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This study aims to determine and analyze the influence of social media and store 
atmosphere on purchase intention at the Damandiri cafe in Selo, Boyolali Regency. 
This type of research is quantitative research using a conclusive classification: data 
collection techniques using non-probability sampling classification and judgmental 
techniques. The number of samples used in this study was as many as 100 
respondents who knew and had accessed the Instagram account of Damandiri café. 
The analysis technique uses multiple linear regression analysis with the SPSS version 
25 program. The results show that social media positively and significantly affect 
purchase intention at Damandiri cafe in Selo, Boyolali.  There is a significant influence 
of the store atmosphere has a positive and significant effect on the purchase intention 
of a Damandiri café in Selo, Boyolali. Café Damandiri is expected to be able to design 
outlets in such a way as to increase customer convenience with a positive store 
atmosphere. In addition, it is expected to consider the social media to increase 
consumer purchase intention. Further research can use newer variables such as 
convenience, promotion, or service quality. 
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Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh media sosial 
dan store atmosphere terhadap niat beli pada kafe Damandiri Selo Kabupaten 
Boyolali. Jenis penelitian ini adalah penelitian kuantitatif dengan menggunakan 
klasifikasi konklusif: teknik pengumpulan data menggunakan klasifikasi non-
probability sampling dan teknik judgemental. Jumlah sampel yang digunakan dalam 
penelitian ini adalah sebanyak 100 responden yang mengetahui dan pernah 
mengakses akun Instagram café Damandiri. Teknik analisis menggunakan analisis 
regresi linier berganda dengan program SPSS versi 25. Hasil penelitian menunjukkan 
bahwa media sosial berpengaruh positif dan signifikan terhadap niat beli pada kafe 
Damandiri Selo, Boyolali. Terdapat pengaruh signifikan store atmosphere 
berpengaruh positif dan signifikan terhadap niat beli kafe Damandiri di Selo Boyolali. 
Café Damandiri diharapkan mampu mendesain gerai sedemikian rupa untuk 
meningkatkan kenyamanan pelanggan dengan store atmosphere yang positif. Selain 
itu, diharapkan dapat mempertimbangkan media sosial untuk meningkatkan minat 
beli konsumen. Penelitian selanjutnya dapat menggunakan variabel yang lebih baru 
seperti kenyamanan, promosi, atau kualitas layanan. 
 

I. INTRODUCTION 

Social media is a term that is not only a variety 
of new media platforms, but also meanssystem-
based inclusion such as friendfeed, twitter, 
facebook, and others. Usually calledWith social 
networks such as Instagram, WhatsApp, Line, 
Facebook, and Twitter the goal isso that various 
media platforms have a social component as well 
as public communication (Hopkins, 2008). The 
object of this research has Instagram social 
media as a means of promoting the products 
offered to consumers and also as a means of 
information to consumers about activities that 
carried out by the business owner. Instagram 
accounts owned by the object of this research 

are: @waroengdamandiri. Instagram from Cafe 
Damandiri is commonly used to promote 
products,posting ongoing activities and also 
providing information about the location in the 
form of location based services or google maps 
(instagram.com/waroengdamandiri, 2022). 

According to Sagala (2016), many culinary 
industries use Instagram to maximize per-
formance by communicating its products. 
Changes in the lifestyle of today's society that 
leading to mobile working has resulted in 
business people, especially in the culinary field 
do not always have to promote products or 
services traditionally, but can use social media as 
a means of promotion. Because in the digital age, 
individuals from all over the world can 
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connected. Alversia (2019) explains that one of 
the reasons cafes are becoming more and more 
popular is when This is because the proliferation 
of the internet has helped many businesses to 
attract potential consumers from traditional 
online channels. Store atmosphere is an activity 
to design an attractive store area to create an 
impression to consumers. by communicating 
visually, color, lighting, music andaroma (Tiara, 
2012). According to Turley & Ronald (2000), the 
store environment can influence consumers 
while in the room and influence consumers to 
make decisions purchase. Utami (2008: 217), 
describes store atmosphere, namely physical 
components, such as: architecture, layout 
(display), color, lighting, temperature, music, and 
purposeful aroma to form emotional responses 
and consumer perceptions in order to make 
decisions purchase. However, Orth & Crouch 
(2014) stated that in-store display had a negative 
impact on intention consumer buying. The 
research was conducted with the aim of review-
ing and reviewing the influence of encourage 
consumers' purchase intentions at coffee shops, 
especially at the Damandiri Cafe in the city of 
Selo Boyolali. By knowing how significant the 
digital marketing factor, location, and store is 
atmosphere of the intention to buy at the coffee 
shop, will help businessmen in determining 
strategy future business ventures. 

 
II. METHOD 

The type of research conducted is quantitative 
research. Research design with classification 
conclusive. The criteria for respondents in the 
study are consumers with an age range of 17 
years and over, know the existence of the 
Damandiri and have accessed the Cafe Friends 
instagram account be healthy. The sampling 
technique uses non-probability. Measurement 
scale used in this research questionnaire is a 
Likert scale, using a scale range of 1-5 with 
statement strongly disagree to strongly agree. 
Data were analyzed using regression multiple 
linearity with SPSS program version 25. 

 
III. RESULT AND DISCUSSION 

1. The Effect of Social Media on Purchase 
Intention.  

The results of the study indicate that social 
media has an influence on purchase intention 
and purchase intention significant. This means 
that if social media increases, then purchase 
intention will also increase. because it's 
wrong. One factor that influences purchase 

intention is social media. The instagram 
account owned by the object. This research is 
@woroengdamandiri. Instagram from the 
Damandiri cafe is commonly used for pro-
moting products, posting ongoing activities at 
this cafe and this instagram café also provides 
information about the location in the form of 
location based services or google maps. Abzari 
et.al (2014) stated that there was a positive 
influence of social media on purchase 
intention significantly. The results of this 
study are in accordance with the first 
hypothesis, namely "social media". Significant 
effect on purchase intention”, the first hypo-
thesis is accepted. Yi (2014), indicates that 
social media is directly dominant and 
significant to purchase intention. According 
toSmith et al. (2008) social media has an effect 
on the purchasing decision-making process. 
Stephen & Galak (2009), also stated that there 
was a positive and significant influence of the 
media social on purchase intention. Respon-
dents are students who have an age range of 
21-25 years which dominate inthis research. 
Consumers at this age tend to be more active 
in accessing social media and use social media 
to see reviews of new cafes that are insta-
gramable for visited. 

  
2. The Effect of Store Atmophere on Purchase 

Intention. 
The results of the study prove that there is 

a positive influence of store atmosphere on 
purchase intentionsignificant. At the Teman 
Sehati cafe, there is musical accompaniment 
from an acoustic group to accompany 
consumersenjoy the coffee that has been 
ordered, and is equipped with a special wall 
that says "Damandiri" as a photo spot for 
consumers who want to capture moments 
with friends or couple. This can increase the 
attractiveness of consumers to make pur-
chases at the cafe Healthy Friends. This is in 
accordance with the results of research by 
Levy & Weitz (2001) which proves the 
atmospherestores can influence consumer 
behavior. The results of this study also 
support Mathur et.al (2014) that the value of 
the store atmosphere is increasing The higher 
the purchase intention, the higher the 
purchase intention. Suprina et.al (2020), 
stated the atmosphere of the cafe affect 
buying interest. According to Turley & Ronald 
(2000), store atmosphere can influence 
consumers when they are indoors and 
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stimulated to make a purchase. Utami (2008: 
217) states that store atmosphere is a 
combination of physical structures, such as 
layout (display), architecture, lighting, color, 
temperature, rhythm, and fragrances that aim 
to influence consumers in making purchases. 
Respondents with the status of students aged 
21-25 tend to have purchase intentions for 
visit a place to enjoy processed coffee that has 
the right music and look for new instag-
ramable photo spots. The many routines that 
make you tired also make a cafe be one of the 
choices of visits. 
 

IV. CONCLUSIONS AND SUGGESTIONS 
A. Conclusions 

Social media has a positive and significant 
effect on purchase intention at the Damandiri 
cafe in Selo Boyolali. There is a significant 
influence of store atmosphere and has a 
positive and significant effect on the purchase 
intention of the Damandiri cafe in Selo 
Boyolali. Subsequent research should use 
other independent variables outside of 
variables used in this study. Other suggested 
variables are convenience, promotion, or 
service quality. The limitation of this study is 
that the distribution of the questionnaire is 
only conducted online and does not provide 
an open questionnaire so that the discussion 
about the social media and store atmosphere 
is less deep. Further research can use the 
variable newer ones such as convenience, 
promotion, or service quality, as well as using 
objects other than Damandiri cafe. 

 
B. Suggestions 

This related discussion is still very limited 
and requires a lot of input, the suggestion for 
the next writer is to study more deeply and 
comprehensively about The Effect of Store 
Atmosphere and  Social Media Marketing on 
Purchase Decisions on Consumers of the 
Damandiri Café. 

 
REFFERENCES 
Anggreini, Rini. (2016). Perkembangan Teknologi 

Digital di Indonesia 
(http://rinianggriani6.blogspot.com/2016
/12/perkembangan-teknologi-digital-tml.  

Balakrishnan, B. K., Dahnil, M. I., & Yi, W. J. 
(2014). The Impact of Social Media 
Marketing Medium toward Purchase 
Intention and Brand Loyalty among 
Generation Y. Procedia-Social and 

Behavioral Sciences, 148, 177-185. 
http://dx.doi.org/10.1016/j.sbspro.2014.0
7.032 

Catriana, Elsa (2020). Ini 3 Subsektor Ekonomi 
Kreatif yang Jadi Penyumbang Terbesar 
PDB Indonesia (https://money. kompas. 
com/read/2020/08/30/151100526/ini-3-
sub sektor-ekonomikreatif-yang-jadi-
penyumbang-terbesar-pdb-indonesia.  

Chiu, C.L., Wang, Q. ,Ho, H. C., Zhang, J., & Zhao, F. 
(2019). Metrosexual Trend In Facial Care 
Products: Analysis of Factors That 
Influence Young Chinese Men Purchasing 
Intention. Journal of Global Fashion 
Marketing, 10(4), 377-397.  

Chu, S. C., Kamal, S., & Kim, Y. (2013). 
Understanding Consumers' Responses 
toward Social Media Advertising and 
Purchase Intention toward Luxury 
Products. Journal of Global Fashion 
Marketing, 4(3), 158-174.  

Farachiyah, N., Caesariyanti, M., Octora, Y., & 
Arubusman, D. A. (2020). The Influence of 
Location and Price Fairness toward 
Purchase Intention Mediated by the 
Convenience on Soekarno-Hatta Airport 
Train. Advances in Transportation and 
Logistics Research, 3, 161-169. 

Ghifari, M. I., & Saefulloh, D. (2018, October). The 
Influence of Store Atmospheric Factors 
toward Customer Purchase Intention on 
Minimarket Industry in Bandung, 
Indonesia (Alfamart and Circle K 
Comparison). In Prosiding Industrial 
Research Workshop and National Seminar 
(Vol. 9, pp. 675-683). 

Huang,Y.F., & Dang, H. S. (2014). An Empirical 
Analysis on Purchase Intention on Coffee 
Beverage in Taiwan. European Journal of 
Business and Management, 6(36), 2222-
1905. 

Husnain,M., & Toor, A. (2017). The Impact of 
Social Network Marketing on Consumer 
Purchase Intention in Pakistan: Consumer 
Engagement As A Mediator. Asian Journal 
of Business and Accounting, 10(1), 167-
199. 

Instagram.co.id. 2022. @waroengdamandiri.  



http://Jiip.stkipyapisdompu.ac.id 

JIIP (Jurnal Ilmiah Ilmu Pendidikan) (eISSN: 2614-8854) 
Volume 5, Nomor 7, Juli 2022 (2654-2657) 

 

2657 

 

Katadata.co.id. 2020. Digitalisasi, Strategi UMKM 
Selamat dari Krisis.  

(https://katadata.co.id/katadatainsightscenter/a
nalisisdata/5f03cf11e0198/digitalisasi-
strategiumkm-selamat-dari-krisis.  

Kim, A. J., & Ko, E. (2010). Impacts of Luxury 
Fashion Brand’s Social Media Marketing on 
Customer Relationship and Purchase 
Intention. Journal of Global Fashion 
Marketing, 1(3), 164-171. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Kristiani, P., & Dharmayanti, D. (2017). Pengaruh 
Social Media Marketing terhadap Repeat 
Purchase dengan Variabel Intervening 
Perceived Service Quality dan Brand Image 
pada Industri FastFood Restaurant di 
Surabaya. Petra Business and Management 
Review, 3(1) 

Levy, Michael, & Weitz, Barton A. (2001), 
Retailing Management, Fourth edition, 
Richard D. Irwin Inc.  


