whom have addressed the 
issue by investigating the impact of website quality (Wilson, et al., 2019) and 
social media quality on development. (Suryani, et al., 2020) discuss digital 
marketing and how to increase brand recognition and corporate image in the 
eyes of customers. Then, based on the practice carried out by (Renton & 
Richard, 2019) that in digital marketing strategies, building a solid brand and 
increasing brand equity is very important in doing business and securing 
growth in SMEs, there is a lack of studies regarding the relationship between 
the use of digital marketing tools and brand equity in SMEs. This impacts not 
just SMEs, but even café enterprises, requiring them to implement digital 
marketing tactics. 

This research focuses on tactics that link theoretical inequalities by 
performing an empirical investigation on the importance of website and social 
media quality in enhancing brand image at Legend Coffee in Yogyakarta. 
Legend Coffee uses digital marketing using social media, namely TikTok, 
Facebook and Instagram, but on Legend Coffee's social media, this research 
only examines Legend Coffee's social media, specifically on Instagram, because 
Legend Coffee's Instagram social media followers have The largest number of 
followers is 10.1k, although now Legend Coffee has updated its Instagram 
account because the previous account was hacked by an irresponsible party, 
with the number of Legend Coffee Instagram followers now being 470 



Anwar, Andrian, Hartono 

1540 
 

followers, social media can be used and used effectively to increase their brand 
image, therefore, efforts to identify factors and ways of working that can 
contribute to improving the brand image at Legend Coffee can be expected to 
expand their main interests, this can lead to additional job chances (Rahayu, & 
Day, 2017) and reduce poverty (Nursini, 2020). 

The brand image will emerge in customers' brains in two ways. First, 
brand image can be derived directly from environmental explanations (such as 
websites and social media) of a certain brand. Second, exposure to websites and 
social media may indirectly increase brand image by improving consumer 
brand awareness, which means consumers will exchange information about 
businesses via websites or social media under the electronic word of mouth (E-
WOM) framework, as a result, websites and social media may play an essential 
role in establishing brand image from two separate perspectives, directly and 
indirectly, by incorporating brand awareness and E-WOM (Suryani, et al., 
2020). 

Based on the discussion above, it became the researcher's interest to 
examine objects in cafes, and in this research we took one of the cafes that the 
majority of Jogja people are familiar with, namely, Legend Coffee. Legend 
Coffee itself was founded in 2012, with the concept of games and community 
café, the games available at Legend Coffee are such as, UNO, PS2, PS3, billiards, 
soccerboard, carom, dart games and so on, so this attracts the attention of 
consumers. Legend Coffee also offers several interesting programs, namely 
meetings, gatherings, there are even birthday and pre-wedding programs, apart 
from that, this café also has regular events such as gatherings, watching football 
matches, community workshops, and acoustic evenings every week 
(Tribunnewswiki.com, 2021). 

At Legend Coffee, the majority of Jogja people already know about this 
café, which could be of interest to researchers in researching the marketing 
strategies carried out by Legend Coffee. Specifically, how the quality of the 
website and social media might enhance the Legend Coffee Café's brand image.  
This study is a straight duplication of earlier research, namely from (Suryani, et 
al., 2020). The study model is similar to prior research, but the distinction is in 
the item investigated, Legend Coffee in Yogyakarta, and the subjects, Legend 
Coffee consumers in Yogyakarta. 
 
THEORETICAL REVIEW 
Theoretical Foundation 
To serve as a foundation for study, a fundamental theoretical notion and 
technique must be established. The following fundamental theories are applied 
in:  
1. Schematic Theory. 

The conceptual foundation for this study is based on schematic theory 
(Bartlett & Burt, 1933). Schematic theory outlines how customers receive 
information via learning {(Kocyigit, O., & Ringle, 2011), (Hawkins & 
Mothersbaugh, 2020), (Halkias, 2015)}. It emphasizes that learning happens 
through external stimulation and customer communication with their 
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surroundings. At this time, it is reasonable to infer that external stimuli from the 
digital world originate via two digital channels: websites and social media.  

Businesses utilize websites and social media platforms as strategic 
communication tools to communicate not only the company's brand profile but 
also the products or services supplied to the target market {(Liao, et al., 2006), 
(Galati, et al., 2016), (Suryani, et al., 2021a)}. Customers can obtain stimulation 
regarding products, services, and brands via websites operated by firms and 
social media platforms (Suryani, et al., 2021), furthermore, both websites and 
social media platforms, such as Facebook and Instagram, may be considered as 
social networks, as they allow users to collect information about brands, 
communicate with one other, and varied brand experiences, including their 
impressions of other brands, with brand social linkages using E-WOM (Chu & 
Kim, 2011), so, in this point, there are two paths discussed in schematic theory by 
offering vital insights into how today's websites and social media might increase 
the learning process and contribute to boosting brand image in our social context 
(Suryani, et al., 2021). 
2. Brand Image 

Brand image is a consumer's view of a brand as reflected in brand 
associations stored in their memory (Keller & Swaminathan, 2020). Building a 
solid brand image necessitates marketing applications that instill powerful, 
pleasant, and distinctive connections with the brand in the mind. The benefit of 
the brand itself is that it has its own worth and meaning that can be conveyed to 
customers through product or service qualities (Keller & Swaminathan, 2020). 
According to (He, et al., 2013) stated that brand image, a brand is an intangible 
asset that a company can provide unique value and commitment to consumers 
by forming a different identification. 

As is known, a brand is a symbol of brand attributes, name, package, 
reputation, and complex advertising style. Then the brand image itself is the 
overall response of consumers to a brand, which can provide results from 
customer conclusions from significant information about the brand, so a clear 
brand image can enable consumers to be able to identify and test products or 
services, as well as reduce intellectual risks on purchases, confirm with what 
needs are met and enjoy differentiation and satisfaction. 
3. Electronic Word of Mouth 

The internet has created new communication channels that empower both 
providers and customers, allowing for the exchange of information and opinions 
from company to consumer as well as consumer to consumer. Electronic word-
of-mouth (eWOM) refers to good and negative words made by potential, present, 
or past consumers about a product or company, which are accessible to many 
people and institutions via the internet (Hennig-Thurau, et al., 2004). In the 
explanation in schematic theory (Bartlett & Burt, 1933), E-WOM can occur when 
customers discuss and express their ideas about a product or company with their 
social circle via the website or social media they use. Therefore, it is considered 
that E-WOM plays a vital function in marketing websites and social media to 
boost brand image. (Suryani, et al., 2021). 
4. Brand Awareness 
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(Hutter, et al., 2013) stated that brand awareness is the degree to which a 
brand is seen to have a strong presence in the thoughts of customers. (Sitorus, et 
al., 2022) said that brand awareness is customers' capacity to recognize or recall a 
brand based on a certain product category. Brand awareness can also be used by 
companies as information and a means of providing a deeper understanding of 
the company's product brand to consumers and consumers. customers to buy a 
brand that is already known so that consumers and customers will feel safe and 
avoid various risks from using the company's product brand. Apart from that, 
brand awareness includes brand recognition and recall performance. Brand 
recognition refers to the consumer's capacity to corroborate past exposure. Brand 
recall is the consumer's capacity to remember a brand from memory when given 
a product category, a need satisfied by the category, or a purchase or usage 
circumstance as a cue (Keller & Swaminathan, 2020). 
5. Website Quality 

Web quality is a very undefined concept for the most part, existing scientific 
research discusses the meaning of web quality aspects descriptively without 
describing its main dimensions to provide a tested scale for measuring it 
(Aladwani & Palvia, 2002). In practice, (Hsu, et al., 2014) verified that certain 
shopping sites obtain and keep more consumers than others, due to greater 
website design elements, a user-friendly experience, and a dependable system, 
resulting in Websites Quality play a vital role in differentiating brands and are an 
important factor in determining success in a business (Shin, et al., 2013). 

Consider the importance of high electronic service quality in online 
company success through website quality (Noorshella, et al., 2015). According to 
(Janita & Miranda, 2013) stated in their research conducted on companies serving 
the business-to-business (B2B) sector, the quality of a website is connected with 
privacy limitations, efficiency, added value, and information usefulness, 
meanwhile, research according to (Jeon & Jeong, 2017) the quality of a website's 
function, personalization, and reputation all contribute to its overall quality. 
Despite inconsistent findings in previous research regarding dimensions of 
website quality, this study uses a simple construct that takes into account several 
key factors of website quality, such as ease of use of the interface, ease of finding 
products or services, well-organized information, and system availability (Tsao, 
et al., 2016). 
6. Social Media Quality  

According to (Michaelidou, et al. , 2011) Social media offers a new means 
for people to engage with their social circles, as well as for businesses to 
communicate and promote their target market products, services, or brands. A 
lot of prior studies have indicated that social media plays a critical part in 
corporate success nowadays. Marketing communications using social media may 
improve brand equity. Brands that are active on social media and succeed in 
building strong interactions with customers tend to have higher brand equity 
(Schivinski & Dabrowski, 2016). According to (Panigyrakis, et al., 2020) show that 
the usage of social media can boost client loyalty to companies. Through 
continuous and personalized interactions with customers, social media can build 
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stronger relationships between brands and customers, which in turn increases 
brand affinity. 

The significance of social media in business is critical in today's digital age. 
Social media can be a powerful tool for establishing a brand, raising brand 
recognition, and engaging with potential customers. Additionally, it is important 
to realize that social media user trends and preferences are constantly changing 
(Tajvidi & Karami, 2021). According to (Teo, et al., 2019) a more straightforward 
social media quality construct, consisting of content clarity, content quality, and 
content relevance (Helal, et al., 2018) was established to assist businesses in 
improving the quality of their social media content. 
B. Research Model 

The following model depicts the relationship between the variables "The 
Influence of Website Quality and Social Media Quality on Brand Image, with 
Brand Awareness and E-WOM as Mediating Variables." This connection model 
may be illustrated in the image below:  

      
     Website 
        Quality H3 
 H7 
                   H1 
                                      Brand                H5                                            H6                Brand 
                                                     Awareness                                E-WOM                                   Image 

 
   H2 
 H8 
         
        Media H4 
        Social 
       Quality 

  

Source: (Suryani, et al., 2020) 

Figure 1. Thinking Framework 
Hyphothesis 
H1: High-quality websites increase brand recognition. 
H2: Social media quality positively impacts brand awareness. 
H3: High website quality improves brand image significantly. 
H4: Social media quality positively impacts brand image. 
H5: Brand awareness has a favorable and considerable impact on E-WOM. 
H6: E-WOM has a favorable and considerable impact on brand image. 
H7: Brand awareness and E-WOM mitigate the impact of website quality on 
brand image. 
H8: Brand awareness and E-WOM balance the impact of social media quality on 
brand image. 

                                                  

METHODOLOGY   
The research object is the problem being studied. according to (Sekaran & 

Bouige, 2017) states that the object of research is anything that may differentiate 
or cause changes in value, and this value can occur at different periods for the 
same object or person, or at the same time for many objects or individuals. The 
focus of this study is Legend Coffee in Yogyakarta City. 
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The research subject is where the variables are attached. The subject is one 
of the parts or members in the sample. (Sekaran & Bouige, 2017) state that 
research subjects are parties who are used as sources of information or data 
sources for research. The subjects of this research are customers at Legend 
Coffee in Yogyakarta City. 

This research relied on original data. According to (Sekaran & Bouige, 
2017)., primary data refers to information received directly from the first person 
by researchers on variables of interest for specific study aims. Methods that can 
be used by researchers to search for primary data are observation, interviews 
and questionnaires (Sekaran & Bouige, 2017). 

In this quantitative study, non-probability sampling techniques are 
utilized, which is a kind of sampling where elements in the population do not 
have the same opportunity. Each element or member of the population is 
picked to be the sample for this methodology (Sekaran & Bouige, 2017). The 
purposive sampling approach was utilized in this study, which is a sampling 
strategy that selects purposeful or subjectively aimed samples. This purposive 
sample is carried out when the researcher understands that the information 
needed can be obtained from a particular target group who has been able to 
provide information and they have met the criteria determined by the 
researcher (Ferdinand, 2016). 

The following are the exact criteria used to choose respondents for this 
study: 

1.    Respondents with a minimum age of 17 years, the age limit was 
taken because at that age, they are considered adults and can make 
wise decisions. 

2.   Consumers who have experience purchasing several products at 
Legend Coffee via the website. 

3.   Consumers who have ever read reviews on social media or the 
website for Legend Coffee. 

In this case, by establishing specific criteria, it can be assumed that 
consumers with this experience can assess the performance of the Café Legend 
Coffee service in promoting its products or services to targeted consumers via 
websites and social media, with a sample size of up to 200 respondents in this 
study. The sample size is determined using the measuring approach described 
by (Hair, et al., 2009), which stipulates that the sample size should be 100 or 
greater, with a minimum sample size of 5 to 10 times the number of indicators 
calculated. The number of indicators in this research is 17. If you multiply the 
number of indicators by ten, the number of respondents required in this 
research is 17 x 10 = 170, which may be calculated as the number of 
respondents, namely a minimum of 170. 

Data collecting strategies are the most strategic stage of research, as the 
primary goal is to get data. The data gathering method for this study is to 
distribute questionnaires. According to (Sekaran & Bouige, 2017), a 
questionnaire is a written question that will record answers from respondents 
with clearly defined alternatives. The questionnaire used was a Google Form 
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distributed to respondents who had experience purchasing several products at 
Legend Coffee located in Yogyakarta. 

The Likert scale is a sort of scale that is often used in research to assess a 
subject's level of agreement or disagreement with the statement or question 
presented. Each scale option is given a numerical weight, which can be used to 
analyze data or describe the level of perception and attitudes of respondents 
towards the social phenomenon being studied (Sekaran & Bouige, 2017). 

 
 Instrument Quality Test 

Instrument quality tests are tests used to test the quality of data from 
questionnaires. Test the instrument's quality by doing a validity and reliability 
test. When data is collected, it is hoped that the research results would be valid 
and reliable, therefore validity and reliability are fundamental requirements for 
obtaining valid and reliable research results, but this is not implied by using a 
valid and reliable instrument. Its validity and reliability are tested, the research 
results (data) automatically become valid and reliable (Sugiyono, 2017). 
(Sekaran & Bouige, 2017) say that good research tools should have validity and 
reliability as crucial provisions. Research findings can be scientifically justified, 
therefore information on the validity and reliability of a measuring tool must be 
communicated. 

 
Validity Test 

According to (Sekaran & Bouige, 2017) validity testing is a questionnaire 
measurement technique that will be used to examine whether it is valid or 
invalid. This validity test measures each question item in the questionnaire that 
the researcher will distribute to find out whether the questions are valid or 
invalid. Validity testing in this research uses Confirmatory Factor Analysis 
(CFA), which is measured by Convergent Validity, which can be seen from 
significant factor loadings with estimates that must be equal to 0.50 or more and 
ideally must be 0.70 (Ghozali, 2018). 

 
Reliability Test 

Reliability testing is a test that demonstrates the extent to which a variable 
is measured without causing bias (error). This test is needed to measure 
consistency using research instruments (Sekaran & Bouige, 2017). The results 
obtained will then be compared with other questions. The criteria used in 
reliability testing in this research are Construct Reliability (CR), where a 
variable is said to be trustworthy if the CR value is > 0.70. However, reliability 
of 0.60 - 0.70 is still acceptable given that the validity of the indicators in the 
model is adequate (Ghozali, 2018). 

 
 Data Analysis and Hypothesis Test 

In this research, different test tools are employed to test the hypothesis, 
which are as follows: 
1. Descriptive Analysis 



Anwar, Andrian, Hartono 

1546 
 

Descriptive analysis is statistics used to evaluate data by describing or 
illustrating the acquired data. Because there is no desire to make conclusions 
that apply to the broader public or generalizations, descriptive statistics offer 
facts through tables, graphs, pie charts, pictograms, calculation modes, median, 
mean (central tendency measurement), deciles, percentiles, calculating data 
spread using average and standard deviation, and computing percentages. In 
descriptive statistics, you may also use correlation analysis to determine the 
strength of the association between variables, generate predictions with 
regression analysis, and compare two or more averages without having to 
assess their significance (Sugiyono, 2017). 
2. Structural Equation Modeling (SEM) Analysis 

This study's data was analyzed using Structural Equation Modeling (SEM) 
software and AMOS. Structural Equation Modeling (SEM) is a collection of 
statistical approaches that allow evaluating a succession of very "complex" 
connections concurrently (Ferdinand, 2016). 
3. Hypothesis Test 
 In this study, hypothesis testing is performed using SEM and AMOS 
software. 
 
RESULTS 
Instrument Quality Test 
1. Validity Test 
 The instrumental validity test determines if the instrument being studied 
fits the validity requirements. In this study, there were 17 lists of statements 
representing each variable, with a total of 200 respondents utilizing SEM using 
AMOS 24 software. 
 Table 1 shows the results of verifying the instrument's quality using the 
CFA validity test using AMOS 24. 

Tabel 1.Validity Test 

Variables Indicator 
Loading 
Factor 

Limit Result 

Website 
Quality 

 
 
 

WQ1 0,93 

> 0,5 

Valid 

WQ2 0,952 Valid 

WQ3 0,827 Valid 

WQ4 0,582 Valid 

Social 
Media 

Quality 
 
 
 
 

MSQ1 0,64 

> 0,5 

Valid 

MSQ2 0,694 Valid 

MSQ3 0,724 Valid 

MSQ4 0,726 Valid 

MSQ5 0,597 Valid 

Brand 
Awareness 

 

BA1 0,584 

> 0,5 

Valid 

BA2 0,768 Valid 

BA3 0,634 Valid 
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Variables Indicator 
Loading 
Factor 

Limit Result 

E-WOM 
 
 
 

EW1 0,603 

> 0,5 

Valid 

EW2 0,649 Valid 

EW3 0,58 Valid 

EW4 0,654 Valid 

EW5 0,594 Valid 

Brand 
Image 

BI1 0,849 

> 0,5 

Valid 

BI2 0,836 Valid 

BI3 0,691 Valid 
Source: Data processed by AMOS 24 (2023) 

 
The test findings are considered legitimate if the factor loading 

(standardized loading) value exceeds 0.5 (Ghozali, 2018). The results of this test 
reveal that the factor loading value for each variable exceeds 0.5. Based on these 
findings, we may infer that all indicators are deemed legitimate and can be 
utilized in this study. 

 
2. Reliability Test 
 A reliability test determines the dependability of a measuring device. In 
this study, reliability testing is performed using CR (Construct Reliability), 
which has the following criteria: if the CR value is more than 0.7, the variable is 
considered reliable. To measure dependability, use the following formula: 

Construct Reliability = 
 

  


 ErrortMeasuremenLoadingFactor

LoadingFactor

2

2

 
 

Tabel 2. Reliability Test 

Variables CR Limit Result 

Website Quality 0,900 

> 0,7 

Reliabel 

Social Media 
Quality 

0,809 
Reliabel 

Brand Awareness 0,703 Reliabel 

E-WOM 0,754 Reliabel 

Brand Image 0,837 Reliabel 

 
Test findings are considered credible if their build reliability value 

exceeds 0.7 (Ghozali, 2018). This test's findings demonstrate that the CR values 
for the five research variables are all more than 0.7. Based on these findings, we 
may infer that the complete research instrument is dependable and can be used 
in this study.’ 
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Hypothesis Test Results 
In line with the paradigm proposed in this study, namely using an SEM data 
analysis tool which is operated using AMOS 24 software. The steps for SEM 
analysis according to (Ghozali, 2018) are as follows: 

1. Develop a Model Based on Theory 
The first step is to create a model based on the ideas presented in chapter 
III. This study model includes two exogenous factors (website and social 
media quality), one endogenous variable (brand image), and two 
mediating variables (brand awareness and E-WOM). 

2. Arrange a Path Diagram 
The next step is to arrange the model as a route diagram. This route 
diagram is used to depict direct relationships, which are denoted by 
straight lines, whilst dotted lines are used to represent links through 
variables. In SEM, measuring the link between variables is referred to as 
model structure. In the second stage, the model indicated in the flow 
diagram is transformed into a structural equation.  
 

 
Figure 2. Structural Equation 

 
Figure 2 shows that the path diagram, both structural and measurement 

model equations were converted. As seen in the image above, there are five 
variables, namely website quality which has four statements, social media 
quality which has five statements, brand awareness which has three statements, 
E-WOM which has five statements, and brand image. There are three 
statements. 

3. Matrix and Model Estimation 
 The matrices used are correlation and covariance and model estimation 
using maximum likelihood (ML) estimation. The maximum likelihood estimate 
can be met with the following assumptions: 

a. Sample Size 
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This research uses a sample of 200 respondents which is based on  the 
measurement technique proposed by (Hair, et al., 2009) which  the SEM test 
assumes a sample size of 100 or more, which this study employed. 

b. Data Normality Test 
The normality test was performed by calculating the z value  (critical ratio C.R. 
on AMOS 24 output) based on the skewness and  kurtosis of the 
distribution. According to (Ghozali, 2018), the  critical value for properly 
distributed data ranges from -2.58 to+2.58. The following table shows the 
normality test results: 

Tabel 3. Normality Test 
   min max skew c.r. kurtosis c.r. 

CM3 1,000 5,000 -0,683 -3,951 -0,026 -0,075 

CM2 1,000 5,000 -0,676 -3,913 -0,118 -0,342 

CM1 1,000 5,000 -0,753 -4,357 -0,172 -0,497 

EWOM1 1,000 5,000 0,067 0,389 -1,072 -3,104 

EWOM2 1,000 5,000 -0,279 -1,613 -0,749 -2,167 

EWOM3 2,000 5,000 -0,177 -1,027 -1,064 -3,080 

EWOM4 1,000 5,000 -0,147 -0,848 -1,162 -3,362 

EWOM5 1,000 5,000 -0,241 -1,396 -0,958 -2,774 

KM3 1,000 5,000 -0,306 -1,769 -0,503 -1,456 

KM2 2,000 5,000 -0,173 -1,004 -0,383 -1,107 

KM1 2,000 5,000 -0,212 -1,226 -0,589 -1,705 

KMS1 2,000 5,000 -0,516 -2,985 -0,656 -1,899 

KMS2 2,000 5,000 -0,642 -3,716 -0,328 -0,949 

KMS3 2,000 5,000 -0,408 -2,361 -0,639 -1,849 

KMS4 1,000 5,000 -0,685 -3,967 -0,138 -0,400 

KMS5 2,000 5,000 -0,597 -3,457 -0,359 -1,038 

KSW1 1,000 5,000 0,032 0,188 -0,838 -2,424 

KSW2 1,000 5,000 -0,003 -0,018 -0,807 -2,334 

KSW3 1,000 5,000 -0,160 -0,924 -0,713 -2,062 

KSW4 1,000 5,000 0,057 0,332 -0,790 -2,285 

Multivariate      2,329 0,556 

Source: Data processed by AMOS 24 (2023 

Table 3 indicates that the multivariate and univariate  normality tests are 
normally distributed, with critical ratio (c.r.)  values for kurtosis and 
skewness ranging from -2.58 to +2.58.  Multivariate data also meets normal 
assumptions, with a value of  0.556 falling within the range of ± 2.58. 
 
Identification of Ouliers 

The AMOS Mahalanobis Distance output identifies  multivariate 
 outliers. The criteria are at the p < 0.001 level, with 17  statement items, 
resulting in a degree of freedom value of 17. To get the Chi-square table in 
Excel, navigate to the Insert-Function-CHIINV sub-menu and enter the 
probability and number of measured variables as shown below: 
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Figure 3. Mahalanobis Distance Limit Values 

 
The Chi-square value of the table obtained is 40.79, so all data on the 

Mahalanobis Distance that is greater than 40.79 are multivariate outliers. The 
following is the Mahalanobis d-squared  data: 

Table 4. Outliers Test Results 

Observation Number 
Mahalanobis  

d-squared 
p1 p2 

93 33,315 0,031 0,998 
31 32,566 0,038 0,996 
9 32,416 0,039 0,986 
51 32,412 0,039 0,956 
76 32,287 0,040 0,911 
65 31,911 0,044 0,883 
45 31,893 0,044 0,793 
62 31,436 0,050 0,786 
84 31,400 0,050 0,682 
138 31,215 0,052 0,612 
142 31,194 0,053 0,492 
143 31,088 0,054 0,404 
8 30,836 0,057 0,369 
46 30,580 0,061 0,343 
75 30,143 0,068 0,384 
50 29,770 0,074 0,411 
121 29,121 0,085 0,553 
176 29,099 0,086 0,461 
87 28,775 0,092 0,492 
134 28,751 0,093 0,406 
168 28,580 0,096 0,382 
103 28,513 0,098 0,322 
13 28,438 0,099 0,270 
39 28,283 0,103 0,250 
85 28,041 0,108 0,264 
96 27,731 0,116 0,306 
99 27,283 0,127 0,417 
109 26,841 0,140 0,539 
18 26,814 0,141 0,471 
133 26,498 0,150 0,542 
47 26,484 0,150 0,470 
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Observation Number 
Mahalanobis  

d-squared 
p1 p2 

17 26,431 0,152 0,418 
52 26,202 0,159 0,453 
106 26,187 0,160 0,386 
140 26,162 0,161 0,328 
128 25,900 0,169 0,381 
177 25,732 0,175 0,393 
189 25,732 0,175 0,325 
149 25,580 0,180 0,331 
169 25,118 0,197 0,499 
64 25,004 0,201 0,490 
112 24,952 0,203 0,449 
104 24,888 0,206 0,415 
88 24,732 0,212 0,431 
97 24,659 0,215 0,404 
48 24,608 0,217 0,366 
15 24,520 0,220 0,349 
116 24,488 0,222 0,305 
153 24,287 0,230 0,348 
38 24,247 0,232 0,309 
137 23,870 0,248 0,454 
66 23,851 0,249 0,401 
152 23,793 0,252 0,372 
86 23,776 0,252 0,322 
110 23,764 0,253 0,273 
111 23,688 0,256 0,258 
147 23,635 0,259 0,232 
2 23,327 0,273 0,336 
167 23,269 0,276 0,311 
68 23,234 0,277 0,276 
108 23,039 0,287 0,326 
95 22,867 0,295 0,367 
29 22,795 0,299 0,352 
1 22,726 0,302 0,336 
198 22,724 0,303 0,283 
35 22,667 0,305 0,263 
166 22,603 0,309 0,247 
131 22,525 0,313 0,239 
81 22,434 0,317 0,237 
136 22,428 0,318 0,196 
101 22,413 0,319 0,163 
146 22,316 0,324 0,165 
90 22,237 0,328 0,160 
54 22,061 0,337 0,196 
28 21,953 0,343 0,204 
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Observation Number 
Mahalanobis  

d-squared 
p1 p2 

61 21,810 0,351 0,230 
60 21,761 0,354 0,211 
44 21,732 0,355 0,184 
92 21,704 0,357 0,159 
155 21,650 0,360 0,146 
73 21,608 0,362 0,129 
118 21,602 0,362 0,103 
157 21,452 0,371 0,124 
32 21,314 0,379 0,143 
4 21,257 0,382 0,132 
124 21,097 0,391 0,162 
63 21,069 0,393 0,140 
125 21,060 0,394 0,113 
22 21,025 0,396 0,098 
164 20,981 0,398 0,087 
181 20,862 0,405 0,097 
193 20,862 0,405 0,075 
129 20,772 0,411 0,077 
117 20,652 0,418 0,087 
91 20,627 0,419 0,073 
56 20,548 0,424 0,072 
82 20,420 0,432 0,084 
79 20,227 0,444 0,120 
30 20,186 0,446 0,107 
186 20,113 0,451 0,104 

Source: Data processed by AMOS 24 (2023) 
 

Table 4 shows no values larger than 40.79 for Mahalanobis  Distance, 
indicating no outliers in the processed data. 

4. Identify the Structural Model 
The estimation findings might reveal whether or not there is an 

identification difficulty. SEM analysis can be performed only if the model 
identification findings indicate that the model is over-identified. This 
identification is accomplished by examining the df value of the model 
constructed. 

 
Tabel 5. Notes for Model (Default Model) Computationof Degrees of 

Freedom (Default Model) 

Number of distinct sample moments: 210 

Number of distinct parameters to be estimated: 47 

Degrees of freedom (210 – 47): 163 
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 Source: Data processed by AMOS 24 (2023) 

The output comments for the model show that the df value is 163.The 
model's positive df value indicates over-identification, allowing for further data 
analysis. 

5. Have Goodness of Fit Criteria 
The primary purpose of SEM is to determine how well the 

 hypothesized model matches the data sample. Goodness of fit findings 
are shown in the following data: 

 
Table 6. Assess Goodness of Fit 

Goodness of Fit 
Index 

Cut-off value Research 
Model 

Model 

Chi-square Expected to be 
Small 

288.638 Not Fit 

Signifikan 
Probability 

≥ 0.05 0.000 Not Fit 

RMSEA ≤ 0.08 0.062 Fit 

GFI ≥ 0.90 0.874 Marginal 

AGFI ≥ 0.90 0.837 Marginal 

CMIN/DF ≤ 2.00 1.771 Fit 

TLI ≥ 0.90 0.911 Fit 

CFI ≥ 0.90 0.924 Fit 
Source: Data processed by AMOS 24 (2023) 

The results in Table 6 indicate that the research model is a good fit.  
Significancy This study's probability is considered unsuitable as the significant 
probability (0.000) falls below the cut-off-value standard of ≥ 0.05.The Root 
Mean Square Error of Approximation (RMSEA) is an index  that accounts for 
chi-square values in big samples. The study model's  RMSEA score of 0.062 is 
within the required range of ≤ 0.08, indicating its fit. 

The Goodness of Fit Index (GFI) indicates an overall model fit of  0.874 
based on the squared residual value. The score is close to the suggested 
standard of > 0.90, suggesting that the research model is moderately fit. 

The Adjusted Goodness of Fit Index (AGFI) adjusts the GFI based on the 
suggested degree of freedom vs the entire model. The AGFI for this model is 
0.837. The number is close to the acceptable threshold of > 0.90,suggesting a 
marginal fit of the study model.CMIN/DF is a parsimonious suitability 
indicator that assesses the  model's goodness of fit based on the number of 
estimated coefficients required to attain suitability. The CMIN/DF result in this 
study was 1.771, which is below the acceptable value of 2.00, indicating that the 
research model is fit. 

The Tucker Lewis Index (TLI) is an appropriateness metric that is  less 
affected by sample size. The TLI score in this study was 0.911, above the 
suggested value of ≥ 0.90, indicating that the research model is fit. 

The Comparative Fit Index (CFI) is mostly independent of sample  size 
and model complexity. This study's CFI result of 0.924 is within the suggested 
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range of ≥ 0.90, indicating that the research model is fit. The  suggested model 
is acceptable based on the aforementioned goodness of fit measurements. 
6. Interpretation and Modification of Research Models 

Interpretation and modification of research models is an interpreted 
research model where the model in this research can be declared good or fit, so 
that no modification of the model is needed and it can be continued to the next 
stage. 
7. Hypothesis Test 

Hypothesis testing was used to determine the study findings and to 
examine the model's structural linkages. The output menu of standardized 
weight values displays the findings of hypothesis testing based on data 
analysis. If the critical ratio (CR) value is more than 1.96 and significant (α=5%) 
or less than 0.05, the exogenous variable has an influence on the endogenous 
variable. A CR value of (0.000) indicates a very low value, less than 0.001. The 
following are the outcomes of hypothesis testing in this study: 

 
Table 7.Relationship Among Variables 

No. Hypothesis Estimate S.E. C.R. p Result 

1. Website 
Quality → 

Brand 
Awareness 

0.244 0.092 2.662 0.008 

Supported 

2. Social 
Media 

Quality → 
Brand 

Awareness 

0.409 0.107 3.837 0.000 

Supported 

3. Website 
Quality → 

Brand 
Image 

0.027 0.105 0.259 0.795 Supported 

4. Social 
Media 

Quality → 
Brand 
Image 

0.440 0.129 3.419 0.000 Supported 

5. E-WOM → 
Brand 
Image 

0.694 0.133 5.211 0.000 Supported 

6. 
 

Social 
Media 

Quality → 
Brand 
Image 

0.440 0.129 3.419 0.000 Supported 

Source: Data processed by AMOS 24 (2023) 
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DISCUSSION 
1. Impact of Website Quality on Brand Awareness. 

According to the study results in table 4.14, the estimated coefficient value is 
0.244, the C.R. is 2.662, and the P value is 0.008. Based on these findings, 
hypothesis 1 is validated. The value P = 0.008 < α 0.05 fits both the conditions and 
the C.R. value. 2.662 > 1.96 also passes the standards, implying that Website 
Quality has been proved to have a positive and significant effect on Brand 
Awareness. 
2. The Impact of Website Quality on Brand Awareness 
According to the study results in table 4.14, the estimated coefficient value is 
0.244, the C.R. is 2.662, and the P value is 0.008. Based on these findings, 
hypothesis 1 is validated. The value P = 0.008 < α 0.05 fits both the conditions and 
the C.R. value. 2.662 > 1.96 also passes the standards, implying that Website 
Quality has been proved to have a positive and significant effect on Brand 
Awareness. 
3. The Effect Impact of Website Quality on Brand Image. 
According to the study results in table 4.13, the estimated coefficient value is 
0.027, the C.R. is 0.259, and the P value is 0.795. Based on these findings, H3 is not 
supported. The value P = 0.795 < α 0.05 falls short of meeting the standards and 
C.R. value. 5.211 > 1.96 likewise does not match the criterion, implying that 
Website Quality has no positive or substantial effect on Brand Image. 
4. The Impact of Social Media Quality on Brand Image. 
According to the study results in table 4.13, the estimated coefficient value is 
0.440, the C.R. is 3.419, and the P-value is 0.000. Based on these findings, H4 has 
been supported. The value P = 0.000 < α 0.05 fits both the conditions and the C.R. 
value. 3.419 > 1.96 also passes the standards, implying that Social Media Quality 
has been proved to have a positive and significant impact on Brand Image. 
5. The Impact of Brand Awareness on E-WOM. 
According to the study results in table 4.13, the estimated coefficient value is 
0.541, with a C.R. of 4.298 and a P value of = 0.000. Based on these findings, H5 is 
supported. The value P = 0.000 < α 0.05 fits both the conditions and the C.R. 
value. 4,298 > 1.96 also fits the criterion, implying that Brand Awareness has been 
proved to have a positive and significant effect on E-WOM. 
6. The Impact of E-WOM on Brand Image. 
According to the study results in table 4.13, the estimated coefficient value is 
0.694, the C.R. is 5.211, and the P value is 0.000. Based on these findings, H6 is 
supported. The value P = 0.000 < α 0.05 fits both the conditions and the C.R. 
value. 5.211 > 1.96 also passes the standards, implying that E-WOM has been 
proved to have a positive and significant impact on Brand Image. 
This study examines the impact of indirect effects between variables by 
comparing the value of standardized direct effects to total effects. 
7. The impact of website quality on brand image using Brand Awareness 
and E-WOM as mediating factors. 
According to the research findings, the impact of Website Quality on Brand 
Image is mediated by Brand Awareness and E-WOM, can be seen from the direct 
effects value and total effects value, this refers to (Suryani, et al., 2021a) with the 
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criteria if the value direct effects < total effects, then Brand Awareness and E-
WOM may be considered to moderate the relationship between exogenous and 
endogenous factors. Based on the test results and the criteria. The test results 
show a direct effects value of 0.018 < 0.119 total effects, indicating that Brand 
Awareness and E-WOM can mediate the Website Quality variable on Brand 
Image. This supports the hypothesis that Website Quality has a significant effect 
on Brand Image via Brand Awareness and E-WOM. 
8. The impact of social media quality on brand image, using Brand 
Awareness and E-WOM as mediating factors. 
According to the research findings in tables above, the effect of Social Media 
Quality on Brand Image, which is mediated through Brand Awareness and E-
WOM, can be seen from the direct effects value and total effects value, this refers 
to (Suryani, et al., 2021a) with the criterion that if the direct effects value < inderct 
effects, then Brand Awareness and E-WOM can be said to be able to mediate 
between exogenous and endogenous variables. Based on the test findings, which 
demonstrate a direct effects value of 0.287 > 0.593 overall effects, Brand 
Awareness and E-WOM can mediate the Social Media Quality variable on Brand 
Image. So H8's claim that Social Media Quality has a major impact on Brand 
Image via Brand Awareness and E-WOM is validated. 
 
CONCLUSIONS AND RECOMMENDATIONS 
Conclusion 

Based on the findings of data analysis and hypothesis testing, which was 
carried out using structural equation modeling (SEM), specifically by testing 
eight hypotheses using the Legend Coffee coffee shop object, which was 
discussed in the previous chapter, it was concluded that:  

1. High-quality websites significantly increase brand recognition. This 
demonstrates that website quality is a crucial component for a 
company, with higher-quality websites helping to boost customer 
brand recognition.  

2. High-quality social media positively impacts brand recognition. This 
demonstrates that the quality of social media plays a vital role in 
improving brand awareness or customer concern for a company at a 
coffee shop. This means that when the quality of social media 
improves, customer brand recognition will grow. 

3. Website quality does not significantly affect brand image. This 
demonstrates that website quality is not a significant influence in 
increasing a company's brand image. This indicates that low-quality 
websites have no influence on the company's brand image. 

4. High-quality social media may positively impact brand image. This 
demonstrates that the quality of social media is a significant issue for a 
company; when a firm makes effective use of its social media 
presence, it may generate positive customer views of the company 
and contribute to the company's brand image. 

5. Brand awareness has a beneficial impact on E-WOM. This 
demonstrates that the greater a consumer's brand awareness of their 
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product, the simpler it is for them to recall and share their knowledge 
with other customers via E-WOM on social media. 

6. E-WOM has a beneficial impact on brand image. This demonstrates 
that the greater a consumer's brand awareness of their product, the 
simpler it is for them to recall and share their knowledge with other 
customers via E-WOM on social media. 

7. Brand awareness and E-WOM can balance the impact of website 
quality on brand image. This means that brand awareness and E-
WOM about the quality of the company's website are expected to 
boost the company's brand image. 

8. Brand awareness and E-WOM can balance the impact of social media 
quality on brand image. This implies that brand knowledge and E-
WOM about the quality of social media can help a company's brand 
image. 

 
 Research Limitations 

This research still has various limitations, so the results obtained are not 
optimal. The limitations in this research are as follows: 

1. This research focuses on four variables that impact brand image: 
website quality, social media quality, brand awareness, and E-WOM. 
Other variables may also have an impact on brand image. 

2. In this research, the data collection method only uses questionnaires 
via Google Form. 
 

Suggestions 
This research also contains several suggestions that can be referred to 

future researchers in order to obtain better research results, as follows: 
1. It is recommended that further research be able to add or develop 

other variables that can influence brand image. 
2. Future studies should conduct additional data gathering methods, 

such as interviews or direct observation, to achieve more precise and 
comprehensive results. 

 
FURTHER STUDY 
For Further Researchers are as follows : 

1. Future studies should use more open-ended questions and use 
interviews or direct observation to gain more accurate and in-depth 
answers. 

2. Future researchers could broaden their research focus by broadening the 
demographic environment. Additionally, they should include additional 
elements that may impact brand image. 
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