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Abstract The high consumption of coffee and the phenomenon of changes in people's lifestyles support coffee shop
business opportunities. "Sekopi" is one of the well-known coffee shops in Denpasar City. The aim of this research
is to explain the influence of promotions via social media on purchase intentions with brand awareness as a
mediating variable. Data was collected through a survey of 100 coffee lover respondents in Denpasar City who
had never purchased products at the "Sekopi" coffee shop. The analysis techniques used are path analysis and
Sobel test. The research results show that promotion via social media has a positive and significant effect on
purchase intention; promotion via social media has a positive and significant effect on brand awareness, brand
awareness has a positive and significant effect on purchase intention, Brand awareness is able to mediate the
influence of promotions via social media on purchase intentions. The results of this research have implications for
the management of the "Sekopi" coffee outlet that to increase purchasing intentions, consumer brand awareness
should be increased by first increasing promotions via social media.
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1. INTRODUCTION

Coffee is one of the drinks that is loved and needed by almost all people in the world
today. In Indonesia, sipping a cup of coffee is a tradition or culture when having a family
gathering, or when relaxing with relatives. Along with the development of the times, coffee is
not only a tradition, but has become a lifestyle Indonesian society. Changes in people's
lifestyles are now shown by the increasing number of coffee fans or consumers, from young
people to old people.

Snapcart survey data in 2023 explains that out of 4,538 respondents, 79 percent of
them are coffee lovers. The survey stated that respondents consume at least 1 (one) cup of
coffee per day (Snapcart, 2023).

The high consumption of coffee and supported by changes in people's lifestyles today
is certainly an encouragement for the emergence of coffee shop businesses. in Indonesia,
especially in Denpasar City. Coffee shops become one of the businesses that has the potential
to gain big profits, considering the very strong coffee drinking culture in Indonesia. This is
proven by the increasing number of coffee shops that have emerged. in every corner of the city.
The existence of coffee shops in Denpasar City can be found in close proximity . People now
tend to choose coffee shops as one of their places from just gathering to becoming a space to
work. The types of coffee products offered range from ready-to-drink coffee to coffee bean and

ground coffee products. Now the products offered are not only coffee, but also several new
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variation menus accompanied by comfortable services and facilities so that they are hunted by
consumers.

"Sekopi" is one of the coffee shops that is quite well-known among coffee consumers,
especially in Denpasar City. This coffee shop has been established since 2019 and until April
2024 has 2 outlets located on Jalan Tukad Balian and Jalan Bypass Ngurah Rai, Denpasar. The
products offered are not only coffee as the main menu, but also several food and beverage
products with distinctive characteristics them. “Sekopi” also provides free wifi facilities to
visitors. The price of the coffee menu offered ranges from IDR 12,000 to IDR 22,000. It is
undeniable that this is able to attract the attention and intention of consumers to visit this coffee
shop as one of the choices of places to just hang out or even a space to work. This coffee shop
is quite well-known among young people and coffee lovers, moreover the “Sekopi” coffee shop
has utilized the digital platform as a promotional medium, one of which is by utilizing the
Instagram social media . “Sekopi” introduces products and offers to potential consumers
through social media accounts.

The phenomenon of the emergence of coffee shops that is increasing day by day, of
course, creates tight competition for business actors. This triggers business actors to carry out
promotions that aim to attract the attention and intention of consumers to decide to buy the
products offered. One of the efforts made is through promotion through social media. The ease
of technology allows anyone to access all information quickly anywhere and anytime. This
phenomenon has an impact on companies to be able to develop their businesses dynamically
and has an impact on tight competition between businesses. For companies, the use of the
internet can help companies exploit marketing opportunities. Utilizing the internet as a digital
marketing channel allows a company to introduce their products and services and even reach
wider consumers.

Social media is a means for companies to share text, images, audio, and video with
others and with the company, and vice versa. Social media allows marketers to build a public
voice and presence online . Social media is a medium for companies to carry out other
communication activities and encourages a company to innovate and always be relevant
(Kotler & Keller, 2021:400).

Data recorded by Data Reportal as of January 2023 shows that social media users in
Indonesia as of January 2023 were recorded at 167 million people or 60.4 percent of the total
population in Indonesia. The data states that social media is one of the tools for people to search

and exchange information. The coffee shop "Sekopi" also uses social media as one of the media
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in promoting its products. The use of social media by the coffee shop "Sekopi" does not seem
to be optimal compared to competitors in similar fields.

The results of promotional observations conducted on social media of several coffee
shops in Denpasar City show that the “Sekopi” coffee shop has a less routine habit of uploading
content on social media accounts compared to their competitors. The “Sekopi” coffee shop has
not been able to gain attention from potential consumers. This is supported by the results of a
limited survey of 50 coffee lovers in Denpasar City who have never visited the “Sekopi” coffee
shop. The survey was conducted at the end of March 2024 and the results are presented in Table
l.

Table 1Limited Survey Results

Respondents' Answers Percentage (%)
No Question
Yes No Total Yes No
1 Do you often see social media promoting coffee
48 2 50 96% 4%
shops?
2 Do you often pay attention to promotions carried out
32 16 48 67% 33%
by the coffee shop “Sekopi” via social media?
3 Do you know the types of products offered by the
) 12 36 48 25% 75%
“Sekopi” coffee outlet?
4 After knowing about the Sekopi brand coffee shop,
do you have any intention to buy products from the 12 36 48 25% 75%

Sekopi brand coffee shop?

Source: processed data, 2024

Based on the results of a limited survey in Table 1, it shows that, although most
respondents are familiar with the “Sekopi” coffee shop and know about it through promotions
carried out on social media, they have not been able to generate an optimal intention to purchase
the “Sekopi” coffee shop products.

Kotler & Keller (2016: 198) stated that purchase intention can be interpreted as a
consumer's desire to buy a brand or how likely consumers are to switch from one brand to
another. One strategy that can be done to generate consumer purchase intention is to conduct
marketing communication or promotion through social media. Several studies have shown that
promotion through social media has a positive effect on consumer purchase intention (Irhamni
& Arifin, 2021; Rojikun, 2022; and Octavia, 2022). Conversely, several other studies have
shown that promotion through social media does not have a significant effect on purchase
intention (Krisdayanti & Fatmayati, 2022; and Utami, et al., 2021). The difference in research

results creates a research gap that there is an inconsistency in the influence of promotion
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through social media on purchase intention. Based on the gap in previous research, an initiative
arose to conduct further research by adding a mediating variable, namely brand awareness.

The emergence of many alternatives to the availability of products or services, makes
consumers tend to choose products that are better known both in terms of brand name and the
quality of the products or services provided. In this case, one important factor that can influence
the emergence of consumer purchasing intention is brand awareness . Social media is important
in broader and more complete sales, service, communication, and marketing strategies and
reflects and adapts to the market and the people who respond to it (Upadana & Pramudana,
2020). The increasingly tight business competition, making promotion through social media as
one of the marketing strategies implemented must also be attractive and creative in building
brand awareness . A well-known product brand can make consumers feel safe because they
avoid risks that are detrimental to consumers. Companies must approach consumers as an effort
to build brand awareness in the minds of their consumers, so that consumers can easily
recognize a product brand among other brands.

Brand awareness reflects the ability of potential consumers to recognize and recall a
brand as part of a particular product category (Krisyanti & Rahanatha, 2019). Brands are one
of the considerations for potential consumers to meet their needs. Potential consumers tend to
choose products with more well-known brands than other brands in similar product categories.
The coffee shop "Sekopi" has not been able to build good brand awareness . The results of
observations of the coffee shop's social media show information that there is an imbalance seen
from how consumers give impressions and messages after visiting the coffee shop, both
through comments on social media content uploads, to uploading content about the coffee shop.

The results of the study show that promotion through social media has a positive and
significant influence on brand awareness (Fadhila & Mustikasari, 2020; and Semuel &
Setiawan, 2018) . In other words, the more promotion through social media increases, the more
brand awareness among consumers increases. On the other hand, there are research results that
show that there is a significant relationship between brand awareness and purchase intention
(Nikmatulloh & Wijayanto, 2021; Aulia & Aquinia, 2023; Sari, et al. (2021); Banurea &
Seminari (2020); and Krisyanti & Rahanatha, 2019). Based on the explanation above, this study
discusses the relationship between promotion through social media in an effort to build brand
awareness and its impact on purchase intention at the "Sekopi" coffee shop.

This study aims to test and explain the influence of promotion through social media

and brand awareness on purchase intention, promotion through social media on brand
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awareness , and the role of brand awareness in mediating promotion through social media and
purchase intention. Based on literature searches and previous research results, four hypotheses
are formulated, namely: (1) Promotion through social media has a positive and significant
effect on purchase intention ; (2) Promotion through social media has a positive and significant
effect on brand awareness ; (3) Brand awareness has a positive and significant effect on
purchase intention ; and (4) Brand awareness is able to mediate the influence of promotion

through social media on purchase intention.

2. RESEARCH METHODS

The research design used in this study is explanatory. The study was conducted in
Denpasar City by observing the tendency of people visiting coffee shops to gather or do other
activities. This study aims to test and explain the relationship between promotion through social
media in an effort to build brand awareness and its impact on purchasing intentions at the
“Sekopi” coffee shop.

The research variables include independent variables, namely Promotion through
social media, dependent variables, namely Purchase intention, and mediating variables, namely
Brand awareness. Promotion through social media is defined as the assessment of coffee lovers
in Denpasar City towards promotional activities carried out by the "Sekopi" coffee shop
through its social media. Purchase intention is defined as the behavior of coffee lovers in
Denpasar City that appears after receiving stimuli that are seen and arise from the tendency of
prospective consumers who have a strong desire to try, buy, and have products from the
"Sekopi" coffee shop. Brand awareness is defined as the ability of prospective consumers to
recognize and recall the "Sekopi" coffee shop brand.

The population in this study were coffee consumers or coffee lovers in Denpasar City,
whose number is unknown. The sample was determined purposively with a size of 100 coffee
lovers. This sample size has met the maximum number of formulas 5-10 times the number of
variable indicators as many as 10 indicators. Data were collected through an online survey and
then processed using descriptive statistical analysis and inferential statistics in the form of path

analysis and sobel test assisted by SPSS software.

3. RESULTS AND DISCUSSION

Descriptive Statistical Analysis Results
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The results of the descriptive statistical analysis show that the 100 respondents
consisted of: (1) 58 percent male and 42 percent female; (2) dominated by the age range of 20-
24 years, followed by respondents aged 15-19 years; (3) Most of them were students; and (4)
respondents had incomes dominated in the range of < Rp. 1,000,000. The results of the
description of respondents' answers to the research variable indicator items show that
Promotion through social media is considered interesting (score 3.98); Brand awareness is
considered good (score 3.88); and Purchase intention is considered high (score 3.77).
Inferential Statistical Analysis Results
1) Formulating Structural Equations

Structural equation 1
M=B,X+e
M=0.618 X+ e 1

Structural equation 2
Y=B1X+PB3Mt+er
Y=0.357X+0.434M+ ¢ »
Information:

Y = Purchase intention

X = Promotion through social media
M = Brand awareness

Table 1. Structural Analysis Results 1

Standardized t Sig.
Model Unstandardized Coefficients Coefficients
B Std. Error Beta
(Constant) 5.026 0.874 5,754 0.000
Promotion  through 0416 0.053 0.618 7,791 0.000

social media

R2: 0.382

Source: Data processed in 2024
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Table 2. Structural Analysis Results 2

Unstandardized Standardized t Sig.
Model Coefficients Coefficients
B Std. Error Beta
(Constant) 1,270 1,024 1,240  0.218
Promotion through social media 0.272 0.069 0.357 3.945 0.000
Brand awareness 0.491 0.102 0.434 4,791 0.000

R2: 0.508

Source: Data processed in 2024

2) Performing classical assumption tests

A regression model is said to be a good model if the model is free from classical
statistical assumptions in the form of normality tests, multicollinearity tests and
heteroscedasticity tests.
(1) Normality Test

Normality testing in this study was conducted using One-Sample Kolmogorov-
Smirnov analysis , namely by dividing the Kolmogorov-Smirnov count with the Kolmogorov-
Smirnov table. The results of the One-Sample Kolmogorov-Smirnov test are shown in Table 3
as follows:

Table 3. Normality Test ( One-Sample Kolmogorov-Smirnov )

Asymp. Sig. (2-tailed)

Equality
Kolmogorov-Smirnov
Structural 1 0.053
Structural 2 0.200

Source: Processed data, 2024

The results of the normality test as in Table 3 show that the Asymp.Sig (2-tailed)
Kolmogorov-Smirnov results are greater than the alpha value of 0.05, this indicates that the data
used in this study is normally distributed, so it can be concluded that the regression model
meets the normality assumption.
(2) Multicollinearity Test

Multicollinearity testing is done by analyzing the folerance value and VIF value. The
tolerance value and VIF value are used to measure the variability of independent variables or
the relationship between independent variables, if the folerance value is less than 0.10 or the
VIF value is more than 10, it indicates multicollinearity. The results of this test presented in

Table 4 show that there are no variables that have a folerance value of less than 0.10 and a VIF
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value of more than 10. Therefore, the regression model is free from multicollinearity
symptoms.

Table 4. Multicollinearity Test ( Tolerance and Variance Inflation Factor)

Collinearity statistics

Model
tolerance VIF
Promotion through social media ,618 1,619
Structural 2
Brand awareness ,618 1,619

Source: Processed data, 2024
(3) Heteroscedasticity Test
Heteroscedasticity testing is done using the glejser method. If there are independent
variables that significantly affect the absolute residual, then heteroscedasticity occurs in this
regression model. Table 5 shows that each model has a significant value of more than 0.05,
meaning that the independent variables used in this study do not significantly affect the absolute
residual, the structural equation is free from heteroscedasticity symptoms.

Table 5. Heteroscedasticity Test (Glejser Test)

Equality Model t Sig.
Structural 1 Promotion through social media -0.769 0.443
Promotion through social media 1,930 0.057

Structural 2
Brand awareness -1,605 0.112

Source: Processed data, 2024

3) Path coefficient diagram form

0,701

Niat Beli (Y)

Promosi Melalui
Media Sosial (X)

Brand Awareness
M)

o

(1) Direct influence
a) The influence of promotion through social media on purchase intention by 0.357
b) The influence of promotion through social media on brand awareness is 0.618
c) The influence of brand awareness on purchase intention of 0.434.

(2) Indirect influence
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Indirect influence occurs when there is another variable that mediates the relationship
between the two variables. Indirect influence promotion through social media on
Purchase Intention with Brand Awareness mediation of 0.618 x 0.434 = 0.268.
(3) Total influence
To understand the total influence, this can be done by adding the direct influence of
promotion via social media on purchase intention. of 0.357 and the indirect influence
of promotion through social media on purchase intention through brand awareness of
0.268, so the total influence result is 0.357+0.268=0.625
4) Testing the value of the coefficient of determination (R2 ) and the error variable (e)
In this test, the value of each determination coefficient for structural 1 and structural
2 is seen as well as the value of each error variable in each structural with the aim of compiling
the final path diagram model. The following are the results of calculating the error variable

value in each structural.
ei=/1-R?
e1=+/1— R,*=1—0,382=0.786
e>=+/1— R,>=4/1—0,508=0.701

In calculating the influence of error (e), the results obtained for the influence of
structural error 1 (e 1) are 0.786 and the influence of structural error 2 (e 2) is 0.701. Next, the
total determination coefficient will be calculated as follows:

R2 =1-(e1)?(e2)?
=1-(0.786) 2(0.701) 2
=1-(0.618) (0.492)
=1-0.304=0.696

The total determination coefficient value obtained was 0.696, meaning that 69.6% of
the variation in the purchase intention variable at the "Sekopi" coffee shop in Denpasar City
was explained by the promotion variable through social media directly or indirectly through
brand awareness , while the remaining 30.4% was explained by other factors not included in
the research model.

5) Testing Hypothesis 1 -3

Based on the results of data processing in Tables 1 and 2, the following hypothesis test

results were obtained.

1) Influence promotion through social media on purchase intention
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The results show that the significance coefficient value is 0.000 or <0.05 so it can
be concluded that promotion through social media has a significant positive effect on
purchase intention . This result means that the more attractive the promotion through social
media of the "Sekopi" coffee shop in Denpasar City is, the higher the purchase intention
at the "Sekopi" coffee shop in Denpasar City.

2) The influence of promotion through social media on brand awareness

The results show that the significance coefficient value is 0.000 or <0.05 so it can be
concluded that promotion through social media has a significant positive effect on brand
awareness . This result means that the more attractive the promotion through social media
of the "Sekopi" coffee shop in Denpasar City is, the higher the brand awareness of the
"Sekopi" coffee shop in Denpasar City.

3) Influence brand awareness on purchase intention

The results show that the significance coefficient value is 0.000 or <0.05 so it can be
concluded that brand awareness has a significant positive influence on purchase intention
. This shows that brand awareness is getting higher at the “Sekopi” coffee shop, the
purchase intention at the “Sekopi” coffee shop in Denpasar City will increase.

6) Summarizing and Concluding

Table 6 presents a summary of the direct and indirect influences between research
variables.

Table 6. Direct Influence, Indirect Influence of Promotion through

social media (X), towards brand awareness (M) and purchase intention (Y).

Influence of Direct Indirect Total Std. Sig. Results
variables influence influence Influence Error
through M
X-Y 0.357 0.268 0.625 0.069 0,000 Significant
X-M 0.618 0.618 0.053 0,000 Significant
M—-Y 0.434 0.434 0.102 0,000 Significant

Source: Data processed in 2024
Table 6 shows the summary results of the values of each direct and indirect influence
path between variables and the error values in each structural equation. The following describes
the meaning of the values in Table 6 .
a) The influence of promotion through social media on purchase intention
The influence of promotion through social media on purchase intention shows a direct

influence of 0.357 and a significance of 0.000. This is in accordance with the results of the
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hypothesis test that the promotion variable through social media has a significant positive
effect on purchase intention.

b) The influence of promotion through social media on brand awareness
The influence of promotion through social media on showing a direct influence of 0.618 and
a significance of 0.000. This is in accordance with the results of the hypothesis test that the
variable of promotion through social media has a positive and significant effect on brand
awareness.

c¢) The influence of brand awareness on purchase intention
The influence of brand awareness on purchase intention shows a direct influence of 0.434
and a significance value of 0.000. This is in accordance with the results of the hypothesis
test that the brand awareness variable has a positive and significant effect on purchase
intention.

d) The role of brand awareness in mediating the influence of promotion through social media
on purchase intention
The role of brand awareness in mediating the influence of promotion through social media

on purchase intention shows a result of 0.625.

7) Testing Hypothesis 4 with the Sobel Test

The Sobel test is used to test the role of brand awareness in mediating the influence
of social media promotion on purchase intention. Table 6 presents a summary of the indirect
influence of social media promotion (X) on purchase intention (Y) which shows a significant

influence. This result is reinforced by the calculation of the Sobel test as follows.

g a
Information :

a=0.618

S2=0.053

b =0.434

Sv=0.102

;- 0,618.0,434
J/(0,43420,0532) + (0, 61820, 1022) + (0, 05320, 1022)
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0,268

0,067
7 =3.984

The mediation hypothesis test based on the results of the Sobel Test obtained a Z
coefficient of 3.984, which if the Z coefficient > 1.96 then HO js rejected and Ha ;s accepted.
This result means that the brand awareness variable is a mediating variable of the influence of
promotion through social media on purchase intentions at the “Sekopi” coffee shop in Denpasar
City , so the fourth hypothesis in this study is accepted.

Discussion of Research Results
The influence of promotion through social media on purchase intention at the "Sekopi"
coffee shop in Denpasar City

The first hypothesis test in this study shows that promotion through social media has
a positive and significant effect on purchase intention. This means that the more attractive the
promotion through social media carried out by the coffee shop "Sekopi" is, the higher the
purchase intention . coffee lovers in Denpasar City will increase. This result is supported by
the description of respondents’ assessment of the research variables which show that
respondents consider promotions carried out through social media to be in the attractive
category and the purchase intention of coffee lovers is also in the high category.

Social media is an important part of a broader and more complete sales, service,
communication, and marketing strategy that reflects and adapts to the market and the people
who respond to it (Upadana & Pramudana, 2020). The existence of social media utilized by
business actors creates many alternatives provided to consumers, thus influencing consumer
behavior in generating Purchase Intention. When connected with the hierarchy-of-effects-
model, then with the existence of social media promotions that can be used to display products
or services in an attractive and relevant manner, content that shows the benefits and advantages
of the product. This can encourage consumers to find out more about the product and see
positive reviews from other users so that it can trigger interest and convince consumers to
consider buying the product. The results of this study are in line with research conducted by
Irhamni & Arifin (2021); Rojikun (2022); and Octavia (2022) that promotions through social
media have a significant positive influence on consumer purchase intentions.

The influence of promotion through social media on brand awareness at the '"Sekopi"

coffee shop in Denpasar City
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The second hypothesis test in this study shows that promotion through social media
has a positive and significant influence on brand awareness . This means that it is increasingly
attractive Promotion through social media carried out by the coffee shop "Sekopi" has
increased brand awareness. at the “Sekopi” coffee shop in Denpasar City . This result is
supported by the description of the respondents' assessment of the research variables which
show that respondents consider the promotion carried out through social media to be good and
the brand awareness of the “Sekopi” coffee shop is also in the good category.

The increasingly tight business competition makes promotion through social media as
one of the marketing strategies that must be implemented interesting and creative in building
brand awareness . Social media can increase brand awareness by reaching a wide audience and
targeting certain demographic groups. When associated with the hierarchy-of-effects-model
theory , the presence of interesting and informative content, such as advertisements, videos,
and infographics, can attract consumers' attention and introduce the brand to consumers.
Interaction with users through comments and reviews can build relationships and increase
brand attachment so that brand awareness owned by consumers will increase. The results of
this study are in line with research conducted by Suhada, et al. (2024); Fadhila & Mustikasari
(2020); and Semuel & Setiawan (2018) that promotion through social media has a positive and
significant influence on brand awareness.

The influence of brand awareness on purchase intention at the “Sekopi” coffee shop in
Denpasar City

Testing the third hypothesis in this study shows that brand awareness has a positive
and significant influence on purchase intention. This means that if the brand awareness of the
coffee shop "Sekopi" increases , then the level of purchase intention of coffee lovers in
Denpasar City will be higher. This result is supported by the description of the respondents'
assessment of the research variables which shows that respondents consider brand awareness
to be in the high category and the purchase intention of coffee lovers is also in the high category.

Brand awareness reflects the ability of potential consumers to recognize and recall a
brand as part of a particular product category (Krisyanti & Rahanatha, 2019). One important
factor that can influence the emergence of consumer purchasing intentions is brand awareness.
If it is connected to the hierarchy-of-effects-model , then the existence of brand awareness
ensures that consumers know and remember a product's brand when consumers want to look
for the product offered. The higher the brand awareness , the more likely consumers are to

consider buying the product. The results of this study are in line with research conducted by
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Nikmatulloh & Wijayanto (2021), research by Adriano & Cahyaningratri (2022), Sari, et al.
(2021), Banurea & Seminari (2020), and research by Krisyanti & Rahanatha (2019) that there
is a positive and significant influence of brand awareness on purchase intention.

The role of brand awareness in mediating the influence of promotion through social media
on purchase intention at the "Sekopi" coffee shop in Denpasar City

Testing the fourth hypothesis in this study shows that promotion via social media has
an effect on purchase intentions. at the coffee shop "Sekopi" in Denpasar City with brand
awareness mediation . This means that the more attractive the promotion through social media
of the coffee shop "Sekopi" in Denpasar City, the higher the brand awareness will be, and the
increase in brand awareness will create high purchasing intentions among coffee lovers in
Denpasar City. This is supported by the description of the respondents' assessment of the
promotion variables through social media and brand awareness including the high category
and the purchasing intentions of coffee lovers which are included in the high category.

Social media is an important part of a broader and more complete sales, service,
communication, and marketing strategy that reflects and adapts to the market and the people
who respond to it (Upadana & Pramudana, 2020). The increasingly tight business competition
makes promotion through social media as one of the marketing strategies that must be
implemented and must be attractive and creative in building brand awareness . Brand
awareness reflects the ability of potential consumers to recognize and remember a brand as
part of a certain product category (Krisyanti & Rahanatha, 2019). One important factor that
can influence the emergence of consumer purchase intention is brand awareness . Social media
promotion can be an effective tool to increase consumer purchase intention if done with the
right strategy. By understanding the hierarchy of effects model and applying it in social media,
it can increase brand awareness and build consumer interest, as well as encourage purchasing
decisions made by consumers.

The results of this study are in line with research conducted by Semuel & Setiawan
(2018) that promotion through social media has a positive and significant influence on purchase
intention , and brand awareness from consumers can generate consumer purchase intention.
The mediating role of brand awareness means that good promotion through social media
carried out by the "Sekopi" coffee shop can directly cause purchase intention of coffee lovers
in Denpasar City and at the same time good promotion through social media first causes good
brand awareness so that in the end it can increase consumer purchase intention towards the

"Sekopi" coffee shop.
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4. CONCLUSION AND SUGGESTIONS

Based on the results of the research discussion obtained, it can be concluded that: (1)
Promotion through social media has a positive and significant effect on purchasing intentions,
meaning that the more attractive the promotion via social media carried out by the "Sekopi"
coffee shop, the higher the purchasing intentions of coffee-loving consumers in Denpasar City
towards the products offered by the coffee shop; (2) Promotion via social media has a positive
and significant influence on brand awareness , meaning that the more attractive the promotion
via social media carried out by the "Sekopi" coffee shop, the higher the brand awareness of the
coffee shop; (3) Brand awareness has a positive and significant effect on purchase intention,
meaning that the higher the brand awareness at the "Sekopi" coffee outlet in Denpasar City,
the higher the purchase intention of coffee-loving consumers in Denpasar City at the coffee
outlet ; and (4) Brand awareness is a partial mediation variable in this study, meaning that if
promotions through social media are more attractive, brand awareness will increase and then
increase purchase intention at the "Sekopi" coffee outlet in Denpasar City.

It is suggested to the management that if they want to increase purchase intention, they
should pay more attention to promotion through social media and brand awareness . For the
next researchers, it is suggested to examine other variables that can affect purchase intention

and expand the scope of the research.
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