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Labeling local brand to increase coffee shop visits
during the COVID-19 pandemic

Abstract. The COVID-19 pandemic period has become a distraction and a challenge for the café business
due to physical restrictions and large numbers of employees working from home. This research aims
to describe how local labeling brands can increase coffee shop visits during the COVID-19 pandemic in
Indonesia. While conducting this research, the authors used a quantitative approach. The population are the
consumers who come to local coffee shops. The research samples were chosen by purposive and accidental
sampling. A total of 758 respondents responded and sent questionnaires back via email and WhatsApp in
2020. The analysis was conducted by using the statistical software SPSS 26 and the AMOS 23 version to
identify the relationship between the variables. The research proves that Indonesian coffee brands are well
known. The local culture of coffee drinking has transformed from daily activity into popular culture. The
quality of coffee, the psychological effects, and the performance of the café influence consumer intentions
to visit coffee shops. Local coffee shops have become a preference for consumer visits.
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MapkyBaHHS MicLeBOro 6peHay Ang 36iNblLIEHHS BiABiAYBaHHS KaB’ApeHb

nig yac naHgemii COVID-19

AHoTauis.

Mepion, naHaoemii kopoHaeipycHOi xBopobu COVID-19 cTtaB BigBonikatodmMm GakTopoM i BUKIIMKOM AN
KaBOBOro Gi3Hecy yepes di3nyHi 0OMEXEHHS Ta BENVKY KiflbKiCTb CAiBPOBITHUKIB, SKi NpaLiolTb BAOMA.
Lle mocnigxeHHs Mae Ha MeTi onucaTu, ik MicueBi TOProBi Mapkm MOXyTb 36iNbIMTA BiOBiAYyBaHHSA
kaB’apeHb nig 4ac naHgemii COVID-19 B IHOoHE3II. Y LUbOMY AOCNIAXEHHI BUKOPUCTAHO KiNbKiCHWUIA
nioxig. HaceneHHs — ue cnoxuBadi, ki npunwnmM oo MiCLLEeBUX KaB'dpeHb. 3aranom 758 pecnoHaeHTIB
BiANOBINM Ta Hagicnanu aHkeTn enekTpoHHoto nowToto Ta WhatsApp y 2020 poui. AHanis 6yno 3po6seHo
i3 BUKOPUCTaAHHSIM CTAaTUCTMYHOrO MNporpamMHoro 3abeanevyeHHs SPSS 26 Ta Bepcii AMOS 23 aong
BUSIBNIEHHSA 3B’A3KY MiX 3MiHHUMW. LocCnig)XeHHs nokasano, WO iHOOHe3iNCcbki OpeHan kaBu oobpe
BigoMi. MicueBa KynbTypa BXUBAHHA KaBu rnepeTBopusiacd 3 NOBCAKAEHHOI HA NONYNAPHY AiANbHICTb.
AKiCTb KaBu, NCUXONOrivyHi ePekTn Ta NPOAYKTUBHICTb KaB’ApeHb BIJIMHYNM HA HaMipu CrnoxXxusBadiB
BiABiAyBaTW Taki 3aknaauv. BiasioysaHHA MicLEBUX KaB’ApEHb CTaso NMPIOPUTETHUM Cepe, CNOoXMBaYiB.
Knio4oBi cnoBa: micueBuin 6peHa; NPOAYKTUBHICTb KaB’speHb; BiOBiAyBaHHS KaB'sipeHb; MaHOeMiIs;
COVID-19.
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KaHougat maTtemMaTu4yeckux Hayk, npodeccop,

TexHonornyecknin yumeepcutetT Mananaum, I>xoxop, Manaiinaus
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MapkupoBka MecTHOro 6peHaa c Lenblo yBeJimieHus nocew,aeMmocTum kadpe

BO Bpems naHgemun COVID-19

AHHOTaUMS.

Mepuon naHpemuun kopoHaesmpyca COVID-19 crtan oTtenekawowmm ¢GakTtopoM u npobnemon ang
kodeiiHoro 6uaHeca wu3-3a GUINYECKUX OrpaHMYeHnin 1 BOoNbLIOro KOMMYecTBa COTPYAHWUKOB,
paboTalowmx M3 goma. IATo MccnenoBaHMe HanpaefiEHO Ha OMUCaHWEe TOro, Kak MECTHbIE TOProBble
MapKy MOryT YBENNYNTb KONMYECTBO noceweHnni kade B nepmog naHgemum COVID-19 B MIHgoHe3nn. B
npouecce npoBeaeHNsa 0aHHOro UCCieq0BaHUM, aBTopamMu Oblsl MCNOMb30BaH KOJIMYECTBEHHbIM Noaxoa.
HaceneHue — 310 noTpedbutenun, nocellarolime MecTHble kade. B obLern cnoxHoctn 758 pecnoHOeHTOB
OTBETUN 1 OTMPABUIN aHKETbI N0 3nekTpoHHOM noyte n WhatsApp B 2020 rogy. AHanm3 6bin1 NpOBEAEH
C WCMOJIb30BaHMEM CTaTUCTUYECKOro nporpaMmmMHoro obecnedeHuss SPSS 26 n Bepcun AMOS 23 ans
onpenesieHns B3aMMOCBA3N Mexay nepemeHHbiMu. MccnepoBaHue nokasano, YTO MHOOHEe3UNcKue
KodeliHble OpeHObl XOpOLWOo WM3BECTHbl. MecTHas KynbTypa notpebneHus kode npeBpaTunacb U3
NOBCEOHEBHOM aKTMBHOCTM B MacCCOBYIO KynbTypy. KayecTtBo kKode, ncmxonornyeckoe BO3LENCTBUE U
3P PEKTUBHOCTL kKade NOBNUANMN Ha HAMepeHNs NoTpebuTtenen nocewarb KOPenHu. NoceLeHne MeCTHbIX
Kade cTano NpuopuTETHbIM Cpeau noTpeduTtenen.

KnioueBble cnoBa: MecTHbIli OpeHa; pabdoTta kade; noceuieHne kadpe; naHaemms; COVID-19.

Susminingsih, Alias, N., Supriyanto, A. S., Kanafi, |., & Subiyadi, A. / Economic Annals-XXI (2021), 188(3-4), 149-157

150



ECONOMIC ANNALS-XXI
ECONOMICS AND MANAGEMENT OF ENTERPRISES

1. Introduction

The COVID-19 pandemic period has become a challenge for the coffee shop business in
Indonesia. COVID-19 has impacted various countries globally, leasing to death, reduced the
population, and decreased human quality of life in terms of income, education, health, dis-
tribution, transportation, etc. (Sharma et al., 2020). The pandemic period is a very unpre-
dictable situation in every country. The pandemic stated has led to global crises and massive
changes to people’s lifestyles. Because of the epidemic, business is deteriorating significant-
ly in both developing countries and developed countries. Entrepreneurs need to change the
strategy and marketing strategies, such as collaboration and improved quality of services to
consumers in the pandemic crisis (Crick & Crick, 2020; Ebersole & Kanahele-Mossman, 2020;
Auld & Renckens, 2021).

Indonesia is the 4" largest coffee producer in the world. The food and beverage industry
plays a significant role in the economy (Sumadi et al., 2020). In the 215t century, coffee shop
businesses are overgrowing. The shop’s company is gaining attention from coffee consumers
who vary widely in different countries (Han et al., 2018). Coffee shop visits are becoming a
trend of popularity in conjunction with consumers’ changing styles inspired as a symbol of mo-
dernity and Western lifestyle. The popular lifestyle of consumers to visit coffee shops increa-
ses year after year, attracting people of different ages, occupations, genders, education, and
income levels.

The coffee café business in Indonesia, as one of the world’s largest coffee producers, has the
opportunity to grow (Neilson & Shonk, 2014). Annual data on Indonesian coffee consumption
2020 released by the Global Agricultural Information Network shows domestic consumption pro-
jections (Coffee Domestic Consumption) in 2020-2021 reached 294,000 tons. The trade figure
having penetrated IDR 4.8 ftrillion increased by 13.9% compared to 258,000 tons in 2019-2020
(Chang et al., 2021).

Since 2010 more than 2000 coffee shops worldwide have provided branded coffee. Brands
have always been significant consumer decision-making icons to buy a product and service. The
potential of «awareness» that local culinary traditions have food, drink, and the same effect in
global tourism marketing (Mak et al., 2012).

This primary research objective is to assess how local labeling brands increase coffee shop
visits during COVID-19 pandemic. The study investigated whether local brands and satisfaction
affect visit loyalty. This paper proposes a contribution theoretical to service quality ( Kopish &
Marques, 2020; Chang et al., 2021) by developing the local food industry to a national level
through brands that have a more comfortable psychological impact and strengthening social re-
lationships, tribes, religions, and income levels.

2. Research Method

2.1. Conceptual Background

Coffee has been well known to consumers in various countries because of trends, habits,
traditions, health, anti-stress therapy, agriculture, tourism, and industry ( Kennedy et al., 2008;
Mak et al., 2012; Schwarz et al., 1994; F. Song et al., 2016; Steptoe & Wardle, 1999). Males do
not experience the same coffee culture as females, whose coffee consumption has become a
new shop business trend. Coffee consumer trends and lifestyles have uniqueness and factors
that cause the lifestyle to appear varied for some other types of beverage products such as the
and alcohol (Hewlett & Wadsworth, 2012). The development of coffee consumption is compara-
ble to the coffee shop industry’s growth, which has become a global industry in developing and
developed countries, big cities, and small cities (Kim et al., 2018; Rueda & Lambin, 2013; Auld
& Renckens, 2021).

Their knowledge and beliefs also influence consumer decision-making to consume a pro-
duct, including coffee, about the product’s quality. Religion plays an essential role in consu-
mer confidence. Consumer confidence has a tremendous impact on fostering a sense of sa-
tisfaction, comfort, happiness, peace, calm, relaxation, anti-stress, and improve mood. Con-
sumers have a preference for how food and beverages are produced organically, environmen-
tally friendly, and more. The influence of religion on positive consumer psychology is due to
moral values derived from religion, such as gratitude, halal standards, friendship, care, and
so on (Chang et al., 2021). Coffee consumer satisfaction will foster loyalty and encourage
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buybacks (Han et al., 2018). Religion and spirituality contain the mechanisms of psychologi-
cal well-being (Stavrova et al., 2013). Happiness found in the tradition of consumption signi-
fies psychological well-being.

3. Method

3.1. Sample and Procedure

This study selected some of the leading coffee producing regions in Indonesia as em-
pirical arrangements. Indonesians are also known as coffee lovers. Coffee habits are often
made in the morning before people do routine work activities and afternoon or afternoon af-
ter returning from work and resting with family and friends. The population is a consumer who
has visited local coffee shops in Indonesia. The appropriate sample size decision depends
on the study’s purpose and the nature of the population being studied. Due to the pandemic
period, the study samples were determined by random sampling of purposive and acciden-
tal sampling.

3.2. Data collection

Data collection strategies minimize the bias of the answer. Data is collected at different times of
the day, other days of the week, and during weekends and weekdays follow the tradition of drin-
king coffee in certain areas to ensure reliability, namely Bali, Lampung, Aceh. The e-questionnaire
development platform is based on Google Forms, the survey administration software. E-ques-
tionnaires are sent to respondents via email and WhatsApp. This alternative online method sup-
ports physical distancing because lockdown areas, tourist attractions, and famous landmarks are
closed during the pandemic. Of the 1000 respondents who had been sent questionnaires either
through WhatsApp or email, 758 participants, consisting of 694 Indonesian citizens and 64 fo-
reigners, answered and sent the questionnaire back. All incoming data is analyzed using SPSS 26
and AMOS 23 version (Table 1).

3.3. Measures

This study used questionnaire surveys as instruments - survey questionnaires based on cus-
tomer theory principles. Questionnaires were collected to get information from respondents per
question item according to the problem studied (Durand, 2013). The answer to each questionnaire
item is stated with a yes or no answer (Table 2).

The data collected during the study were analyzed used SPSS 26 to create descriptive statis-
tics. This study used Amos 23 Version to determine the correlation between local coffee, social
proximity, culture, brand, and taste to visit a coffee shop.

4. Results and Discussion

4.1. Sample characteristics

The sample consisted of men and women, aged 17 to over 45 years, with various educational
backgrounds ranging from high school to doctoral, with students and workers’ identities both pri-
vate and state. Earnings range from less than USD 1,000 to USD 4,000. Respondents gave an-
swers to questionnaires made in the form of google form. This study chose data collection tech-
nigues through a google form. This technique is because respondents did not meet directly with
researchers in this pandemic era. The researchers explicitly announced the purpose of the study
to respondents on the questionnaire.

The sample provided a questionnaire response via Google’s form. The sample did not direct-
ly meet with the researchers. In the questionnaire, the researchers notified the participants of the
study’s objectives. Responses from participants will be kept confidential (Table 3).

4.2. Measurement model
Sample’s profiles are presented in Table 3.

4.3. Structural Model
AMOS 23 version successfully estimated the variances and covariances (minimum was
achieved, Chi-square = 1546.018; Degrees of freedom = 220; Probability level = .000).
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Table 1:
Distribution of questionnaires
Initial Questionnaire Distributed WhatsApp Email N
750 250 1000
Returned 635 123 758
Response rate (%) 84.6% 49.2%
Usable 635 123
Source: Compiled by the authors
Table 2:
Distribution of questions
Initially
Question Type of question
Local Coffee Brand
C7. Frequency of consuming local coffee (per day)
C8. Recognize of any local coffee brand
C11. If you drink local brand coffee, will it make other consumers also drink local coffee like you?
C13. Why do you come to Indonesian local coffee shops?
C14. Do you think that local Indonesian coffee offers reliable, eco-friendly products (fair trade/organic coffee)?
C29. Will you come back to a local (Indonesian) coffee shop shortly?
Social Sense
Co. Do you feel a strong sense of Indonesian local coffee brand?
C10. Do you feel more comfortable after drinking a local coffee?
C18. «Local» food/specialties allow the consumer to authentically connect with people and places through their senses
because they can gain personal and bodily memories of consuming a local brand and product.
Do you agree or disagree with this statement?
C24. In your opinion, does a coffee shop's brand makes your social relationship with people around you more friendly?
C25. Do you prefer hanging out at local (Indonesian) coffee shops rather than well-known international coffee shops?
Culture
C15. From the random opinion, coffee culture is not about the food and beverage industry, but about selling space and
environment to consumers.
Do you agree with this opinion?
C19. Local coffee consumption is a way to thanks for the favor of God's culture or nature products.
Do you agree with this statement?
C20. Do you think drinking local coffee will provide experience/information about a particular regional culture/ ethnicity?
C21. Do you think that coffee culture is a popular lifestyle or current trend these days?
Brand
C16. «Local coffee and coffee shops are using earth-element colors like brown, white and black for their brand and interior
design, to help raise the feeling of friendliness or warmth among the consumers.»
Do you agree with this statement?
C17. Will you choose local (Indonesian) coffee shops over other coffee shops/modern shops?
C22. Do you think that a brand is necessary to meet consumer's needs and demands?
C23. Are you feel proud of using Indonesian products over imported products?
Taste
C12. Is it easy to identify and memorize the performance of any local coffee?
C26. In your opinion, does the authenticity of local coffee can be recognized easily through its teste?
C27. Will you recommend local (Indonesian) coffee to your friends/colleagues for its excellent taste?
C28. Will you consume local (Indonesian) coffee again?

Source: Compiled by the authors
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Table 3:
Sample’s Profiles

Demographics Frequency Percent
Gender Male 375 49.5
Female 383 50.5
Age 17-25 403 53,3
26-35 127 16.7
36-44 122 16
>45 106 14
Occupation Working 367 48.4
Student 391 51.6
Work experience Professionals 361 47.6
Non-Professionals 397 52.4
Monthly income Less than USD 1000 496 65.4
USD 1000-2000 148 19.5
USD 2,000-3,000 54 7.12
USD 3,000-4,000 60 7.98
Highest education School graduates 121 16
Diploma 29 3.8
Graduate 406 53.6
Magister 128 16.9
Doctoral 74 9.7
Citizenship Indonesia 694 91.5
Malaysia 36 4.7
Afghanistan 1 0.1
Netherland 1 0.1
Belgium 1 0.1
Bulgaria 1 0.1
Ethiopian 1 0.1
Filipina 4 0.5
Finland 1 0.1
France 4 0.5
Italy 1 0.1
Japan 1 0.1
Rwanda 1 0.1
Senegalese 1 0.1
Singapore 4 0.5
Somalia 1 0.1
Tanzanian 1 0.1
Turkey 1 0.1
USA 1 0.1
Ugandan 1 0.1
Pakistan 1 0.1

Source: Compiled by the authors

Analysis with AMOS version 23 found that the minimum number was achieved without errors
or warnings.

The chi-square test of absolute model fit was reported, along with its degrees of freedom
and probability value. A chi-square probability value greater than 0.05 indicates a good model fit
(Table 4, 5).

Computation of degrees of freedom ( Default model)

A number of distinct sample moments: 99; A number of distinct parameters to be estimated: 9;
Degrees of freedom (299 - 79): 20.

Result (Default model)

Minimum was achieved: Chi-square = 1546.018; Degrees of freedom = 220; Probability level = .000

This study’s findings add information from the literature related to business uncertainty in
the condition of the COVID-19 pandemic (Crick & Crick, 2020; Sharma et al., 2020)it is unclear
how implementation of these business-to-business marketing strategies can take place du-
ring large-scale emergencies. Therefore, guided by resource-based theory and the relational
view, this investigation examines how organisations have used coopetition to cope with the no-
vel Coronavirus COVID-19. For local coffee, the behavior of imitating coffee consumers reached
a high point (1,806) compared to recognizing local coffee brand (1.446). Local Indonesian cof-
fee buyback (1.008), local Indonesian coffee offers responsibility eco-friendly product (1.008),
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Table 4:
Regression Weights: (Group number 1 - Default model)
Estimate S.E. C.R. P
Local <--- sense_social .857 227 3.783 k¥
Local <--- Culture .255 .088 2.884 .004
Local <--- Taste -.098 .062 -1.598 .110
Local <--- Brand .167 .103 1.615 .106
Ci4 <--- Local 1.000
Ci3 <--- Local .393 .166 2.366 .018
c7 <--- Local -.061 .148 -.413 .680
Cc8 <--- Local 1.446 .199 7.258 alalel
C11 <--- Local 1.806 .257 7.039 *okx
Cc29 <--- Local 1.008 .148 6.804 ok
C24 <--- sense_social 1.000
Cci0 <--- sense_social 1.545 .203 7.612 kX
C9 <--- sense_social 3.048 .307 9.919 ok
C18 <--- sense_social .783 .152 5.143 *okx
Cc21 <--- Culture 1.000
Cc20 <--- Culture .620 .077 8.027 *xok
C19 <--- Culture .660 .072 9.149 Hokx
C15 <--- Culture .872 .109 8.004 kxx
C17 <--- Brand 1.000
C16 <--- Brand .644 .081 7.902 *okx
C23 <--- Brand 1.080 .098 11.048 *okx
Cc22 <--- Brand .102 .098 1.044 .296
C26 <--- Taste 1.000
Cc27 <--- Taste .206 .056 3.686 *okk
C12 <--- Taste .149 .067 2.231 .026
C28 <--- Taste .195 .027 7.116 olalel
Cc25 <--- sense_social 1.453 .207 7.009 *okx
Source: Compiled by the authors
Table 5:
Intercepts: (Group number 1 - Default model)
Estimate S.E. C.R. P
C14 1.194 .014 84.351 ok
Ci3 2.015 .018 114.319 *okox
c7 1.299 .016 79.292 oKk
C8 1.121 .012 95.938 lale
Ci1 1.285 .016 79.550 Hokx
C29 1.084 .010 109.019 Kk
C24 1.074 .009 114.559 lole
C10 1.155 .013 89.233 ok
Cc9 1.107 .011 99.950 ok
C18 1.129 .012 94.094 ok
Cc21 1.212 .015 82.851 *okx
C20 1.104 011 101.215 Hokok
C19 1.074 .009 114.559 *rx
C15 1.246 .015 80.875 *okx
C17 1.165 .013 87.720 *kk
C16 1.118 .012 96.945 ok
C23 1.114 .011 98.014 *okx
Cc22 1.271 .016 79.912 *okx
C26 1.093 .010 105.030 *okx
c27 1.205 .014 83.451 *okox
Ci12 1.370 .017 79.296 *okx
C28 1.042 .007 144.875 *rx
C25 1.194 .014 84.351 *okx

Source: Compiled by the authors
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The reason to choose visits a local Indonesian coffee café (.393). This analysis shows that local
brands significantly affect coffee consumption in Indonesia.

5. Conclusion

The pandemic period provides opportunities for coffee businesses to improve relations
with various parties, consumers, and suppliers so that its existence takes place in the long
term (Obal & Gao, 2020). Local coffee drinking habits have transformed cultural issues to food
commercialization. In coffeehouse culture, there has been a strengthening of a community’s
identity value through local terms. Coffee consumption has become a popular culture in Indo-
nesian society among different age groups, genders, education levels, and income levels. The
local brand gives consumers a strong impression, especially in terms of quality, taste, and lo-
cal coffee shop performance. The local aspect becomes a selling point that includes a unique,
exotic, cheap, and pure impression. Local brands are identifiable as having a distinct domestic
socio-cultural identity compared to a global brand with almost no exact national roots. Local
brands are becoming the main image to appeal to coffee consumers. The tradition of drinking
local coffee has become a source of pride and experience that consumers always remember.
The concept of experience, which includes sensory experiences of a purpose, such as taste
andvision, contributes to consumers’ satisfaction (Auld & Renckens, 2021; Chang etal., 2021).
Quality products and satisfactory service make the motivation of social interaction of visitors
increase significantly.
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