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Abstract: The era of digitalization has brought significant changes to market dynamics, with 

consumers shifting towards edible consumer goods, especially healthier foods. In Indonesia, 

the FMCG (Fast Moving Consumer Goods) industry is experiencing rapid growth, driven by 

increasing consumer purchasing power, a large and diverse population, low product 

penetration, and rising health awareness. Cashew nuts have become one of the promising 

FMCG products due to their diverse nutritional value and benefits. Renjana Cashew was 

established as part of an entrepreneurship program at Ciputra University since 2021. Renjana 

products are roasted protein cashew nut snacks from Surabaya, featuring large-sized nuts, a 

crunchy texture, and unique flavors, making them suitable for everyday activities. This study 

aims to determine the effect of product quality, event marketing, and word of mouth on 

repurchase intention mediated by purchase decision. The research method used is quantitative 

descriptive confirmatory, with probability sampling technique using a simple random 

sampling approach. The sample size of this study is 318 respondents, who are customers of 

Renjana Cashew and have previously purchased the products. Data collection techniques 

involve using questionnaires and analysis with PLS-SEM. The results of the study indicate 

that product quality, event marketing, and word of mouth have a positive and significant 

effect on repurchase intention through purchase decision.   

 

Keyword: Product Quality, Event Marketing, Word of Mouth, Purchase Decision, 

Repurchase Intention. 

 

 

INTRODUCTION 
The digitalization era has brought about significant changes to the economy, especially 

in market dynamics. Consumers now prioritize spending on daily necessities rather than 

tertiary goods, such as clothing and electronics (Mehta et al., 2020; Buck et al., 2020). This 

has led to an increase in demand for packaged food products, particularly healthy foods. In 

Indonesia, the consumer goods industry is growing rapidly, making a significant contribution 
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to the national economy with a projected value of USD 1.2 trillion in 2020 and is expected to 

grow at a CAGR of 7.6% from 2021 to 2025 (DR. R. Tjandra, 2023). 

Driven by rising incomes, urbanization, and digitalization, Indonesians are increasingly 

prioritizing health in their consumption choices. Products such as personal care and packaged 

food still have room for expansion and innovation. This phenomenon is evident from the 

increase in consumer spending on FMCG products since 2018, with food being the segment 

that experienced the highest increase in Q3 2020 (R. Tjandra, 2022). 

In this context, cashew nut businesses in Indonesia, such as Renjana Cashew, have 

emerged as an effort to utilize the great potential of local products. Renjana Cashew, founded 

in 2021 as part of the Entrepreneurship Program at Ciputra University, offers high-protein 

roasted cashews in various flavors. These products are sourced from local cashew nut farmers 

in Wonogiri and Makassar, with the aim of supporting farmers and producing high-quality 

products that are attractive to the international market (Rahman et al., 2021). 
 

 
Source: Renjana, 2023  

Figure 1. Renjana Cashew Product 

 

The brand "Renjana" is more than just a word; it is an echo of a soul burning with deep 

love, burning passion, and meaningful affection. Like an unbridled longing, it symbolizes a 

strong emotional bond, like two souls bound together. "Renjana" is a heartwarming and soul-

stirring experience, leading one on a journey to discover the true meaning of love and passion 

(Rahman et al., 2021). The definition of "Renjana" reflects the spirit of our local farmers in 

carefully cultivating cashew nuts to be loved and attract the international market. Renjana 

products come in five flavors: Garlic, Corn, Honey Butter, Chili, and Parmesan Cheese, 

packaged in premium gold-lid jars that give the product a luxurious look. One jar has a net 

weight of 300 grams of product with a price of Rp. 135,000.00 per jar. 

 
Source: Renjana, 2024 

Figure 2. Sales Chart of Renjana Cashew Products in 2023 

 

Renjana Cashew experienced fluctuating sales throughout 2023, influenced by 

marketing activities and seasonality. The primary marketing strategies employed were event 

marketing and word-of-mouth, which proved effective in boosting brand awareness and sales 

(Kotler Phillip, 2020; Gerritsen & Olderen, 2020; Cuong, 2022). 
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Source: Renjana, 2024 

Figure 3. Renjana Cashew Event Marketing (a) Surabaya Great Expo 2023;  

(b) Teras Indonesia Ikea 2023 

 

This study aims to examine the influence of product quality, event marketing, and 

word-of-mouth on repurchase intention mediated by purchase decision. The research is 

expected to provide valuable insights into consumer behavior and effective strategies for 

increasing sales of FMCG products. 

 

METHOD 

The This research approach employs Quantitative Descriptive Confirmatory as a 

quantitative approach that involves describing phenomena or data using numerical data 

analysis techniques and confirming existing hypotheses or theories.This method involves the 

use of statistical methods to analyze and summarize data to describe relationships, trends, or 

patterns, as well as to confirm findings based on previously established hypotheses or 

theories. This approach combines elements of descriptive statistics (to summarize and 

describe data) with confirmatory analysis (to test hypotheses or confirm theories) (Sardana et 

al., 2023). 

Respondents were asked to assess the factors influencing their purchase decision for 

Renjana Cashew products using a Likert Scale. The collected data will be analyzed using 

multiple linear regression analysis using the PLS-SEM 27.0 program, which is a commonly 

used tool for statistical data analysis. The research was conducted from January 2023 to May 

2024. The population in this study consists of 1,560 Renjana Cashew consumers from the 

period January 2023 to May 2024. Based on Slovin's formula, the sample size for this study 

is 318 Renjana Cashew consumers (Casteel & Bridier, 2021). 

The data collection method used was an online questionnaire distributed through 

Google Form to Renjana Cashew consumers who had made at least one product purchase. 

The type of data used in this study is primary data obtained directly from respondents through 

a Google Form questionnaire. 

Operational definitions allow each variable to be tailored to the conditions of the 

research object, so that indicators can be adjusted. Product quality includes performance, 

reliability, durability, features, suitability, ease of service, aesthetics, and perceived quality. 

Event marketing is a form of experiential marketing that uses direct experiences to connect 

with consumers, promote products or services, and leave a lasting impression. Word of mouth 

is the spread of information through informal conversations and personal referrals that 

influences consumer perceptions and decisions. Purchase decision is the process by which 

consumers choose and purchase products or services based on their preferences, needs, and 

evaluation of available options. Repurchase intention is the consumer's intention to purchase 

a product or service again based on satisfaction with a previous purchase. 

Cronin (2023) states that the Outer Model or Measurement Model evaluates the validity 

and reliability of research variables. In this aspect of the Outer Model, convergent validity is 

tested through loading factor and average variance extracted (AVE), and discriminant validity 
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is tested through cross loading factor. Reliability is evaluated using Cronbach's alpha and 

composite reliability. 

This study also uses the hypothesis testing research method. Rubin & Donkin (2022) 

state that the T-test is used to assess the influence between one variable and another. 

 

RESULTS AND DISCUSSION 

This study is quantitative in nature, employing a closed-ended questionnaire with a 

Likert scale ranging from one to five to collect data from 318 respondents who are Renjana 

Cashew customers. The data was analyzed using the PLS-SEM software. The purpose of this 

study is to investigate the influence of Product Quality, Event Marketing, and Word-of-

Mouth on Repurchase Intention with Purchase Decision as a mediator in the context of 

Renjana Cashew. The exogenous variables include Product Quality, Event Marketing, and 

Word-of-Mouth, while the endogenous variables include Purchase Decision and Repurchase 

Intention. 

The majority of respondents (318 individuals) in this study exhibited a diverse range of 

characteristics. The largest age group was 21-30 years old, accounting for 26.7% or 85 

individuals. Respondents were evenly divided between males and females, each representing 

50% of the total. The majority of respondents, 33% or 103 individuals, held a Bachelor's 

degree as their highest level of education. A total of 39.6% of respondents (126 individuals) 

were unmarried. The largest occupational group was Students, comprising 19% or 61 

individuals of the total respondents. Geographically, 94% of respondents (296 individuals) 

were from Surabaya. 

 

Outer Model Construct 

Partial Least Squares Structural Equation Modeling (PLS-SEM) was chosen for this 

study due to the complexity of the structural model, which involves multiple constructs and 

indicators. PLS-SEM facilitates the comprehensive and simultaneous analysis of 

relationships. This method is useful for both confirming theories and explaining the presence 

or absence of relationships between latent variables. 

 

Convergent Validity Test 

The convergent validity analysis in this study yielded positive results. All indicators in 

the five constructs (Product Quality, Event Marketing, Word-of-Mouth, Purchase Decision, 

and Repurchase Intention) had loading factor values above 0.5, with the majority even 

reaching above 0.7 and 0.8. 

The Average Variance Extracted (AVE) analysis in this study also showed very 

positive results. The AVE values for all five constructs (Product Quality, Event Marketing, 

Word-of-Mouth, Purchase Decision, and Repurchase Intention) were above 0.5, with the 

majority even reaching above 0.6 and 0.7. This indicates that the internal convergence of 

each construct is very strong. 

 

Discriminant Validity Test 

The highest cross-loading values were found for the Word-of-Mouth and Repurchase 

Intention indicators. All data in this study is valid because the cross-loading values are higher 

than 0.7. This proves that the indicators used in this study have good capacity to assess the 

research variables. 
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Source: Processed Data, 2024 

Figure 4. Hypothesis Test Result 

 

R-Square Test 

The R-Square value for Purchase Decision is 0.550, indicating that 55% of the variation 

in purchase decisions can be explained by factors such as price, service quality, customer 

trust, and customer satisfaction. The slightly lower Adjusted R-Square value, 0.546, still 

shows similar results after considering degrees of freedom. Similar findings were found for 

the Repurchase Intention variable, where the R-Square value reached 0.590, indicating that 

almost 59% of the variation in repurchase intention can be explained by the research model. 

The Adjusted R-Square value of 0.589 also reinforces this result. 

 

F-Square Test 

The highest F-Square value is 1.440, occurring in the relationship between Purchase 

Decision and Repurchase Intention. This indicates that Purchase Decision has a significant 

influence on repurchase intention (Repurchase Intention). The higher the level of purchase 

decision, the higher the level of repurchase intention. 

On the other hand, the lowest F-Square value is 0.017, occurring in the relationship 

between Event Marketing and Purchase Decision. This value indicates that Event Marketing 

has a small influence on purchase decision. Event-based marketing strategies do not have a 

significant impact on purchase decisions in this study. 

 

Q-Square Test 

Q-Square value for Purchase Decision is 0.390, indicating that the model has good 

predictive ability for purchase decisions. This means that the model can accurately predict the 

likelihood of someone making a purchase based on the independent variables in the model. 

The Q-Square value for Repurchase Intention is 0.386, indicating that the model has good 

predictive ability for repurchase intention. This means that the model can accurately predict 

the likelihood of someone repurchasing a product or service in the future based on the 

independent variables in the model. 
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Hypothesis Test 
 

Table 1. Path Coefficient Values 

 
Source: Processed Data, 2024 

 

The analysis of Table 1 shows that factors such as Product Quality, Event Marketing, 

and Word-of-Mouth have a significant influence on purchase decision (Purchase Decision). 

Product Quality, Event Marketing, and WOM individually show a significant positive effect 

on the likelihood of someone purchasing a product. In addition, the purchase decision itself 

has a very strong impact on repurchase intention (Repurchase Intention), indicating that the 

initial purchase decision contributes significantly to consumers' tendency to repurchase a 

product or service in the future. 

 

Mediation Hypothesis Test 
 

Table 2. Path Coefficient Values 

 
Source: Processed Data, 2024 

 

The analysis of Table 2 confirms that Product Quality, Event Marketing, and Word-of-

Mouth have a significant and positive mediation effect on Repurchase Intention through 

Purchase Decision. Product Quality, Event Marketing, and Word-of-Mouth do not only have 

a direct effect on Repurchase Intention, but also indirectly through Purchase Decision. This 

finding indicates that Purchase Decision plays an important role as a mediator in the 

relationship between the variables Product Quality, Event Marketing, and Word-of-Mouth 

and Repurchase Intention. 

 

Discussion 

The Influence of Product Quality to Purchase Decision 

The study confirms that product quality significantly impacts consumer purchasing 

decisions, as consumers tend to choose products perceived to be of higher quality. Statistical 

evidence indicates that Renjana Cashew's product quality has a significant and positive 

influence on purchase decisions, supported by a T-Statistic of 7.345 and a P-Value of 0.000. 

This finding is further strengthened by data showing that flavor consistency is a highly 

appreciated aspect among consumers, with a Mean of 4.349 and a Std. Deviation of 0.847. 

The research findings align with previous studies highlighting the crucial role of product 

quality in consumer purchasing decisions (Shabrina & Budiatmo, 2020). 

 

The Influence of Event Marketing to Purchase Decision 

Event marketing is an effective marketing strategy to enhance consumer purchasing 

decisions, focusing on increasing brand awareness and attracting new customers (Kok et al., 

2021). This study demonstrates that Renjana Cashew's event marketing has a significant 
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positive influence on purchase decisions, with a T-Statistic of 2.790 and a P-Value of 0.005. 

Consumers are more likely to choose Renjana Cashew products after experiencing positive 

event marketing experiences, reinforcing the findings that event marketing plays a crucial 

role in influencing purchasing decisions (Kok et al., 2021). 

 

The Influence of WOM to Purchase Decision 

Word-of-mouth (WOM) is an effective marketing communication where consumers 

recommend products to others. This study shows that WOM has a significantly positive 

influence on Renjana Cashew's consumer purchasing decisions (Sari et al., 2021). Data 

indicates that the more recommendations, the higher the likelihood of consumers choosing 

Renjana Cashew products. This finding is strengthened by the perception that Renjana 

products have a good taste, often recommended by consumers. The study aligns with 

previous findings emphasizing the importance of WOM in influencing purchasing decisions. 

 

The Influence of Purchase Decision to Repurchase Intention 

Repurchase intention is the tendency of consumers to buy the same product again in the 

future. This study shows that Renjana Cashew's consumer purchase decision has a significant 

and positive influence on repurchase intention (Ginting et al., 2022). Analysis results indicate 

that the higher the purchase decision for Renjana Cashew products, the higher the likelihood 

of consumers repurchasing them in the future. Additional data confirms that consumers who 

choose Renjana products and feel the products are worth it have a higher tendency to 

repurchase. This finding is consistent with previous studies highlighting the importance of 

purchase decisions in influencing consumer repurchase intention. 

 

The Influence of Product Quality on Repurchase Intention through Purchase Decision 

This study highlights that product quality has a significant and positive influence on 

Renjana Cashew's consumer purchase decision (Sari et al., 2021). This finding indicates that 

the higher the quality of Renjana Cashew products, the more likely consumers are to 

purchase them. While this study does not directly analyze the relationship between purchase 

decision and repurchase intention, previous research suggests that purchase decision is a 

crucial factor influencing consumer intention to repurchase a product in the future. Additional 

data indicates that flavor consistency is an important aspect of Renjana Cashew's product 

quality that consumers appreciate. 

 

The Influence of Event Marketing on Repurchase Intention through Purchase Decision 

This study highlights that Renjana Cashew's event marketing has a significant and 

positive influence on consumer purchase decisions, showing that consumers who have 

positive experiences during event marketing are more likely to purchase Renjana Cashew 

products (Kok et al., 2021). Moreover, the findings indicate that purchase decision is a major 

factor influencing consumer repurchase intention, where consumers who have positive 

experiences with the product are more willing to repurchase it in the future. Data from the 

statement "I bought Renjana products because of my good experience during the Renjana 

sales process at the Renjana marketing event," with a Mean of 3.437 and a Std. Deviation of 

1.147, reinforces that positive experiences in Renjana Cashew's event marketing are an 

important factor in influencing consumer purchasing decisions. 

 

The Influence of Word-of-Mouth on Repurchase Intention through Purchase Decision 

The study found that Word-of-Mouth (WoM) significantly influences Renjana 

Cashew's Purchase Decision, with a T-Statistic = 5.256 and a P-Value < 0.001. This suggests 

that positive recommendations from other consumers can increase the likelihood of product 
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purchase. Additionally, Purchase Decision also significantly influences Repurchase Intention, 

with a T-Statistic = 36.134 and a P-Value < 0.001. This reinforces that positive purchasing 

decisions can strongly influence consumer intention to repurchase the product in the future. 

The statement "I state that Renjana products have a good taste," with a Mean of 4.107 and a 

Std. Deviation of 0.840, indicates that positive perceptions of the product's flavor quality are 

also an important factor influencing purchasing decisions. 

 

CONCLUSION 

In this study, all hypotheses were accepted and demonstrated a positive and significant 

relationship. The most significant variable in directly influencing repurchase intention was 

Purchase Decision, with the highest T-Statistics value. Additionally, Product Quality also has 

the highest T-Statistics value in influencing Purchase Decision, which directly affected 

repurchase intention. 

In terms of direct impact, Purchase Decision has the strongest influence on repurchase 

intention. Both of these points are important, but in the context of direct impact, Purchase 

Decision is more relevant as it shows a direct link between the current purchase decision and 

consumers' willingness to repurchase the product in the future. 
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