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Abstract
Coffee becomes one of the important commodities both in terms of consumption
and in terms of production. Therefore, the interaction in marketing with the
system and its activities should be able to get closer between consumers to
products and brand name of the company offered. Nowdays, urban society at this
time experiencing lifestyle changes. One of the manifestations of modern lifestyle
today is the habit of certain community groups who like to consume coffee in
coffee shops. Base on that, the purpose of this research is to identify the
characteristics of XYZ Coffee consumer, analyze the influence of brand equity,
lifestyle, and marketing mix of XYZ Coffee to consumer purchase decision, and
to formulate alternative marketing strategy based on factors influencing marketing
mix and brand equity XYZ Coffee. This research using Structural Equation
Modelling (SEM) with 271 respondent based on convenience sampling method
during the reseach time. Based on the results of the research, in order to create
strong brand equity, the management of XYZ Coffee Bogor can invest through
the improvement of several marketing mix indicators, namely price, people,
process, and physical. In the context of XYZ Coffee lifestyle focus to follow the
perception of today's consumer lifestyle that wants to improve the prestige and
image in the environment around consumers.
Keywords: Coffee Shop, Brand Equity, Marketing Mix, Lifestyle, Purchase Decision

Abstrak
Kopi merupakan salah satu komoditas yang penting baik dalam hal konsumsi
maupun produksi. Oleh karena itu, interaksi dalam pemasaran dengan sistem dan
kegiatannya harus mampu mendekatkan antara konsumen dengan produk dan
nama merek dari perusahaan yang ditawarkan. Saat ini, masyarakat urban
mengalami perubahan gaya hidup. Salah satu manifestasi gaya hidup modern saat
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ini adalah kebiasaan kelompok masyarakat tertentu yang suka mengonsumsi kopi
di kedai kopi. Berdasarkan hal tersebut, tujuan penelitian ini adalah untuk
mengidentifikasi karakteristik konsumen XYZ Coffee, menganalisis pengaruh
ekuitas merek, gaya hidup, dan bauran pemasaran XYZ Coffee terhadap
keputusan pembelian konsumen, dan merumuskan strategi pemasaran alternatif
berdasarkan faktor-faktor yang mempengaruhi bauran pemasaran dan ekuitas
merek XYZ Coffee. Penelitian ini menggunakan metode Structural Equation
Modeling (SEM) dengan 271 responden menggunakan teknik pengambilan
sampel convenience sampling. Berdasarkan hasil penelitian, untuk menciptakan
ekuitas merek yang kuat, manajemen XYZ Coffee Bogor dapat berinvestasi
melalui peningkatan beberapa indikator bauran pemasaran, yaitu harga, orang
(karyawan), proses, dan bukti fisik. Dalam konteks fokus gaya hidup XYZ Coffee
mengikuti persepsi gaya hidup konsumen saat ini yang ingin meningkatkan gengsi
dan citra di lingkungan sekitar konsumen.
Kata Kunci :Kedai Kopi, Ekuitas Merek, Bauran Pemasaran, Gaya Hidup,
Keputusan Pembelian
Introduction
Coffee has an important role for the economic growth of the people in
Indonesia. Currently around 92% of coffee production is under small farmers or
cooperatives (AEKI 2016). This percentage percentage makes many business
people in Indonesia very interested in making coffee as their business product.
Coffee is an important commodity both in terms of consumption and in
terms of production. This can be seen from the amount of coffee consumption per
glass which reaches 500 billion glasses per year. Indonesian coffee consumption
has increased an average of 7.7% per year, higher than the growth of world coffee
consumption with an average of 2.5% per year (ICO 2016). In addition, there
were also recorded 25 million small producers around the world who depend on
coffee for their livelihoods. The International Coffee Organization (ICO) notes
that total world production is 9 million in 2016 and Indonesia is among the 10
largest coffee producing countries (Table 1).
Tabel 1 The top ten coffee producing countries in the world in 2016
No.
Country
1
Brazil
2
Vietnamese
3
Colombia
4
Indonesia
5
Ethiopia
6
Honduras
7
India
8
Uganda
9
Peru
10
Guatemala
11
Etc
Total of World Productions
Source: ICO (2016)

Production (Tons million)
3.30
1.53
0.84
0.60
0.39
0.35
0.31
0.22
0.22
0.21
1.25
9.00
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Based on information obtained from International Coffee Organization
(ICO) Coffee Statistics and Indonesian Coffee Exporters and Industries
Association (AEKI), overall coffee consumption in the country experienced a
significant increase (Table 2). However, most of the coffee consumed by the
community is coffee that has been processed and is ready for consumption.
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Table 2 Indonesian coffee consumption
Coffee Needs
(kilogram)
1
2010
237,000,000
190,000,000
2
2011
241,000,000
210,000,000
3
2012
245,000,000
230,000,000
4
2013
249,000,000
250,000,000
5
2014
253,000,000
260,000,000
6
2015
257,000,000
280,000,000
7
2016
260,000,000
300,000,000
Source: Indonesian Coffee Exporters and Industries 2016
No

Year

Total Population

Coffee Consumptions
(Kg/capita/year)
0.80
0.87
0.94
1.00
1.03
1.09
1.15

The development of a product both in terms of consumption and production
resulted in product marketing being so complex. Therefore the interaction in
marketing with the system and its activities must be able to bring the consumers
closer to the product and the company brand name offered. At this time the
marketing aspect not only leads to the function of the marketing mix, but also has
been linked to a brand that is able to provide an image of the product that will
make the market more focused.
In marketing, brands play a very important role, one of which is bridging
consumer expectations when the company promises something that consumers
will get. Thus it can be seen that there is an emotional bond that is created
between consumers and product producers through brands. Competitors can offer
similar products, but they cannot offer the same emotional promise to consumers.
Brands with a good image will get good ratings in the eyes of consumers and of
course this will increase the value of the product itself. Therefore a brand is an
important asset in a business. Although the brand is intangible, the value of a
brand is more than tangible.
According to Temporal and Lee (2002), brands can offer many things to
consumers. One of them is a clear choice, where a person's experience of a brand
will make it easier to choose a brand at the next opportunity, both in terms of
brand interest and placement. Another thing is a more robust aspect of the
marketing mix, where strong brands are always based on quality. Both of these
can affect consumer purchasing decisions on a particular product brand. That is,
brand equity which is an impression of a particular product brand can have an
important role in consumer purchasing decisions on the product. The stronger the
brand equity of a product, the stronger the consumer's confidence in purchasing
decisions, so that the company can get profits from time to time.
Along with the development of the times, urban society is currently
experiencing lifestyle changes. One manifestation of today's modern lifestyle is
the custom of certain groups of people who make coffee cafes as meeting places.
A comfortable place with a comfortable atmosphere makes consumers 'feel at
home' to subscribe continuously (loyal). Consumers generally prefer coffee shops
that are fully equipped and meet the needs they want.
Coffee shops have many benefits for various types of consumers.
Consumers use coffee shops for their own sake. Various types of consumers make
business competition something that must be considered for entrepreneurs in
running and maintaining their business. The coffee shops business is developing,
where in almost all shopping malls in Indonesia there are coffee shops whose
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development is more dominant than other brands namely Starbucks (America),
Coffee Bean & Tea Leaf (America), as well as local brands such as XYZ Coffee
and Excelso.
Sutisna (2002) states that lifestyle is a way of life that is identified by how
someone spends their time, what they consider important in their environment,
and what they think about themselves and the world around them. Meanwhile,
according to Kotler and Armstrong (2008), purchasing decisions are the stage in
the decision making process of the buyer where the consumer actually buys. The
existence of lifestyle problems that affect consumers to buy a product at the
Coffee Shop, makes researchers also want to do research on consumer-focused
lifestyles. According to research conducted by Warayuanti and Suyanto (2015)
shows that lifestyle has a significant influence on consumer purchasing decisions.
From the phenomenon above, the researcher wants to know how consumer
knowledge and assessment in Bogor towards the development of the coffee shop
business is measured from the marketing mix, lifestyle, and brand equity to
examine how much influence it has on purchasing decisions.
One of the coffee businessmen with the concept of a cafe located in the city
of Bogor is XYZ Coffee, this business is engaged in agribusiness that markets
various types of native Indonesian coffee or commonly referred to as specialty
coffee under the auspices of Lippo Group. XYZ Coffee promises to highlight
authentic Indonesian coffee products, such as Aceh-style gayo coffee, Toraja
coffee, Kintamani coffee, and Papuan Wamena coffee to boost local coffee sales
to compete with imported coffee sales from competitors.
Not only offers an experience of enjoying a variety of authentic Indonesian
coffee, XYZ Coffee also wants to make XYZ Coffee a meeting point or a
comfortable place to gather various community communities. Some XYZ Coffee
outlets are equipped with Wi-Fi facilities up to 100 Mbps. Meanwhile, in order to
accelerate the expansion of its outlets, XYZ Coffee has been utilizing the Lippo
Group property business in various regions from the start. At the very least, XYZ
Coffee outlets will be present on various properties owned by Lippo Group - both
in the form of full coffee shops, counters and containers in the parking area. Not
only products, XYZ Coffee also offers competitive prices, which are 20-30%
cheaper than the incumbent brands. With that affordable price, XYZ Coffee
believes it will be able to reach a wider market. Among other things, the regional
market is hungry for a new lifestyle.
Cafe businesses or coffee shops that market coffee as a product primarily in
the Bogor area until 2017 continue to grow, especially in shopping malls. The
business competition encouraged XYZ Coffee to formulate and also implement
strategies to win the market. In conditions of intense competition, XYZ Coffee
cannot only focus its attention on the products that have been produced. But on
the contrary also think about how to be pursued through the right marketing
strategy so that the products produced can attract consumers' attention, so that
ultimately consumers decide to buy their products and become loyal customers.
This will make the company maintain its life cycle and develop well in the face of
competitors from similar products.
Competition makes the company must be smart in determining the
marketing mix, understanding how the consumer's lifestyle, and the brand equity
used. The factors that support the purchase decision are the marketing mix.
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Service marketing mix consists of product, price, place, promotion, people,
physical and process (Lovelock et al. 2011). Factors that support lifestyles are
elements of consumer activity, interests, and opinions. As for brand equity, factors
that support purchasing decisions are brand awareness, brand association,
perceived quality, and brand loyalty.
Currently consumers not only weigh one type of product in relation to other
products but also differences in brand, quality and place of purchase. In addition,
XYZ Coffee is also required to understand the lifestyle patterns of its consumers.
By knowing the strength of the brand and the form of the lifestyle of the consumer
it will be able to obtain an overview of the success of a company in developing,
strengthening and managing the survival of the company.
One of the obstacles faced is the limited knowledge of XYZ Coffee
entrepreneurs about the extent to which consumers know the XYZ Coffee brand
and are loyal to it. In addition, other obstacles such as the existence of old players
(competitors) and the increasingly dynamic business environment requires XYZ
Coffee to have strong brand awareness in order to compete and win the market.
For this reason, XYZ Coffee under the auspices of Lippo Group needs to build the
foundation of the marketing mix, brand equity, and understanding of the lifestyle
of its consumers through various means.
Until now, the goal targeted by XYZ Coffee to compete with imported
coffee-based coffee cafes has not been achieved and has not been able to
maximize awareness of the brand of XYZ Coffee itself to consumers. This
research became significant, when XYZ Coffee Bogor stated that they had not
found the right form of marketing strategy in accordance with the behavior of
consumers in deciding to buy products. This problem is the basis for researchers
to conduct an analysis of marketing, lifestyle and brand equity in the XYZ Coffee
brand in Lippo Plaza Ekalokasari and Lippo Keboen Raya, with the formulation
of the problem whether consumer purchasing decisions are influenced by each
element in the marketing mix, lifestyle and brand equity.

Methods
This study was conducted from December 2016 until January 2017 in one of
coffee shops under the auspices of Lippo Group and is a franchise business
located in two shopping centers, at Lippo Plaza Ekalokasari and Lippo Keboen
Raya in the city of Bogor, namely XYZ Coffee.
The sampling technique was conducted using non-probability sampling,
namely convenience sampling technique (Sumarwan 2015). The criteria of the
respondents studied were: Getting to know and having knowledge about XYZ
Coffee coffee shop in Bogor, a minimum visit of 2 times to XYZ Coffee to
measure the impression of brand quality and loyalty, and Aged between 18-50
years.
With the criteria mentioned, anyone who happens to meet researchers at
XYZ Coffee Lippo Plaza Bogor and Lippo Keboen Raya Bogor during the study
period and according to the criteria, will be made the respondent. The
determination of the number of examples in this study is based on the rule of
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thumb theory according to Hair et al. (2006), the number of samples needed for
each exogenous and endogenous variable parameter estimation is five to ten
observations. The number of indicator variables in this study is 49, so the number
of samples agreed to be taken is 320, but that can be a sample of 271 respondents.
The data used in this study are primary data and secondary data. Primary
data is obtained from interviews and questionnaires. The questionnaire provided
contains closed (structured) questions where the answers are in the form of several
choices determined by the researcher. The making of the questionnaire in
accordance with the variables to be studied was modified from the research
questionnaire Fitrahdini et al. (2010). Closed questions are questions that are
made in such a way that the respondent is limited to giving answers to certain
alternative answers. Answer questions are made on a Likert scale that uses a scale
of 1-5. The five levels include: 1 = "strongly disagree", 2 = "disagree", 3 =
"neutral", 4 = "agree", and 5 = "strongly agree". The scale is used to express the
attitude of respondents to various management functions.
The questionnaire contains questions from various variable indicators.
Brand equity variables consist of indicators of brand awareness, brand
association, perceived quality, and brand loyalty. Brand equity is the most
important value for marketers because it represents the company to explain to
consumers that their products are the best. According to Sumarendra (2011),
Sihaloho (2011), Winatapradja (2013), if the company has a popular brand and the
brand is viewed well by the target market, then it will be a victory in fierce
competition and increase consumer purchasing decisions.
The marketing mix variables consist of product, price, place, promotion,
people, process, and physical environment indicators. Agustian et al. (2015) and
Nguyen et al. (2015) stated that the marketing mix has a significant effect on
consumer decisions through consumer behavior. Marketing mix not only makes
consumers make purchasing decisions but also makes purchases that are
sustainable (Kangwannithipong 2016).
Lifestyle variables consist of indicators of activity, interests and opinions.
Silvya (2009) revealed that "Lifestyle which is part of the behavior of consumers
also influences the actions of consumers in making purchases”.
Secondary data obtained from the results of company reports, company
statistics, results of previous studies, and literature related to research titles
obtained from journals, books, articles and the internet.
The acquired data were analyzed using descriptive analysis and structural
equation modeling (SEM) on the structural model used. Structural Equation
Model (SEM) is a statistical model that provides approximate calculations of the
strength of hypothetical relationships between variables in a theoretical model,
either directly or indirectly through intervening variables, which allows testing of
a more complex series or network model (Haryono & Wardoyo 2012). See Figure
1 for the study of the conceptual logical framework.
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Figure 1 Conceptual logical framework

The research hypothesis is as follows:
1. H1: Brand equity have a significant influence on purchase decision
2. H2: Marketing mix has a significant influence on brand equity
3. H3: Marketing mix has a significant influence on purchase decision
4. H4: Lifestyle has a significant influence on purchase decision
Tabel 3 Linkages between objectives and research methods
Types and
sources of data
Primary data:
Questionnaire

Research purposes
Identify and analyze consumer
characteristics, purchasing decision
processes, and consumer consumption
patterns
Analyzing the effect of the marketing mix
on brand equity

Primary data:
Questionnaire

Analyze the effect of brand equity,
marketing mix, and lifestyle on purchasing
decisions
Formulate managerial implications for
companies in product marketing

Primary data:
Questionnaire
Primary data:
Questionnaire

Data analysis

Output

Descriptive:
SPSS 23 software

Information
about
consumers

Test Validity,
Reliability, PLS
SEM
Test Validity,
Reliability, PLS
SEM
Marketing logic

Factors that
influence
purchase
Factors that
influence
purchase
Priority
marketing
alternatives

Findings
Respondent Characteristic
Respondents in this study were consumers who had purchased XYZ Coffee
Bogor products in the past one month.The final acquired data were 271
questionnaires in the range of age 18 to 60. Respondents’ characteristics described
the diversity in respondent’s profile data that represented market segmentation on
XYZ Coffee product consumers.
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Female respondents in this study were 52 percent, and the difference was
not far from male respondents as much as 48 percent. Respondent age distribution
was dominated by the age range 18 to 27 years and ages 28 to 38 years with the
percentage of 36.53 percent and 39.48 percent respectively. Respondents were
mostly undergraduate namely 54.2 percent and 72% married. The profession as an
employee in a private company has a portion of 49.8 percent. They mostly (41%)
spent IDR 2,000,000 to 4,000,000 per month as average expenses for food and
beverages.
Table 4 Characteristics of consumer respondents XYZ Coffee products
Characteristics
Gender
Male
Female
Ages (years old)
18-27
28-37
38-37
>47
Education
JS-JHS
HS
Graduated
Marital Status
Married
Single
Widow/widower
Jobs
College Students
Government Employees
Private employees
Entrepreneurship
Doctor
Pilot
Police
Unemployeed
Average Expenditures for Food / Drink
< Rp 1.000.000
Rp 1.000.001 – 2.000.000
Rp 2.000.001 – 4.000.000
Rp 4.000.001 – 6.000.000
Rp > 6.000.001

Amount (n)

Percent (%)
130
141

48.0
52.0

99
107
59
6

36.53
39.48
21.77
2.21

15
82
147

5.5
30.3
54.2

195
75
1

72.0
27.7
0.4

39
64
135
25
2
2
3
1

14.4
23.6
49.8
9.2
0.7
0.7
1.1
0.4

52
77
111
31
0

19.2
28.4
41.0
11.4
0.0

Correlation
Evaluation process can assess the fit level between original data (field data)
and the designed model. According to Hair (1998), fit evaluation is carried out in
several steps, i.e. overall model fit, measurement model fit, and structural model
fit. When hypothesised model is yet to be a fit model, researcher can conduct
model re-specification to reach good fit value. Therefore, it is necessary to have
proper theory approach when conducting model re-specification (Wijanto, 2008).
Overall model fit data result after re-specification was an initial model result
that eliminated several invalid indicator variables from initial measurement model
step. Model measurement result after re-specification showed good fit p-value, i.e.
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0.166 compared to initial poor fit value that was not in accordance with basic pvalue ( 0.05). Overall model result that had been through elimination was used
for the next step, i.e., measurement model fit step.
Measurement model fit step (second step) was carried out on each latent
variable by testing construct validity and reliability. Indicator is valid when it has
loading (λ) value with latent variable to be measured >0.5 (rule of thumb - Hair,
Black & Tatham, 2006) and has t-value of >1.96 (Wijanto, 2008). Measurement
model is the result of all valid variables.
0.16

X 1. 1

0.20

X 1. 2

0.08
0.37

X 1. 3

X 2 .2

0.41

X 2 .3

X 3 .1

0.37

X 3 .2

0.33

X 3 .3

0.28

0.79
0.79
0.77

Asosiasi

0.88

0.31

0.24

Kesadara

X 2 .1

0.38

0.35

0.92
0.89
0.96

X 4 .1

X 4 .2

0.83
0.80
0.82

Persepsi

0.96
1.00

0.80
0.87
0.85

Loyalita

0.97

Ekuitas

X 4 .3

0.14
0.22
0.24
0.30
0.40
0.31
0.34

X 5 .1

X 5 .2

X 6 .1

X 6 .2

X 7 .2

0.29

X 8 .1

X 8 .2

Price

Keputusa

0.21
0.23

Y 1. 3

0.25

1.00
0.99

0.78
0.83
0.83

Place

0.85
0.82
0.84

Promotio

0.49
1.00

0.30

X 9 .2

0.39

X 9 .4

X 10 . 1

X 10 . 2

1.00
1.00
1.00

X 8 .3

X 9 .1

0.29

0.78
0.83
0.81

-0.03

Y 1. 1

Y 1. 2

X 7 .3

0.26

0.27

Bauran
1.00

0.89
0.88
0.86

0.93

0.32

0.33

0.91

X 6 .3

X 7 .1

0.28

0.14

Product

X 5 .3

0.39

0.32

0.88
0.87
0.84

0.86
0.84
0.78

Gaya

0.98

1.00
0.86
0.84
0.80

0.84
0.86
0.81

Process

X 12 . 1

0.34

X 12 . 2

0.48

X 12 . 3

0.40

1.00

People

Physical

Aktivita

0.81
0.72
0.77

Minat

0.81
0.81
0.86

X 13 . 1

0.35

X 13 . 2

0.35

X 13 . 3

0.26

Opini

0.37
0.29
0.26
0.35

X 10 . 3

X 11. 1

X 11. 2

0.85
0.78
0.86

X 11. 3

X 14 . 1

0.27

X 14 . 2

0.39

X 14 . 3

0.26

Chi-Square=405.09, df=933, P-value=1.00000, RMSEA=0.000

Note: *significant (t-value>1.96) factor loading value
Figure 2 Structural model of purchase decision on XYZ Coffee Bogor
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Third, see Figure 2 for the result of measurement model and its factor
loading value and t-value. The result of t-value test indicated that all exogenous
and endogenous manifest variables had t-value of above 1.96, meaning that the
indicator had significant relation with their each latent variable. It means all
indicators were capable of reflecting their latent variables.
Hypothesis testing
According to t-value and path coefficient in the result, there were several
variables significantly and insignificantly influence purchase decision (Table 5).
Table 5

Result of hypothesis testing on several variables against XYZ Coffee
Bogor purchase decision

Causality relation
(direct influence)

Path
coefficient

t-value

Conclusion

Brand Equity  Purchase decision
0.14
7.00
Significant
Marketing mix  Brand Equity
0.14
15.10
Significant
Marketing mix  Purchase decision
-0.03
1.93
Not significant
Lifestyle  Purchase decision
0.49
16.90
Significant
Note: t-value > 1.96 is significant, t-value <1.96 is insignificant, ‘’ means ‘influencing’

Relationship Between Brand Equity Dimensions and Purchase Decisions
Brand equity variables have a direct and significant effect on the purchase
decision process with an estimated coefficient value of 0.14. This shows that the
higher brand equity (brand awareness, brand association, brand loyalty, and brand
perception), the higher the purchasing decision at XYZ Coffee Bogor. Another
study that supports the results of this study was conducted by Massie (2013),
which states that jointly brand equity (brand awareness, brand association, brand
loyalty, and brand quality perception) have a significant effect on consumer
purchasing decisions. The results of this study are supported by the theory
proposed by Durianto et al. (2004) that brand equity is very important or useful
because it facilitates the purchasing decision-making process, because consumers
can easily distinguish the products they buy with other products.
Relationship Between Dimensions of Marketing Mix and Brand Equity
Variable marketing mix directly affects brand equity. Processing results
obtained by the estimated coefficient of 0.14 means that the higher the marketing
mix variable, the stronger the brand equity will be. To build and strengthen brand
equity, a supporting marketing mix is needed that is expected to properly
influence consumer perceptions and increase the positive value of consumers
towards the products or services offered so that the brand equity of a product can
increase.
In accordance with the research of Yoo et al. (2000) which examined
marketing activities on brand equity in consumer-specialty goods products, tested
on banking services products. This study aims to analyze the marketing mix that
influences the strengthening of brand equity and analyzes the influence of brand
equity dimensions on brand equity.
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The Influence of Marketing Mix Factors (Product, Price, Place, Promotion,
People, Process, and Physical Evidence) on Purchase Decision
The most influential variables to the smallest affect the marketing mix,
namely, Price, People, Process and Physical Evidence with the same results
(loading value 1.00), Place / Location (loading value 0.99), Promotion (loading
value 0.93), and Product (loading value 0.91). The variables of people, processes,
and physical evidence have the most influence on the marketing mix so that it can
be interpreted that in order to increase the marketing of the XYZ Coffee brand,
entrepreneurs need to fulfill the expectations of consumers with the current
lifestyle to maximize service compared to the products they offer. The marketing
mix variable has an indirect effect on the purchase decision process. Processing
results obtained by the estimation coefficient of 0.03 and t-count value of 0.93
which means that the greater the contribution to the marketing mix indicator, then
not necessarily the greater the purchase decision. This is because the research
respondents are repetitive buyers, so that the marketing mix variables no longer
have a direct effect on purchasing decisions, or based on the results of SEM
analysis, it can be said that the marketing mix variables are mediating variables or
false variables on purchasing decisions.
The Influence of Lifestyle Factors (Activity, Interest, and Opinion) Group on
Purchase Decision
The estimation result of 0.49 shows that Lifestyle has a direct positive effect
on purchasing decisions. This is because the more luxurious or high lifestyle of
XYZ Coffee Bogor customers, the higher the Purchasing Decision at XYZ Coffee
Bogor. Overall from the results of the score recapitulation of 3 (three) lifestyle
indicators explained that in the respondents related to lifestyle is dominated by the
desire of customers to visit XYZ Coffee Bogor just to enjoy services at XYZ
Coffee Bogor, pamper themselves, and increase prestige. This shows that the
fulfillment of consumer expectations to improve lifestyles and imagery in their
environment will have an impact on consumer purchasing decisions at XYZ
Coffee Bogor. The results of this study are in accordance with the results of a
previous study conducted by Fatharani (2013) which states that lifestyle has a
positive and significant influence partially on the decision to purchase Blackberry
Cell Phones. Fatharani (2013) concluded that by buying a Blackberry cellular
phone, the buyer would feel his lifestyle increased in accordance with the
expectations of today's consumers who want a luxurious lifestyle with a good
image in the surrounding environment.
Discussion
Managerial implication was determined based on three elements of
marketing strategy, i.e., Segmenting, Targeting, and Positioning (STP). Basically
STP was used to put a brand in consumers’ mind in such way so the brand has
continuous competitive eminence.
Segmenting, based on consumer knowledge variables, can be seen from the
indicators of consumers who know the XYZ Coffee brand. Targeting, potential
consumers of XYZ Coffee products are consumers of productive age and
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sufficient income and have considerable expenditure on food and beverages based
on consumer characteristics, where consumers with these characteristics are
consumers who have established lifestyle and good image so that consumers get
these characteristics are the most dominant in purchasing XYZ Coffee products.
Positioning, based on the superiority of the XYZ Coffee brand, XYZ Coffee
has the benefits that are perceived (proven) by consumers and prices are in
accordance with the purchasing power of consumers. Based on the product
positioning on consumers, what marketers need to do is when promoting both the
print and electronic media should put forward the message that the XYZ Coffee
brand has guaranteed quality. So that the message can attract new consumers to
try XYZ Coffee products.

Conclusion and Recommendation
Conclusion
In the price dimension, the company uses a market based pricing strategy,
the price is determined by considering competitiveness in order to create the right
value. Promotional activities that provide the biggest contribution are marketing
through electronic media. Quality perception is influenced by the quality of XYZ
Coffee Bogor that can be relied upon. Profile analysis states that the perception
dimension provides the greatest contribution to the establishment of XYZ Coffee
brand equity in Bogor City.
Managerial implications in the context of the marketing mix include
increasing the aspects of services in the marketing mix (processes, people, and
physical evidence) because currently based on research, that is the main reason for
consumers to make purchases. Managerial implications in the lifestyle context are
following the perceptions of the current lifestyle of consumers who want to
increase prestige and image in the environment around consumers.
Recommendation
It needs to considered for further research with similar themes. Some of
these deficiencies can be met by further research which includes a discussion of:
1.
Addition of other variables that are thought to influence purchasing
decisions, such as perception, motivation, environmental influences,
psychological processes, and preferences.
2.
Constraints in this study include the absence of the population of Bogor City
so that the determination of the sample cannot be determined from the
population of Bogor City and because not all samples are residents of Bogor
City.
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