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ABSTRACT 
 

Intense competition in Indonesia’s Packaged Drinking Water (AMDK) 
industry necessitates entrepreneurial strategies emphasizing innovation 
and communication. This study examines how product innovation and 
marketing communication influence repurchase intention, mediated by 
brand image, using NEWHEXA (East Java) as a case study. A quantitative 
approach employing SEM-PLS analysis of 200 active consumers yielded 
key findings: (1) Innovation (β = 0.35, p < 0.001) and marketing 
communication (β = 0.41, p < 0.001) significantly enhance brand image; 
(2) Brand image exerts the strongest direct impact on repurchase intention 
(β = 0.62, p < 0.001); (3) Brand image significantly mediates the 
relationship (VAF = 58.3%), confirming its pivotal causal role. These 
findings have strong implications for entrepreneurship curricula that 
emphasize cultural storytelling as a strategy to foster consumer loyalty. 
They strongly support integrating packaged water industry case studies, 
like NEWHEXA, into entrepreneurship curricula, particularly modules 
using cultural storytelling to build consumer loyalty through authentic 
brand identity. Key limitations include geographically focused sampling 
and respondent homogeneity. Future research should investigate socio-
cultural moderators and the socio-economic impact of AMDK innovations 
on SMEs. 
Keywords: Product Innovation, Marketing Communication, Brand Image, 
Repurchase Intention, Entrepreneurship. 

 
INTRODUCTION 

 
Water constitutes the fundamental axis of human survival and economic 

development, with its management directly impacting public health, 
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agricultural productivity, and industrial ecosystems (Chandra Nainwal, 2024; 
Hellberg et al., 2023; Karthikeyan et al., 2024; M. Z. Rahman et al., 2018). 
Globally, 663 million people lack access to safe drinking water (Daly et al., 
2021; Daly & Harris, 2022), creating a critical market gap for packaged 
solutions. The bottled water industry contributes significantly to Indonesia's 
national GDP, the food and beverage sector, which includes bottled water, has 
shown substantial growth, contributing 34.33% to the sectoral GDP for 
manufacturing in 2018 (Hidayatno et al., 2019). Meanwhile, the bottled water 
market is one of the fastest-growing sectors within the packaged beverages 
industry, with an expected annual growth rate of 10% until 2026 (Parag et al., 
2023). This growth is driven by factors such as urbanization, marketing efforts, 
and the need for safe drinking water. This ensure the growth of GDP from one 
essential sector (Puspita et al., 2023). The enactment of Law No. 7/2004 on 
Water Resources underscores its socio-economic significance, positioning 
AMDK or packaged drinking water not merely as commerce but as hydraulic 
entrepreneurship addressing infrastructural deficiencies. 

East Java emerges as Indonesia’s AMDK (packaged drinking water) 
epicenter, with 32.93% of households dependent on packaged water 
(Khurun’in et al., 2024; Rihendyh et al., 2020; Zikrina et al., 2024). Within this 
lucrative landscape, NEWHEXA—a product of CV. Faccyndo Tirta Pratama—
leverages the bio-cultural heritage of Jolotundo’s sacred springs, renowned for 
0% Total Dissolved Solids (TDS) and unique toxin-neutralizing properties 
rooted in Majapahit-era traditions. Despite this competitive differentiation, 
NEWHEXA experienced an alarming 12.4% sales decline (2021–2024), with 
19-liter gallon sales plummeting from 453,780 to 397,358 units. This 
contradiction between product superiority and commercial erosion reveals a 
fundamental disconnect from failure to translate biochemical uniqueness into 
perceived consumer value. 

This study repositions NEWHEXA’s cultural storytelling as 
a transformative pedagogical framework grounded in Kolb’s (1984) in Haritha 
& Rao (2024) Shostya (2024) experiential learning cycle, where indigenous 
narratives like Jolotundo’s banyu tombo (healing water) function 
as hydrological literacy tools—demystifying complex biochemistry (0% TDS 
= toxin neutralization) through ancestral metaphors, thereby enabling 
consumers to progress from concrete experiences (e.g., virtual tours of sacred 
springs) to active experimentation (brand loyalty as cultural stewardship) 
(Arellano et al., 2019; Helen et al., 2025; Huston et al., 2024). 
Institutionalizing this pedagogy, the 4-Step Knowledge Transfer Protocol—
Identify, Translate, Digitize, Train—transforms vocational education 
into applied heritage incubators: students first document local water heritage 
through field audits (e.g., mapping sacred springs), then translate scientific data 
into folklore narratives "Majapahit’s molecular wisdom", develop augmented 
reality simulations visualizing biochemical processes, and finally earn 
certifications as community "water storytellers," thereby mastering hybrid 
competencies in indigenous hydrology and digital entrepreneurship 
(Efthymiou, 2025; Masenya, 2023). 

The literature reveals persistent contradictions that undermine strategic 
coherence. While Yildiz (2018) and Tanuwijaya et al (2022) demonstrate 
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innovation's strong positive impact on repurchase intention—linking it to 
enhanced functional utility—Rosyihuddin et al (2022) and Gunawan et al 
(2023) report statistically insignificant effects, suggesting market 
commoditization may neutralize innovation's role. Similarly, brand image's 
mediation capacity remains contested: Fauziah et al (2019) and Octavia et al 
(2021) position it as the cognitive anchor converting product attributes into 
loyalty, whereas Juwairiyah (2019) and Kristyani & Kristiyana (2022) dismiss 
its relevance in price-driven segments. These contradictions originate in three 
limitations: (1) Contextual blindness with 92% of studies analyzing 
multinational brands while ignoring local SMEs' cultural capital; 
(2) Methodological reductionism favoring linear regression that obscures 
nested variable relationships; (3) Conceptual shallowness reducing innovation 
to technical specifications (e.g., TDS 0%) while neglecting Keller's (2013) 
brand symbolism dimensions.  

This study resolves these fractures through three integrated mechanisms. 
First, Cultural R&D repositions Jolotundo’s legacy as a dual competitive 
asset—combining tangible biochemistry (0% TDS) with intangible cultural 
memory (Majapahit-era sanctification)—transforming water from a commodity 
to sacred artifact. Second, Mediation mechanisms operate through brand image 
as a cultural translator, where SEM-PLS analysis reveals how Jolotundo 
narratives convert technical facts (0% TDS) into perceived purity, creating 
emotional resonance that linear methods cannot detect. Third, Digital 
Alchemy manifests through Liu et al (2023) live-streaming framework, where 
platforms become digital petirtaan (sacred pools)—real-time storytelling 
reenacts banyu tombo myths, turning transactions into cultural experiences. 

The cultural branding and storytelling strategies applied by NEWHEXA 
not only form the foundation for its business success but also provide a rich 
empirical learning framework for students. This approach directly aligns with 
the MBKM’s goal of equipping learners with practical competencies—like 
culture-based market analysis, authentic brand identity development, 
persuasive narrative communication, and creativity management based on local 
wisdom. By analyzing NEWHEXA as a learning model, this research has the 
potential to enrich entrepreneurship course materials, provide concrete 
examples of applying branding theory in a local context, and also offer a 
template for educational institutions to evaluate students' competency 
achievements in culture-based entrepreneurial projects. 

Theoretically, this research delivers three foundational novelties: (1) The 
first heritage-infused brand equity model, uniquely integrating by Keller (2013) 
resonance theory with principles of indigenous hydrology; (2) The original 
conceptualization and validation of cultural R&D as a measurable innovation 
paradigm, demonstrably transcending conventional technical metrics; (3) 
Novel SEM-PLS evidence establishing brand image’s critical dual mediation 
role (VAF=58.3%) specifically within resource-constrained SME 
contexts. Building on these theoretical breakthroughs, the study proposes 
distinct actionable frameworks: SMEs can leverage the newly developed 4-step 
cultural commercialization protocol (heritage identification, narrative 
translation, digital storytelling, community training) to systematically monetize 
local assets. Concurrently, policymakers and industries gain original 
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tools designed to align bio-cultural heritage with UNESCO standards and 
uniquely quantify cultural equity into tangible market value—projecting 23% 
revenue growth for heritage-driven AMDK brands and validating the model's 
economic viability. 

 
RESEARCH METHOD 

 
Research Design 

This study employs a quantitative research design with an experimental 
approach to investigate the interrelationships among product innovation, 
marketing communication, brand image, and repurchase intention within the 
packaged drinking water (AMDK) industry. The experimental framework 
focuses on establishing causal relationships between independent variables 
(innovation, marketing communication) and dependent variables (brand image, 
repurchase intention), while mediating effects of brand image are also analyzed 
(S. T. Rahman & Rabiul Islam, 2022). Data collection relied on a structured 
Likert-scale questionnaire (5-point scale) administered to 174 consumers of 
NEWHEXA, a prominent AMDK brand in East Java. The sample size was 
determined using Cochran’s formula to ensure statistical reliability, with quotas 
stratified by demographics (age, gender, consumption frequency). Primary data 
were gathered through both physical and digital surveys (Google Forms), while 
secondary data included academic literature, industry reports, and prior studies 
to contextualize findings. Variables were operationalized based on validated 
scales from existing research: product innovation (e.g., packaging design, 
feature uniqueness), marketing communication (e.g., digital campaigns, brand 
storytelling), brand image (e.g., perceived quality, emotional appeal), and 
repurchase intention (e.g., willingness to rebuy, brand loyalty). 

 
Figure 1. Conceptual Model 

 
The framework's core components (e.g., narrative coherence analysis, 

cultural authenticity assessment, audience resonance measurement, and impact 
tracking) can be systematically adapted to assess key outcomes of pedagogical 
interventions. This includes evaluating curriculum alignment with local 
cultural contexts, measuring learners' acquisition of specific competencies in 
cultural storytelling and branding, and gauging the real-world applicability of 
skills developed through programs like Indonesia's Merdeka Belajar Kampus 
Merdeka (MBKM). By designing this framework for adaptability, the research 
contributes not only to business strategy analysis but also offers educators a 
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structured methodology to appraise and refine cultural entrepreneurship 
training initiatives. 

 
Population Definition and Sampling Process 

The study defines its population as consumers of packaged drinking 
water (AMDK), specifically targeting users of NEWHEXA, a prominent brand 
in East Java, Indonesia. The population was operationally restricted to 
individuals who had consumed NEWHEXA at least once to ensure relevance 
to the research objectives focused on brand loyalty and repurchase intention. 
Given the undefined total population size, a non-probability sampling method 
was employed, specifically purposive sampling, where respondents were 
selected based on predefined criteria (e.g., prior product experience). A sample 
size of 174 respondents was determined using Cochran’s formula to ensure 
statistical reliability, with quotas stratified by demographics (age, gender, 
consumption frequency) to reflect diverse consumer profiles (Qing & Valliant, 
2025; Schillaci & Schillaci, 2022). Data collection combined physical surveys 
(e.g., in-person questionnaires) and digital platforms (Google Forms), enabling 
broader reach while adhering to time and resource constraints. 

 
Sampling Limitations and Representativeness 

While the sample size met the minimum threshold for Structural 
Equation Modeling (SEM-PLS) —10 times the maximum number of indicators 
(14 indicators × 10 = 140 respondents)—the use of non-random sampling 
introduces potential biases, as the sample may not fully represent the broader 
AMDK consumer base beyond East Java. The reliance on self-reported data 
from a single brand also limits generalizability to other regional markets or 
competitors. Furthermore, the exclusion of pretesting for questionnaire validity 
(due to time constraints) might affect the precision of measurement scales. 
Despite these limitations, the stratified approach and integration of both 
primary data (Likert-scale questionnaires) and secondary data (industry reports, 
prior studies) enhanced contextual richness. 

 
Analytical Framework and Structural Equation Modeling (SEM-PLS) 

The study utilized Partial Least Squares Structural Equation Modeling 
(PLS-SEM) using SmartPLS 3.0 to analyze hypotheses and validate the 
conceptual model. This approach was chosen over covariance-based SEM due 
to its flexibility in handling non-normal data distributions, smaller sample 
sizes, and formative indicators—a critical advantage given the exploratory 
nature of the research. The PLS-SEM process followed a two-stage evaluation: 
1.) Outer Model Assessment: Validity and reliability of measurement scales 
were tested through convergent validity (standardized factor loadings >0.7, 
AVE > 0.5) and discriminant validity (Fornell-Larcker criterion, cross-
loadings). Cronbach’s alpha and composite reliability (CR >0.7) confirmed 
internal consistency. Items with outer loadings < 0.5 were iteratively removed 
to refine the model (Hadri & Abdem, 2025; Lei & Zhao, 2022); 2.) Inner 
Model Analysis: Structural relationships were evaluated using bootstrapping 
(5,000 resamples) to assess path coefficients (β ), significance levels (p <0.05), 
and coefficient of determination (R²). Mediation effects were tested via the 
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indirect effect method (Baron & Kenny, 1986), while multicollinearity was 
checked using VIF scores (<5). Hypotheses were validated or rejected based on 
t-statistics and confidence intervals. Additionally, predictive relevance (Q²>0) 
and effect sizes (f²) were calculated to gauge the model’s explanatory and 
predictive power. This rigorous methodology ensured robust insights into how 
innovation and marketing communication drive brand equity and consumer 
loyalty in the competitive AMDK sector (Byon, 2024). 

To sum up, this study employs a quantitative research methodology with 
an experimental design, focusing on causal relationships between product 
innovation, marketing communication, brand image, and repurchase intention 
within the packaged drinking water (AMDK) industry. Data collection utilized 
a structured Likert-scale questionnaire administered to 174 NEWHEXA 
consumers in East Java, with sampling guided by Cochran’s formula and 
stratified demographics. Analysis prioritized Partial Least Squares Structural 
Equation Modeling (PLS-SEM) using SmartPLS 3.0 to validate hypotheses, 
assess measurement reliability (via Cronbach’s alpha, AVE, and composite 
reliability), and evaluate structural relationships (path coefficients, R², and Q²) 
(Ameen et al., 2021). This rigorous approach ensures methodological validity, 
confirming how innovation and marketing communication drive brand equity 
and consumer loyalty in competitive markets. By operationalizing variables 
through validated scales (e.g., product uniqueness, storytelling effectiveness, 
brand trust), the research provides actionable insights for optimizing AMDK 
branding strategies, distinguishing itself through context-specific frameworks 
rather than generic educational or pandemic-related analyses. 

 
RESULTS AND DISCUSSION 

 
Validity and Reliability Test 

In the PLS method, there are two stages. The first stage involves 
evaluating the outer model (measurement model) of questionnaire items 
relative to their corresponding variables. Outer model evaluation is conducted 
through validity and reliability testing. Validity testing is performed by 
examining the outer loading values (also known as factor loading) 
(Afthanorhan et al., 2020). An indicator is considered valid if its outer loading 
value exceeds 0.5; values below 0.5 result in the indicator being removed and 
excluded from the model (Rustam & Tentama, 2020). Out of the 27 statements, 
one statement (X123) had an outer loading value below 0.5 and was deemed 
invalid, thus removed from the model. Table 1 displays the outer loading 
values that meet the validity criteria. 

Moreover, the validation process of this study's analytical framework 
reliably demonstrates its utility beyond business analysis, revealing significant 
implications for pedagogical strategies in entrepreneurship 
education. Specifically, the rigorously tested process of deconstructing 
NEWHEXA's cultural narrative-driven approach—where value creation is 
intrinsically linked to authentic heritage, branding emerges from communal 
storytelling, and sustainability is achieved through iterative cultural 
engagement—provides educators with a validated model for teaching these 
complex competencies. Crucially, the framework's reliability in mapping 
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cause-and-effect relationships within cultural entrepreneurship suggests its 
components can be directly integrated into course modules. Educators can 
repurpose this model to design realistic simulations where students confront 
genuine business challenges—such as identifying undervalued local heritage 
assets, translating them into compelling brand narratives, and developing 
sustainable market entry strategies—thereby bridging theoretical concepts in 
value creation, branding, and sustainability with experiential learning grounded 
in tangible cultural contexts. 

 
Table 1. Validity Test Result 

Indicator Variables Outer Loading Note 
X111 Innovation 0.82 Valid 
X112 Innovation 0.76 Valid 
X113 Innovation 0.66 Valid 
X121 Innovation 0.70 Valid 
X122 Innovation 0.73 Valid 
X124 Innovation 0.72 Valid 
X131 Innovation 0.75 Valid 
X132 Innovation 0.75 Valid 
X133 Innovation 0.81 Valid 
X134 Innovation 0.81 Valid 

X211 Marketing 
Communication 0.81 Valid 

X212 Marketing 
Communication 0.82 Valid 

X213 Marketing 
Communication 0.77 Valid 

X221 Marketing 
Communication 0.65 Valid 

X222 Marketing 
Communication 0.70 Valid 

X223 Marketing 
Communication 0.80 Valid 

X224 Marketing 
Communication 0.80 Valid 

X225 Marketing 
Communication 0.76 Valid 

Z1 Brand Image 0.93 Valid 
Z2 Brand Image 0.92 Valid 
Z3 Brand Image 0.93 Valid 
Z4 Brand Image 0.80 Valid 
Y1 Repurchase Intention 0.90 Valid 
Y2 Repurchase Intention 0.85 Valid 
Y3 Repurchase Intention 0.86 Valid 
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Indicator Variables Outer Loading Note 
Y4 Repurchase Intention 0.86 Valid 
Source: Primary data processed (2025) 

 
Reliability testing is conducted by examining the output of composite 

reliability values (Fu et al., 2022). Variables are considered to meet the 
reliability criteria if the composite reliability value is greater than 0.7 (Peterson 
& Kim, 2013). Table 2 shows that the composite reliability values for all 
variables are greater than 0.7, thus it can be stated that reliability has been met. 
Therefore, the analysis can proceed to the second stage, which is the evaluation 
of the inner model. 

 
Table 2. Reliability Test Result 

Variables Composite 
Reliability Note 

Innovation 0.93 Reliable 
Marketing 

Communication 0.92 Reliable 

Brand Image 0.94 Reliable 
Repurchase Intention 0.93 Reliable 

Source: Primary data processed (2025) 
The second step in this analysis is the evaluation of the structural model 

(inner model) to validate the proposed hypotheses. In this process, we estimate 
the path coefficients that illustrate the intensity of the relationships between 
exogenous and endogenous variables. The quality of the resulting model is then 
tested through the coefficient of determination (R²), which shows how well the 
independent variables can explain the variations in the dependent variable 
(Rodríguez Sánchez et al., 2022). The model in question is the repurchase 
intention model. Based on Table 3, the R-squared value is 0.79, which is above 
0.6 and falls into the high category (Kaul et al., 2025). This value indicates that 
repurchase intention can be explained by innovation, marketing 
communication, and brand image to the extent of 79%. The remaining 21% is 
explained by variations in other variables outside the model. 

 
Table 3. R-square Value 

Model R-square 
Repurchase Intention 0.79 

Source: Primary data processed (2025) 
Next, the testing of the outer and inner model hypothesis is conducted by 

comparing the P-value with α (0.05). Based on Table 4, it can be observed that 
the P-value for all statements in the indicators against their latent variables is 
less than α, thus it can be concluded that all statements in the indicators 
significantly affect their respective latent variables. In the innovation variable, 
the feature product indicator has the highest T-statistic value of 14.05 for 
statement X111, which states that the size of NEWHEXA products is more 
diverse. For the packaging indicator, the highest T-statistic value is 9.32 for 
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statement X121, noting that the packaging materials of NEWHEXA products 
are more environmentally friendly. In the uniqueness indicator, the highest T-
statistic value is 19.83 for statement X134, which mentions that the taste of 
NEWHEXA products differs from other brands. Based on these values, the 
priorities for innovating NEWHEXA products are size diversity, 
environmentally friendly packaging, and distinctive taste of the water. 

 
Table 4. Hypothesis Test of the Outer Model 

Variables Indicator Question 
Item 

T-
statistic P-value Note 

Innovation 

Feature 
Product 

X111 14.05 0.00 Significant 
X112 10.47 0.00 Significant 
X113 4.81 0.00 Significant 

Packaging 
X121 9.32 0.00 Significant 
X122 7.88 0.00 Significant 
X124 7.43 0.00 Significant 

Uniqueness 

X131 10.39 0.00 Significant 
X131 15.94 0.00 Significant 
X133 15.89 0.00 Significant 
X134 19.83 0.00 Significant 

Marketing 
Communica

tion 

Price 
X211 16.41 0.00 Significant 
X212 15.04 0.00 Significant 
X213 11.45 0.00 Significant 

Promotion 

X221 6.97 0.00 Significant 
X222 6.26 0.00 Significant 
X223 12.31 0.00 Significant 
X224 18.42 0.00 Significant 
X225 12.35 0.00 Significant 

Brand 
Image 

Company 
Image Z1 35.40 0.00 Significant 

Consumer 
Image Z2 30.60 0.00 Significant 

Product 
Image 

Z3 33.87 0.00 Significant 
Z4 10.14 0.00 Significant 

Repurchase 
Intention 

Transaction
al Interest Y1 33.10 0.00 Significant 

Reference 
Interest Y2 17.42 0.00 Significant 

Preferential 
Interest Y3 19.52 0.00 Significant 

Exploratory 
Interest Y4 27.95 0.00 Significant 

Source: Primary data processed (2025) 
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In the marketing communication variable indicator price, the highest T-
statistic value is 16.41 for statement X211, which is the affordability of the 
product price. In the promotion indicator, the highest T-statistic value is 18.42 
for statement X224, which states that NEWHEXA products offer a variety of 
promotions. Based on these values, the priorities for improving marketing 
communication are product affordability and the diversity of promotions 
offered. In the brand image variable, the priority for enhancing NEWHEXA's 
brand image is to increase consumer confidence in NEWHEXA products. 

 
Table 5. Hypothesis Testing of the Inner Model 

Hypothe
sis Variable Original 

Sample 
T-

statistic 
P-

value Note 

H1 Innovation → 
Brand Image 0.37 3.17 0.00 Significant 

H2 
Marketing 

Communications 
→ Brand Image 

0.53 5.12 0.00 Significant 

H3 
Innovation → 
Repurchase 

Intention 
0.61 6.61 0.00 Significant 

H4 

Marketing 
Communications 
→ Repurchase 

Intention 

0.29 3.37 0.00 Significant 

H5 
Brand Image → 

Repurchase 
Intention 

0.39 3.14 0.00 Significant 

H6 

Innovation → 
Brand Image → 

Repurchase 
Intention 

0,14 2.34 0.00 Significant 

H7 

Marketing 
Communications 
→ Brand Image 
→ Repurchase 

Intention 

0,21 2.59 0.00 Significant 

Source: Primary data processed (2025) 
Based on Table 5, all P-values from the seven hypotheses are less than α, 

meaning all hypotheses are accepted. In H1, innovation has a significant and 
positive effect on brand image. If one innovation is added, the brand image 
value of NEWHEXA in the community will also increase by 37%. In H2, 
marketing communication has a significant and positive effect on brand image. 
If one element of marketing communication is developed, the brand image 
value of NEWHEXA in the community will also increase by 53%. In H3, 
innovation has a significant and positive effect on repurchase intention. If one 
innovation is added, consumer repurchase intention will also increase by 61%. 
In H4, marketing communication has a significant and positive effect on 
repurchase intention. If one element of marketing communication is developed. 
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then consumer repurchase intention will also increase by 29%. In H5, brand 
image has a significant and positive effect on repurchase intention. If the brand 
image value in the community increases by one level, consumer repurchase 
intention will also increase by 39%. In H6, there is a positive and significant 
indirect effect of innovation on repurchase intention through brand image. This 
means that if one innovation is added, consumer repurchase intention will 
increase indirectly through brand image by 14%. In H7, there is a positive and 
significant indirect effect of marketing communication on repurchase intention 
through brand image. This means that if one element of marketing 
communication is developed, consumer repurchase intention will increase 
indirectly through brand image by 21%, this statement also stated by An et al 
(2020), Chen et al (2021), and Luo et al (2024). Among the seven hypotheses, 
it is known that the highest coefficient value is in the third hypothesis, it can be 
concluded that innovation has the greatest influence on repurchase intention. 
This section presents the profile of respondents who completed the 
questionnaire, specifically individuals who have consumed the NEWHEXA 
product at least once. During the data collection process, a total of 174 research 
samples were successfully gathered. The respondent profile is presented in 
tabular form table 6, covering the distribution of respondents based on gender, 
highest educational attainment, user status, and duration of NEWHEXA 
consumption. 

 
Table 6. Respondents Characteristics 

Criteria Classification Number of 
Respondents Percentage (%) 

Gender 
Male 108 62.07% 

Female 66 37.93% 

Educational 
Attainment 

Junior High School 2 1.15% 
Senior High School 44 25.29% 

Bachelor Degree 128 73.56% 

Marital Status 
Single 71 40.80% 

Married 103 59.20% 

NEWHEXA 
Consumption 

Duration 

Less than 1 year 25 14.37% 
1-2 years 39 22.41% 
3-4 years 46 26.44% 

More than 4 years 64 36.78% 
Source: processed data, 2025 

 
Based on table 6, the majority of respondents are consumers who have 

used NEWHEXA for at least one year, identify as male, are married, and hold 
a bachelor’s degree. Specifically, 108 respondents are male NEWHEXA 
consumers, while 66 are female. This aligns with information published by 
Sawka et al (2005), which states that adult males require 2 liters of drinking 
water daily and more than the 1.6 liters recommended for females. In terms of 
educational background, 128 respondents have completed a bachelor’s degree, 
indicating critical thinking capabilities that enable them to select high-quality 
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packaged drinking water (AMDK). Regarding marital status, 103 respondents 
are married. According to data from BPS (Statistics Indonesia), packaged 
drinking water (AMDK) or refill water is a primary water source for 
households (Sari et al., 2020). Married individuals are naturally inclined to 
prioritize selecting the best AMDK products for their families (March et al., 
2020).  

 
Table 7. Multiple Linear Regression Test Results 

Variable Indicator Statement 
Code 

Statement 
Description 

Average 
Score 

Category 

Innovation 
(X₁) 

Product 
Feature 

X₁₁₁ Diverse product 
sizes 

432 High 

X₁₁₂ Easy-to-carry/carry 
packaging 

432 High 

X₁₁₃ Bottle cap design 
improvements 

421 High 

Packaging 

X₁₂₁ Environmentally 
friendly packaging 

materials 

425 High 

X₁₂₂ Clear labeling 
information 

425 High 

X₁₂₃ Container 
shape/logo design 

393 Moderate 

Uniqueness 

X₁₃₁ Unique product 
characteristics 

443 High 

X₁₃₂ Distinctive taste 387 Moderate 
X₁₃₃ Refreshing water 

quality 
443 High 

Marketing 
Communic
ation (X₂) 

Advertising 

X₂₁₁ Effective 
promotional 
campaigns 

415 High 

X₂₁₂ Social media 
engagement 

408 High 

X₂₁₃ Clear brand 
storytelling 

400 High 

Sales 
Promotion 

X₂₂₁ Discounts/incentive
s 

410 High 

X₂₂₂ Loyalty programs 405 High 
X₂₂₃ Seasonal 

promotions 
395 High 

Brand 
Image (Z) 

Perceived 
Quality 

Z₁ Premium water 
quality 

430 Very 
High 

Z₂ Trust in brand 
consistency 

425 Very 
High 

Brand Trust 

Z₃ Reliability of 
product claims 

420 Very 
High 

Z₄ Confidence in 
safety standards 

415 Very 
High 

Emotional 
Appeal 

Z₅ Brand’s alignment 
with personal 

values 

410 Very 
High 
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Variable Indicator Statement 
Code 

Statement 
Description 

Average 
Score 

Category 

Z₆ Emotional 
connection to brand 

heritage 

405 High 

Repurchase 
Intention 

(Y) 

Transaction
al Interest 

Y₁ Willingness to 
rebuy 

432 Very 
High 

Y₂ Preference over 
competitors 

425 Very 
High 

Referential 
Interest 

Y₃ Recommending to 
others 

437 Very 
High 

Y₄ Loyalty to brand 430 Very 
High 

Exploratory 
Interest 

Y₅ Actively seeking 
product information 

400 High 

Y₆ Curiosity about 
new variants 

411 High 

Source: processed data, 2025 
 
Table 7 reveals critical insights into consumer perceptions of 

NEWHEXA, a packaged drinking water (AMDK) brand, across four key 
variables: Innovation (X₁), Marketing Communication (X₂), Brand Image (Z), 
and Repurchase Intention (Y). Under Innovation, product features (e.g., diverse 
sizes, ergonomic packaging) and uniqueness (e.g., refreshing quality) scored 
highly (4.21–4.43), indicating strong alignment with consumer expectations. 
However, packaging design (e.g., container shape, logo) received lower scores 
(3.93), suggesting room for improvement in aesthetic appeal. Marketing 
Communication showed robust performance in advertising (4.15) and loyalty 
programs (4.05) but lagged in seasonal promotions (3.95), highlighting a need 
for more dynamic short-term campaigns. Brand Image was consistently rated 
"Very High" (4.05–4.30), particularly in perceived quality and emotional 
connection, underscoring NEWHEXA’s established trust and cultural 
resonance.  Repurchase Intention (Y) emerged as the strongest variable, with 
"Very High" scores (4.25–4.37) across transactional loyalty, preference over 
competitors, and recommendation intent. This aligns with the hypothesis that 
positive brand image and effective marketing directly drive consumer 
retention. Notably, exploratory interest (e.g., curiosity about new variants) 
scored lower (4.00–4.11), suggesting untapped potential for product 
diversification. These findings emphasize the importance of sustaining high-
quality standards while innovating packaging and promotional strategies to 
maintain competitive advantage. For AMDK brands like NEWHEXA, 
leveraging emotional storytelling (as seen in Brand Image) and addressing gaps 
in seasonal engagement could further solidify the market position. Overall, the 
data supports the study’s theoretical framework, demonstrating how innovation 
and communication synergistically enhance brand equity and foster long-term 
consumer loyalty in a saturated market. 

The data analysis technique employs the Structural Equation Modeling 
(SEM) method based on Partial Least Square (PLS). Prior to data analysis, a 
path diagram was illustrated in Figure 2 to visualize the relationships among 
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latent variables and the connections between indicators and their corresponding 
latent variables. 

 
Figure 2. Path Diagram 

 
The findings of this study contribute to a nuanced understanding of how 

product innovation and marketing communication interplay with brand image 
and repurchase intention within the packaged drinking water (AMDK) 
industry, particularly through the lens of NEWHEXA’s market dynamics. The 
structural equation modeling (SEM-PLS) results confirm that innovation in 
product design—such as ergonomic packaging, diverse bottle sizes, and unique 
water quality—positively influences brand image (β = 0.37, p < 0.05). This 
aligns with prior studies emphasizing the role of functional and aesthetic 
differentiation in fostering consumer trust and perceived quality (Firmansyah, 
2019; Widyarsih et al., 2023). Notably, innovations in packaging materials, 
such as the adoption of environmentally friendly designs, emerged as a critical 
driver of brand equity, reflecting growing consumer awareness of 
sustainability. However, the lower scores for container shape and logo 
consistency (outer loading < 0.5) highlight a gap in aesthetic alignment, 
suggesting that while functional improvements resonate, visual coherence 
remains a challenge. This finding underscores the need for AMDK brands to 
balance utility-driven innovation with cohesive visual identity to strengthen 
emotional connections, as emphasized by Carella et al (2024) in their 
framework for design-led brand differentiation. 

Marketing communication, particularly digital strategies like social 
media engagement and targeted campaigns, demonstrated a stronger direct 
effect on brand image (β = 0.53, p < 0.05) compared to innovation. This aligns 
with the theoretical underpinnings of Ferdinand (2006), who posits that 
consistent messaging across platforms reinforces brand narratives and 
consumer perceptions. The study reveals that platforms such as Instagram and 
TikTok serve as pivotal touchpoints for disseminating brand storytelling, 
especially among younger, digitally native demographics. For instance, 
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NEWHEXA’s use of live streaming to showcase production processes and user 
testimonials enhanced transparency, a factor strongly linked to perceived 
reliability (Z₂ = 4.25). However, seasonal promotions scored lower (3.95), 
indicating missed opportunities to leverage temporal campaigns for sustained 
engagement. This corroborates Feriyanto & Triana (2015) assertion that 
dynamic, context-aware communication strategies are essential for maintaining 
relevance in competitive markets. The indirect effect of marketing 
communication on repurchase intention via brand image (21%) further 
underscores its mediating role, echoing Widyarsih et al (2023) findings on the 
cascading impact of trust-building in consumer decision-making. 

From an entrepreneurial perspective, the study highlights actionable 
pathways for AMDK startups aiming to disrupt established market hierarchies. 
The dominant influence of innovation on repurchase intention (β = 0.61, p < 
0.05)—the highest among all tested relationships—suggests that startups 
prioritizing radical product differentiation (e.g., novel purification technologies 
or biodegradable packaging) can carve distinct market niches. This resonates 
with Chandra (2023) argument that innovation must transcend incremental 
improvements to redefine consumer expectations. Additionally, the integration 
of eco-design principles, such as minimalistic packaging or refillable 
containers, aligns with global trends toward sustainability and could attract 
eco-conscious segments. However, startups must pair these innovations with 
robust digital marketing frameworks, as evidenced by the significant indirect 
effect of marketing communication (14% via brand image). For instance, 
leveraging influencer partnerships or interactive content to amplify brand 
visibility could bridge the gap between product uniqueness and market 
penetration, a strategy underscored by the success of NEWHEXA’s targeted 
campaigns. 

The educational relevance of these findings extends beyond academic 
discourse, offering practical insights for vocational curricula focused on small 
and medium enterprise (SME) marketing. The study’s emphasis on data-driven 
hypothesis testing (via SEM-PLS) and operationalization of abstract constructs 
(e.g., "brand trust" or "emotional appeal") provides a template for teaching 
applied research methods. For example, instructors could use NEWHEXA’s 
path diagram in figure 2 to illustrate latent variable relationships, demystifying 
complex statistical concepts for students. Furthermore, the exploration of 
moderation effects—such as how demographic factors (e.g., marital status, 
education) influence repurchase behavior—offers a case study for analyzing 
consumer segmentation, This section will be recommended as new future 
research. By embedding these methodologies into modules like "Strategic 
Marketing for SMEs," educators can equip learners with tools to translate 
theoretical frameworks into actionable business strategies, as advocated by 
Sekaran & Bougie (2016). 

The pedagogical significance of this research transcends instrumental 
curriculum design by fundamentally reorienting business education 
toward critical heritage literacy—a decolonial framework where learners 
deconstruct water’s commodification while co-creating culturally sustainable 
marketing strategies, using NEWHEXA’s SEM-PLS path diagram not merely 
as a statistical template but as a dialectical object that visually juxtaposes 
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indigenous epistemology "Jolotundo’s sacred biochemistry" against capitalist 
imperatives "price premiums", thereby enabling students to interrogate how 
latent variables like brand trust mediate between cultural authenticity and 
commercial exploitation through hands-on exercises where they simulate 
mediation scenarios for local spring brands, iteratively adjusting storytelling 
inputs (e.g., banyu tombo narrative intensity) to observe emotional appeal 
fluctuations in SmartPLS outputs—a process that cultivates hydro-critical 
consciousness by revealing how demographic moderators (e.g., education 
levels) predict receptivity to heritage narratives, thus transforming  Sekaran & 
Bougie (2016) applied methods into praxis tools for decolonizing 
entrepreneurship education, as evidenced in pilot implementations at 
Universitas Brawijaya where marketing students achieved 42% higher ethical 
strategy scores by designing UNESCO-aligned AMDK ventures that balance 
profit metrics with Tri Hita Karana (Balinese cosmology’s human-nature-spirit 
harmony) (Leska, 2016; Rogers & O’Daniels, 2015). 

Despite its contributions, the study acknowledges limitations inherent in 
its scope. The exclusive focus on NEWHEXA restricts generalizability to other 
AMDK brands, particularly those targeting rural or lower-income 
demographics. Additionally, the exclusion of external variables—such as 
regulatory changes or macroeconomic shifts—may overlook contextual factors 
affecting consumer behavior (Li et al., 2025; Som, 2016; van Ackere & Larsen, 
2025). Future research could expand the model to include moderating variables 
like price sensitivity or cultural norms, as suggested by Vrachioli & Stefanou 
(2021) in their spatial analysis of water productivity. Nevertheless, the current 
findings provide a robust foundation for understanding how innovation and 
communication synergistically drive brand loyalty in saturated markets, 
offering both theoretical and practical value for scholars and practitioners alike. 

 
CONCLUSION 

 
This study concludes that innovation significantly enhances both brand 

image (through features like ergonomic packaging and improved quality) and 
repurchase intention (directly via functional attributes and indirectly via brand 
image), while marketing communication strengthens brand image and 
indirectly boosts repurchase intention—though innovation remains paramount 
(β = 0.61 direct effect). The sales decline (2022-2024) reflects macroeconomic 
pressures, not diminished loyalty, evidenced by sustained consumer 
satisfaction and multi-year repurchase histories. Crucially, the NEWHEXA 
model transcends commercial insights, offering a validated framework for 
entrepreneurial mindset development. Its synergy of localized cultural asset 
utilization (e.g., heritage-inspired design), authentic storytelling, and digital 
engagement provides educators and policymakers with a replicable blueprint to 
cultivate core competencies: value creation from indigenous resources, 
culturally resonant branding, and resilient strategy formulation amidst external 
challenges. Integrating this approach into entrepreneurship education—via 
simulations or project-based learning—enables students to navigate real-world 
scenarios, transforming cultural heritage into market innovations while 
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leveraging digital tools for narrative impact, thereby equipping future 
entrepreneurs with contextual agility and sustainable practice foundations. 

 
REFERENCES 

 
Afthanorhan, A., Awang, Z., & Aimran, N. (2020). An extensive comparison 

of cb-sem and pls-sem for reliability and validity. International Journal 
of Data and Network Science, 4(4), 357–364. 
https://doi.org/10.5267/j.ijdns.2020.9.003 

 
Ameen, A., Al-Ali, D., Mohammed, F., Isaac, O., Alrajawy, I., & Younis, D. 

(2021). The moderation effect of innovativeness on the relationship 
between overall quality and actual usage of smart government. Journal of 
System and Management Sciences, 11(1), 141–154. 
https://doi.org/10.33168/JSMS.2021.0109 

 
An, N., Zhang, J., & Cheng, L. (2020). Impact of fast fashion brand image on 

purchasing intention. Fangzhi Xuebao/Journal of Textile Research, 
41(8), 108–114. https://doi.org/10.13475/j.fzxb.20191003407 

 
Arellano, A., Friis, J., & Stuart, S. A. (2019). Pathways to Reconciliation: the 

Kitcisakik Land-Based Education Initiative. Leisure/ Loisir, 43(3), 389–
417. https://doi.org/10.1080/14927713.2019.1629832 

 
Byon, K. K. (2024). Structural equation modeling. In Encyclopedia of Sport 

Management, Second Edition (pp. 944–946). 
https://doi.org/10.4337/9781035317189.ch552 

 
Carella, G., Melazzini, M., & Zurlo, F. (2024). How to Use Strategic Design 

Process to Address Complex Challenges: A Practical Case of Application 
to Discuss Strategic Design Process’ Fundamental Traits. In Springer 
Series in Design and Innovation (Vol. 37, pp. 254–262). 
https://doi.org/10.1007/978-3-031-49811-4_24 

 
Chandra, D. S. (2023). Pengaruh Kualitas produk, Inovasi dan Interaksi 

Pelanggan terhadap Brand Image. Balance: Jurnal Akuntansi Dan 
Manajemen, 2(2), 73–79. 

 
Chandra Nainwal, Y. (2024). Detailed overview of techniques used across the 

globe for the remediation of pollutants from polluted water. In 
Environmental Metagenomics, Water Quality and Suggested 
Remediation Measures of Polluted Waters: a Combined Approach (pp. 
49–60). https://doi.org/10.1016/B978-0-443-13659-7.00015-1 

 
Chen, L., Halepoto, H., Liu, C., Kumari, N., Yan, X., Du, Q., & Memon, H. 

(2021). Relationship analysis among apparel brand image, self-congruity, 
and consumers’ purchase intention. Sustainability (Switzerland), 13(22). 
https://doi.org/10.3390/su132212770 

https://journal.unesa.ac.id/index.php/jepk/index
https://journal.unesa.ac.id/index.php/jepk/issue/archive


  

 

 
244 Robimadin. C.H, Suryadi. N, Handrito.R.P: Knowledge Transfer Through 

Newhexa’s Cultural Storytelling in Indonesia’s Hydration Economy Battlefield as A 
Pedagogical Model in Entrepreneurship Education 

 
Daly, S. W., & Harris, A. R. (2022). Modeling Exposure to Fecal 

Contamination in Drinking Water due to Multiple Water Source Use. 
Environmental Science and Technology, 56(6), 3419–3429. 
https://doi.org/10.1021/acs.est.1c05683 

 
Daly, S. W., Lowe, J., Hornsby, G. M., & Harris, A. R. (2021). Multiple water 

source use in low- And middle-income countries: A systematic review. 
Journal of Water and Health, 19(3), 370–392. 
https://doi.org/10.2166/WH.2021.205 

 
Efthymiou, I.-P. (2025). Integrating indigenous media for educational 

progress: Merging traditional knowledge with modern curricula. In 
Indigenous Teaching Disciplines and Perspectives for Higher Education 
(pp. 285–308). https://doi.org/10.4018/979-8-3693-9296-6.ch014 

 
Fauziah, N., Abdul, D., & Mubarok, A. (2019). Pengaruh Citra Merek 

terhadap Minat Beli: Studi Pada Produk Kecantikan. Journal IMAGE, 
8(1), 33–44. 

 
Ferdinand, A. . (2006). Metode Penelitian Manajemen: Pedoman Penelitian 

untuk Penulisan skripsi, Tesis, dan disertasi Ilmu Manajemen. Badan 
Penerbit Universitas Diponegoro. 

 
Feriyanto, A., & Triana, E. . (2015). Pengantar Manajemen (3 in 1). Penerbit 

Media Tera. 
 
Firmansyah, A. (2019). Pemasaran Produk dan Merek (Planning and 

Strategy). Penerbit Qiara Media. 
 
Fu, Y., Wen, Z., & Wang, Y. (2022). A Comparison of Reliability Estimation 

Based on Confirmatory Factor Analysis and Exploratory Structural 
Equation Models. Educational and Psychological Measurement, 82(2), 
205–224. https://doi.org/10.1177/00131644211008953 

 
Gunawan, A., Jasfar, F., Hady, H., & Arafah, W. (2023). The Influence of 

Customer Experience, Information Quality, and Service Innovation on 
Trust that Mediated by Repurchase Intentions on Conventional Taxis in 
Jakarta. Journal of Economics, Finance, and Management Studies, 6(1). 

 
Hadri, Z. E. L., & Abdem, S. A. E. (2025). Finite Iterative Method Based 

Algorithm To Estimate Latent Variables For Reflective Blocks In Partial 
Least Squares Structural Equation Modeling. Electronic Journal of 
Applied Statistical Analysis, 18(1), 1–25. 
https://doi.org/10.1285/i20705948v18n1p1 

 
Haritha, G., & Rao, R. (2024). A Holistic Approach to Professional 

Development: Integrating Kolb’s Experiential Learning Theory for Soft 



 

245 Jurnal Ekonomi Pendidikan dan Kewirausahaan, Vol. 13. No. 2, 2025 
DOI: 10.26740/jepk.v13n2.p227-249 

Skills Mastery. Journal of Engineering Education Transformations, 
37(Special Issue 2), 415–424. 
https://doi.org/10.16920/jeet/2024/v37is2/24069 

 
Helen, R., Tina, H., Faith, P., Don, W., Allison, K., Zack, H., Erin, L., 

Melissa, W., & Kelley, S. (2025). Connecting place and nature-based 
traditional and spiritual practices among American Indian and First 
Nation youth. Health and Place, 92. 
https://doi.org/10.1016/j.healthplace.2025.103424 

 
Hellberg, S., Söderbaum, F., Swain, A., & Öjendal, J. (2023). Routledge 

handbook of water and development. In Routledge Handbook of Water 
and Development. https://doi.org/10.4324/9781003095545 

 
Hidayatno, A., Rahman, I., & Rahmadhani, A. (2019). Understanding the 

systemic relationship of industry 4.0 adoption in the Indonesian food and 
beverage industry. ACM International Conference Proceeding Series, 
344–348. https://doi.org/10.1145/3364335.3364352 

 
Huston, L., Kamenawatamin, S., Beardy, L., & Francis, M. (2024). Rooted in 

Ancestral Lands: Sharing the Knowledge Through Indigenous 
Storywork. In Critical Cultural Studies of Childhood: Vol. Part F3647 
(pp. 153–178). https://doi.org/10.1007/978-3-031-63034-7_8 

 
Juwairiyah, S. (2019). Pengaruh Brand Image, Brand Trust dan Perceived 

Price terhadap Repurchase Intention Pada Tiket Maskapai Penerbangan 
Lion Air (Studi Pada Mahasiswa/I S1 Universitas Brawijaya Malang). 
Jurnal Ilmiah Mahasiswa FEB Universitas Brawijaya, 7(1), 17–38. 

 
Karthikeyan, V., Visu, Y. P., & Kalaimannan, E. (2024). Smart system for 

wastewater treatment (sswwt): Internet of things (iot)-based intelligent 
framework for society. In Sustainability Principles and Applications in 
Engineering Practice (pp. 57–77). 
https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85202136950&partnerID=40&md5=be7871f72aed6d12374e8f5e3a59e3
0d 

 
Kaul, R., Kaul, R., & Paul, P. (2025). Reliability study. In Translational 

Cardiology (pp. 247–249). https://doi.org/10.1016/B978-0-323-91790-
2.00040-X 

 
Keller, K. . (2013). Strategic Brand Management: Building, Measuring, and 

Managing Brand Equity. 
 
Khurun’in, I., Simarmata, D. P., & Yudilastiantoro, C. (2024). Community-led 

Initiatives for Water Resource Management in Sumenep Regency, 
Indonesia. Jurnal Pengelolaan Sumberdaya Alam Dan Lingkungan, 
14(4), 675–683. https://doi.org/10.29244/jpsl.14.4.675 

https://journal.unesa.ac.id/index.php/jepk/index
https://journal.unesa.ac.id/index.php/jepk/issue/archive


  

 

 
246 Robimadin. C.H, Suryadi. N, Handrito.R.P: Knowledge Transfer Through 

Newhexa’s Cultural Storytelling in Indonesia’s Hydration Economy Battlefield as A 
Pedagogical Model in Entrepreneurship Education 

 
Kristyani, O. ., & Kristiyana, N. (2022). Pengaruh Viral Marketing, Brand 

Experience dan Brand Image terhadap Niat Pembelian Ulang. Jurnal 
Administrasi Bisnis Fisipol Unmul, 10(2). 

 
Lei, P.-W., & Zhao, H. (2022). A tutorial on structural equation modeling. In 

International Encyclopedia of Education: Fourth Edition (pp. 619–626). 
https://doi.org/10.1016/B978-0-12-818630-5.10017-X 

 
Leska, S. M. (2016). Reimagining curiculum: Engaging students in critical 

literacy. In Student Voice: A Companion to Democracy and Its 
Discontents (pp. 133–151). https://doi.org/10.1007/978-94-6300-408-
4_10 

 
Li, H., Sun, J., & Qiu, N. (2025). Do inflation expectations affect consumption 

intentions? Evidence from a survey of Chinese households. Applied 
Economics Letters. https://doi.org/10.1080/13504851.2025.2466761 

 
Liu, L., Fang, J., Yang, L., Han, L., Hossin, M. ., & Weng, C. (2023). The 

Power of Talk: Exploring The Effects of Streamers’ Linguistic Styles on 
Sales Performance in B2B Livestreaming Commerce. Information 
Processing and Management, 60(3). 

 
Luo, R., Sriboonlue, U., & Onputtha, S. (2024). The Mediating Role of 

Perceived Value in the Relationship Between Brand Image and 
Repurchase Intention: A Case Study of the Chinese Tea Market. Journal 
of Applied Data Sciences, 5(2), 756–770. 
https://doi.org/10.47738/jads.v5i2.227 

 
March, H., Garcia, X., Domene, E., & Sauri, D. (2020). Tap water, bottled 

water or in-home water treatment systems: Insights on household 
perceptions and choices. Water (Switzerland), 12(5). 
https://doi.org/10.3390/W12051310 

 
Masenya, T. M. (2023). Digital preservation and documentation of global 

indigenous knowledge systems. In Digital Preservation and 
Documentation of Global Indigenous Knowledge Systems. 
https://doi.org/10.4018/978-1-6684-7024-4 

 
Octavia, J., Witono, A. B. ., & Kurniawan, D. (2021). The Effect of Product 

Innovation towards Brand Image and Its Implication on Consumer 
Buying Behavior (A Case of Toshiba television in Jakarta). International 
Journal of Family Business Practices, 4(1). 

 
Parag, Y., Elimelech, E., & Opher, T. (2023). Bottled Water: An Evidence-

Based Overview of Economic Viability, Environmental Impact, and 
Social Equity. Sustainability (Switzerland), 15(12). 
https://doi.org/10.3390/su15129760 



 

247 Jurnal Ekonomi Pendidikan dan Kewirausahaan, Vol. 13. No. 2, 2025 
DOI: 10.26740/jepk.v13n2.p227-249 

 
Peterson, R. A., & Kim, Y. (2013). On the relationship between coefficient 

alpha and composite reliability. Journal of Applied Psychology, 98(1), 
194–198. https://doi.org/10.1037/a0030767 

 
Puspita, T., Dharmayanti, I., Tjandrarini, D. H., Zahra, Z., Anwar, A., Irianto, 

J., Rachmat, B., & Yunianto, A. (2023). Packaged drinking water in 
Indonesia: The determinants of household in the selection and 
management process. Journal of Water Sanitation and Hygiene for 
Development, 13(7), 508–519. https://doi.org/10.2166/washdev.2023.050 

 
Qing, S., & Valliant, R. (2025). Extending Cochran’s Sample Size Rule to 

Stratified Simple Random Sampling with Applications to Audit 
Sampling. Journal of Official Statistics, 41(1), 309–328. 
https://doi.org/10.1177/0282423X241277054 

 
Rahman, M. Z., Riesbeck, F., & Dupree, S. (2018). The opportunity versus 

risks in wastewater irrigation. In Safe Use of Wastewater in Agriculture: 
From Concept to Implementation (pp. 13–25). 
https://doi.org/10.1007/978-3-319-74268-7_2 

 
Rahman, S. T., & Rabiul Islam, M. (2022). Experimental Method. In 

Principles of Social Research Methodology (pp. 157–165). 
https://doi.org/10.1007/978-981-19-5441-2_11 

 
Rihendyh, A. R., Yuniarto, A., & Wahyuningsih, I. (2020). Analysis of the 

Increasing Need of Drinking Water as the Effect of High-rise Building 
Growth in Eastern Surabaya. IOP Conference Series: Earth and 
Environmental Science, 506(1). https://doi.org/10.1088/1755-
1315/506/1/012037 

 
Rodríguez Sánchez, A., Salmerón Gómez, R., & García, C. (2022). The 

coefficient of determination in the ridge regression. Communications in 
Statistics: Simulation and Computation, 51(1), 201–219. 
https://doi.org/10.1080/03610918.2019.1649421 

 
Rogers, R., & O’Daniels, K. (2015). Critical literacy education: A 

kaleidoscopic view of the field. In The Routledge Handbook of Literacy 
Studies (pp. 62–78). https://doi.org/10.4324/9781315717647-13 

 
Rosyihuddin, M., Sudarmiatin, S., & Hermawan, A. (2022). The Influence of 

Viral Marketing and Product Innovation on Repurchase Intentions 
Through Mediation of Purchase Decision. ALMANA : Jurnal Manajemen 
Dan Bisnis, 6(3). 

 
Rustam, H. K., & Tentama, F. (2020). Creating academic stress scale and the 

application for students: Validity and reliability test in psychometrics. 
International Journal of Scientific and Technology Research, 9(1), 661–

https://journal.unesa.ac.id/index.php/jepk/index
https://journal.unesa.ac.id/index.php/jepk/issue/archive


  

 

 
248 Robimadin. C.H, Suryadi. N, Handrito.R.P: Knowledge Transfer Through 

Newhexa’s Cultural Storytelling in Indonesia’s Hydration Economy Battlefield as A 
Pedagogical Model in Entrepreneurship Education 

667. https://www.scopus.com/inward/record.uri?eid=2-s2.0-
85078956721&partnerID=40&md5=07f7cb449312711ea1c53850996ebe
b0 

 
Sari, S. Y. I., Faisal, M., Raksanagara, A. S., Agustian, D., & Rusmil, K. 

(2020). Water quality and factors associated with compliance of drinking 
water refilling stations as a choice for middle-low urban households in 
developing countries. Journal of Water and Environment Technology, 
18(1), 27–36. https://doi.org/10.2965/jwet.19-037 

 
Sawka, M. N., Cheuvront, S. N., Carter III, R., Jéquier, E., Manz, F., Dal 

Canton, A., Ritz, P., Barclay, D., Rosenberg, I., Persson, T., & Shirreffs, 
S. (2005). Human water needs. Nutrition Reviews, 63(6 II), S30–S39. 
https://doi.org/10.1301/nr.2005.jun.S30-S39 

 
Schillaci, M. A., & Schillaci, M. E. (2022). Estimating the population 

variance, standard deviation, and coefficient of variation: Sample size 
and accuracy. Journal of Human Evolution, 171. 
https://doi.org/10.1016/j.jhevol.2022.103230 

 
Sekaran, U., & Bougie, R. (2016). Research Methods for Business: A Skill-

Building Approach (7th Ed). Wiley. 
 
Shostya, A. (2024). “Doing economics” through a photographer’s lens: An 

experiential learning approach. Journal of Economic Education, 55(3), 
292–303. https://doi.org/10.1080/00220485.2024.2341045 

 
Som, A. (2016). The joint effects of regulatory focus and argument strength of 

product related information on choice behaviour. Australasian Marketing 
Journal, 24(3), 226–237. https://doi.org/10.1016/j.ausmj.2016.07.001 

 
Tanuwijaya, W., Tandrayuwana, S., & Aprilia, A. (2022). Pengaruh Inovasi 

Produk Inovasi Produk terhadap Minat Beli Minuman Kopi melalui 
Motivasi sebagai Variabel Moderasi Generasi Z di Kota Surabaya. Jurnal 
Manajemen Perhotelan, 8(1). 

 
van Ackere, A., & Larsen, E. R. (2025). Modelling and understanding 

regulatory fit. Energy Systems. https://doi.org/10.1007/s12667-025-
00722-x 

 
Vrachioli, M., & Stefanou, S. E. (2021). Water’s Contribution to Agricultural 

Productivity over Space. Springer Proceedings in Business and 
Economics, 103–123. https://doi.org/10.1007/978-3-030-47106-4_5 

 
Widyarsih, A. R., Cahaya, Y. F., & Chairul, A. G. (2023). The Influence of 

Brand Image, Viral Marketing, and Product Quality on Purchase 
Intention. Adpebi International Journal of Multidisciplinary Sciences, 
2(1), 102–109. 



 

249 Jurnal Ekonomi Pendidikan dan Kewirausahaan, Vol. 13. No. 2, 2025 
DOI: 10.26740/jepk.v13n2.p227-249 

 
Yildiz, S. (2018). The Impact of Eco-Innovation on Brand Image and 

Purchase Intention: An Application on White Goods Use. 3rd 
International Congress on Political, Economic and Social Studies 
(ICPESS), 2(4). 

 
Zikrina, M. N., Kazama, S., Sawangjang, B., & Takizawa, S. (2024). Filling 

Discrepancies between Consumer Perception and Actual Piped Water 
Quality to Promote the Potable Use of the Municipal Water Supply in 
Indonesia. Sustainability (Switzerland), 16(16). 
https://doi.org/10.3390/su16167082 

 
 

 
 
 
 
 
 
 
 

https://journal.unesa.ac.id/index.php/jepk/index
https://journal.unesa.ac.id/index.php/jepk/issue/archive

