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ABSTRACT 

 

This study explores the profound impact of the COVID-19 pandemic on the 

restaurant industry, with a focus on Warunk Upnormal, a prominent player in the 

food and beverage sector. By examining innovation, shifts in consumer behavior, 

and their influence on repurchase intention, it highlights the critical role of customer 

satisfaction as a mediator. Data from 128 Warunk Upnormal patrons across 

Indonesia, collected through an online survey, is analyzed using PLS-SEM (Partial 

Least Square Structural Equation Modelling) with SmartPLS 4.0.9.6. The results 

show significant positive direct effects of most independent variables on repurchase 

intention. Importantly, both innovation and the pandemic significantly affect 

repurchase intention through customer satisfaction. However, changes in consumer 

behavior do not have a statistically significant impact on repurchase intention 

through customer satisfaction. These findings offer practical insights and 

recommendations for businesses, industry stakeholders, and policymakers. 

Leveraging innovation to adapt to evolving consumer trends is crucial for 

enhancing customer satisfaction and loyalty. The study also underscores the 

importance of robust pandemic preparedness plans and suggests refining marketing 

strategies based on changing consumer behavior and preferences. 

 

Keywords: COVID-19, Repurchase Intention, Customer Satisfaction, Innovation, 

Consumer Behavior, Restaurant Industry  



viii 

 

ACKNOWLEDGEMENT 

 

First and foremost, the researcher extends their gratitude to God for 

providing blessings and abundant grace, which enabled the completion 

of this thesis. Throughout this endeavour, the researcher encountered 

numerous challenges and constraints, yet thankfully, received 

unwavering support from various individuals and entities. 

Consequently, the researcher wishes to convey their appreciation to all 

those who contributed to the successful culmination of this thesis: 

1. The researcher's family, including father, mother, and sister, for 

their prayers, support, motivation, and encouragement 

throughout the entire research journey. 

2. Ma'am Genoveva, as the thesis advisor, for her time and provided 

valuable advice, guidance, and unwavering support from the 

inception of this thesis until its successful completion. 

3. All the lecturers and staff members of President University for 

their invaluable guidance, knowledge sharing, and continuous 

support throughout their academic journey at President 

University. 

4. The researcher soul mate, close friends and seniors for their 

unwavering companionship, assistance, support, encouragement, 

and motivation throughout the entire journey. 

5. All friends from PUMA Management and PUCatSo for all 

support, beautiful memories and happiness while studying at the 

President University. 



ix 

 

 

6. Lastly, to those who indirectly contributed to this thesis, the 

researcher would like to thank you for every support in the 

completion of this study. 

The researcher hopes that this thesis will prove valuable to anyone in 

the future who may require information on the related topic. 

 

Cikarang, 15 September 2023 

 

 

(Olivia Rengganis Permatasari) 

 

  



x 

 

TABLE OF CONTENTS 

 
PANEL OF EXAMINERS APPROVAL SHEET .............................................. i 

STATEMENT OF ORIGINALITY .................................................................... ii 

SCIENTIFIC PUBLICATION APPROVAL FOR ACADEMIC INTEREST

 ................................................................................................................................ iii 

ADVISOR APPROVAL FOR JOURNAL OR INSTITUTION’S 

REPOSITORY ..................................................................................................... iv 

PLAGIARISM RESULT ...................................................................................... v 

RESULT OF GPT ZERO .................................................................................... vi 

ABSTRACT ......................................................................................................... vii 

ACKNOWLEDGEMENT ................................................................................. viii 

TABLE OF CONTENTS ...................................................................................... x 

LIST OF FIGURES ........................................................................................... xiii 

LIST OF TABLES ............................................................................................. xiv 

CHAPTER I INTRODUCTION .......................................................................... 1 

1.1 Background of the Problem .......................................................................... 1 

1.2 Problem Statement ........................................................................................ 6 

1.3 Research Questions ....................................................................................... 7 

1.4 Outline of the Research ................................................................................. 8 

CHAPTER II LITERATURE REVIEW ............................................................ 9 

2.1 Review of Literature ..................................................................................... 9 

2.1.1 Innovation .............................................................................................. 9 

2.1.2 Changes in Consumer Behaviour ......................................................... 10 

2.1.3 COVID-19 ............................................................................................ 11 



xi 

 

2.1.4 Customer Satisfaction .......................................................................... 12 

2.1.5 Repurchase Intention ............................................................................ 14 

2.2 Hypothesis Development ............................................................................ 15 

2.3 Previous Research ....................................................................................... 20 

2.4 Research Gap .............................................................................................. 26 

CHAPTER III METHODOLOGY ................................................................... 27 

3.1 Research Design .......................................................................................... 27 

3.2 Sampling Plan ............................................................................................. 28 

3.2.1 Population ............................................................................................ 28 

3.2.2 Sample Size .......................................................................................... 29 

3.3 Instrument/Operational Definitions ............................................................ 30 

3.4 Data Collection Design ............................................................................... 33 

3.5 Data Analysis Design .................................................................................. 36 

3.5.1 Respondents Background Information ................................................. 37 

3.5.2 Descriptive Analysis ............................................................................ 37 

3.5.3 Partial Least Squares – Structural Equation Modelling (PLS-SEM) ... 38 

CHAPTER IV ANALYSIS AND DISCUSSION OF FINDINGS .................. 43 

4.1 Respondents Characteristics........................................................................ 43 

4.1.1 Respondents Characteristics by Age .................................................... 44 

4.1.2 Respondents Characteristics by Gender ............................................... 46 

4.1.3 Respondents Characteristics by Expenses ........................................... 47 

4.1.4 Respondents Characteristics by Domicile ............................................ 48 

4.1.5 Respondents Characteristics by Occupation ........................................ 50 

4.2 Descriptive Analysis ................................................................................... 51 

4.2.1 Outer Model Analysis .......................................................................... 54 



xii 

 

4.2.2 Inner Model Analysis ........................................................................... 63 

4.3 Discussion of Findings ................................................................................ 70 

4.3.1 The Influence of Innovation to Customer Satisfaction ........................ 70 

4.3.2 The Influence of Changes in Consumer Behavior to Customer 

Satisfaction .................................................................................................... 71 

4.3.3 The Influence of COVID-19 to Customer Satisfaction ....................... 72 

4.3.4 The Influence of Innovation to Repurchase Intention ......................... 73 

4.3.5 The Influence of Changes in Consumer Behavior to Repurchase 

Intention ........................................................................................................ 74 

4.3.6 The Influence of COVID-19 to Repurchase Intention ......................... 76 

4.3.7 The Influence of Customer Satisfaction to Repurchase Intention ....... 77 

4.3.8 The Influence of Innovation to Repurchase Intention through Customer 

Satisfaction .................................................................................................... 78 

4.3.9 The Influence of Changes in Consumer Behavior to Repurchase 

Intention through Customer Satisfaction ...................................................... 79 

4.3.10 The Influence of COVID-19 to Repurchase Intention through Customer 

Satisfaction .................................................................................................... 80 

CHAPTER V CONCLUSIONS ......................................................................... 83 

5.1 Conclusions ................................................................................................. 83 

5.2 Recommendation for Business Practices .................................................... 85 

5.3 Suggestions for Future Research ................................................................. 86 

REFERENCES .................................................................................................... 88 

APPENDICES ..................................................................................................... 95 

 

  



xiii 

 

LIST OF FIGURES 

Figure 1. 1 Respondent’s preferences of eating before and after the ...................... 1 

Figure 1. 2 Number of Users of the Online Food Delivery Market in Indonesia (In 

million users) ........................................................................................................... 3 

Figure 1. 3 Warunk Upnormal’s outlets across Indonesia from 2021 & 2022 ....... 4 

Figure 2. 1 Theoretical Framework ....................................................................... 20 

Figure 4. 1 Respondents Characteristics by Age .................................................. 45 

Figure 4. 2 Respondents Characteristics by Gender ............................................. 46 

Figure 4. 3 Respondents Characteristics by Expenses .......................................... 47 

Figure 4. 4 Respondents Characteristics by Domicile .......................................... 49 

Figure 4. 5 Respondents Characteristics by Occupation ....................................... 50 

Figure 4. 6 Outer Model Measurement ................................................................. 55 

Figure 4. 7 Inner Model Measurement .................................................................. 64 

  

https://d.docs.live.net/2d1b17c6c26fd1d8/Olivia/FINAL%20THESIS_OLIVIA%20RENGGANIS%20PERMATASARI.docx#_Toc145591289
https://d.docs.live.net/2d1b17c6c26fd1d8/Olivia/Thesis/FINAL%20THESIS_OLIVIA%20RENGGANIS%20PERMATASARI.docx#_Toc146527894


xiv 

 

LIST OF TABLES 

Table 2. 1 Previous Research ................................................................................ 21 

Table 3. 1 Sample Size .......................................................................................... 30 

Table 3. 2 Operational Definition ......................................................................... 31 

Table 3. 3 Likert Scale .......................................................................................... 33 

Table 3. 4 Validity and Reliability Pre-Test Result .............................................. 35 

Table 4. 1 Total Respondents ................................................................................ 44 

Table 4. 2 Descriptive Analysis of Innovation...................................................... 51 

Table 4. 3 Descriptive Analysis of Changes in Consumer Behavior .................... 52 

Table 4. 4 Descriptive Analysis of COVID-19 ..................................................... 53 

Table 4. 5 Descriptive Analysis of Customer Satisfaction ................................... 53 

Table 4. 6 Descriptive Analysis of Repurchase Intention ..................................... 54 

Table 4. 7 Outer Loading Result ........................................................................... 56 

Table 4. 8 Average Variance Extracted (AVE) Result ......................................... 58 

Table 4. 9 Cross Loading Factor Result ................................................................ 59 

Table 4. 10 Fornell-Larcker .................................................................................. 60 

Table 4. 11 Heterotrait-Monotrait Ratio ............................................................... 61 

Table 4. 12 Cronbach’s Alpha & Composite Reliability ...................................... 63 

Table 4. 13 Coefficient of Determinant (R2) ......................................................... 65 

Table 4. 14 Direct Testing ..................................................................................... 67 

Table 4. 15 Indirect Testing .................................................................................. 69 

Table 4. 16 Innovation to Customer Satisfaction .................................................. 70 

Table 4. 17 Changes in Consumer Behavior to Customer Satisfaction ................ 71 

Table 4. 18 COVID-19 to Customer Satisfaction ................................................. 72 

Table 4. 19 Innovation to Repurchase Intention ................................................... 74 

Table 4. 20 Changes in Consumer Behavior to Repurchase Intention ................. 75 

Table 4. 21 COVID-19 to Repurchase Intention .................................................. 76 

Table 4. 22 Customer Satisfaction to Repurchase Intention ................................. 77 

Table 4. 23 Innovation on Repurchase Intention through Customer Satisfaction 78 

Table 4. 24 Changes in Consumer Behavior on Repurchase Intention through 

Customer Satisfaction ........................................................................................... 79 



xv 

 

Table 4. 25 COVID-19 on Repurchase Intention through Customer Satisfaction 81 


