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ABSTRAK

Bisnis Coffee Shop sudah sangat menjamur di Indonesia khususnya di Kota
Bandung. Untuk itu Coffee Shop memiliki strategi yang berbeda-beda dalam
melakukan aktivitas mereka. Penelitian ini bertujuan untuk mengetahui pengaruh dari
event marketing dan pemasaran media sosial pada Niat Beli dengan sikap merek dan
kesadaran merek sebagai mediasi di Goutte parc Bandung. Responden yang digunakan
dalam penelitian ini adalah masyarakat Bandung yang pernah melihat pemasaran
media sosial dan Eventyang diselenggarkaan oleh Goutte parc dan menggunakan
kuisioner untuk mengumpulkan data.

Penelitian ini menggunakan metode kuantitatif dengan teknik analisis Partial Least
Square (PLS). Berdasarkan hasil penelitian, menunjukan bahwa terdapat pengaruh
signifikan antara event marketing terhadap Niat beli. Hasil penelitian pun menunjukan
bahwa terhadapat pengaruh signifikan antara event marketing dan kesadaran merek.
Penlitian ini pun menunjukan bahwa pemasaran media sosial memiliki pengaruh
signifikan terhadap kesadaran merek dan sikap merek. Kesadaran merek dan sikap
merek pun memiliki hubungan signifikan. Selanjutnya, kesadaran merek dan sikap
merek pun memiliki pengaruh signifikan terhadap Niat Beli.

Kata Kunci: Coffee shop, event marketing, pemasaran media sosial, sikap merek,
kesadaran merek, Niat Beli
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ABSTRACT

The Coffee Shop business are business that already exist a lot in Indonesia, especially
in the city of Bandung. For this reason, Coffee Shops have different strategies in
carrying out their activities. This study aims to determine the effect of event marketing
and social media marketing on purchase intention with brand attitude and brand
awareness as mediation at Goutte parc Bandung. The respondents used in this study
were the people of Bandung who had seen social media marketing and events
organized by Goutte parc and used questionnaires to collect data.

This research uses quantitative method with Partial Least Square (PLS) analysis
technique. Based on the results of the study, it shows that there is a significant influence
between event marketing on purchase intentions. The results also show that there is a
significant effect between event marketing and brand awareness. This study also shows
that social media marketing has a significant influence on brand awareness and brand
attitudes. Brand awareness and brand attitude also have a significant relationship.
Furthermore, brand awareness and brand attitude also have a significant influence on
purchase intention.

Keywords: Coffee shop, event marketing, social media marketing, brand attitude,
brand awareness, purchase intention
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