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ABSTRACT
Indonesia has achieved fourth in the global coffee production ranking, witnessing a 4.04% rise in coffee
consumption, reaching an unprecedented level of 5 million bags (60 kg each) in 2020/2021. This surge has
attracted numerous young entrepreneurs to the thriving coffee industry, especially in the burgeoning coffee
shop sector. Cities such as Jakarta, Surabaya, and Medan, as well as educational hubs like Malang, are
experiencing a proliferation of coffee establishments, creating new opportunities for the industry. This
research aims to thoroughly assess how hedonism and social values influence customer attitudes and
purchasing intentions, with a detailed examination of the mediating role of customer attitudes. The study
focuses on Vosco Coffee consumers in Malang, with a carefully selected sample of 180 respondents using
accidental sampling technique. Quantitative data collected through well-designed questionnaires underwent
rigorous analysis using the Partial Least Square (PLS) method. The empirical findings emphasize that
hedonism and social values directly, positively, and substantially impact consumer attitudes and purchase
intentions. Notably, a resilient customer attitude significantly enhances purchasing intentions. This study
encourages future researchers to conduct more comprehensive investigations into the factors shaping

consumer attitudes and purchase intentions in this context.
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INTRODUCTION

Based on data from the International
Coffee Organization (ICO), Indonesia ranks among
the top ten coffee-producing nations globally,
securing fourth after Brazil, Vietnam, and
Colombia, with a production of 11.95 million
sacks in 2021 (Dihni, 2021). Coffee holds
significant popularity in Indonesia, evidenced by
substantial consumption rates. ICO data reveals
that coffee consumption in Indonesia reached 5
million 60-kilogram bags in 2020/2021, marking a
4.04% increase compared to the previous period
and reaching the highest level in the last decade
(Mahmudan, 2022). This surge is attributed to a
societal trend where individuals increasingly
choose to spend their time and conduct
transactions in coffee shops (Dandi et al., 2023).
Recognizing this trend as a lucrative business
opportunity, many young entrepreneurs are
capitalizing on the growing coffee shop industry,
which has recently gained popularity (Barus,
2020). Coffee shops serve as social spaces for
individuals to gather and unwind while enjoying
coffee (Maryani et al., 2020). This burgeoning
trend is observed across various regions in
Indonesia, particularly in major cities such as

Jakarta, Surabaya, Medan, and the education-
centric Malang City, where coffee shops are
becoming more prevalent (Chandra & Fadjar,
2023). One notable coffee shop in Malang City is
Vosco Coffee.

Vosco Coffee, the inaugural venture
affiliated with the Vosco Group, established in
2012, amalgamates the coffee shop paradigm with
a big bike showroom. The primary emphasis lies in
curating diverse coffees with distinct flavors,
underscored by the venue's visually appealing
design and elevated aesthetics. The proliferation of
coffee shops in Malang is visible the number has
reached 500 shops (Amar, 2023). The tight
competition can also be seen from around 60
coffee shops competing to win customers along the
300-meter stretch of JI. Tombro Fish (Chandra &
Fadjar, 2023). In facing competition like this,
strategic steps are necessary for the business world
(Sari & Halim, 2022). Competitive strategy is
important to navigate environmental challenges for
the company's benefit (Kuntjoroadi et al., 2009) in
(Wijaya, 2017). Among the important components
of competitive strategy, marketing management
emerges prominently (Nofiani & Mursid, 2021).
Marketing  management  includes  analysis,
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planning, implementation, and supervision of all
activities or programs to achieve mutually
beneficial exchanges with target buyers in line
with organizational goals (Philip et al., 1999) in
(Rahmawati & Hidayah, 2021). At the heart of
marketing management is the consideration of
consumer behavior, which offers insight into the
factors that influence customer preferences and
choices (Djati, 2020). The Theory of Planned
Behavior (TPB) (Ajzen, 1985) in (Herawati, 2019)
serves as a valuable framework for investigating
purchase intentions. This theory combines
subjective norms, attitudes, and perceived
behavioral control (Ajzen, 1991) in (Amalia &
Darmawan, 2023), becoming the basis for
analyzing the impact of behavior on purchase
intentions. Purchase intention, defined as a
customer's willingness to purchase, increase, and
persist in using a particular brand (Irshad, 2012) in
(Rita & Nabilla, 2022), can be realized
automatically when consumers show interest and
respond positively to the offers presented by the
seller (Nasfi et al., 2023).

One determining factor influencing the
tendency to make purchases is hedonism (Daulay
& Handayani, 2021). Hedonism is a lifestyle where
pleasure becomes a person’s life goal (Hafsyah,
2020). Existing research, such as that conducted by
(Chen et al., 2020) and (Handayani et al., 2020),
consistently shows a positive correlation between
hedonism and purchase intention. This association
is further supported by the findings of (lzmi,
2021), which confirm the substantial positive
impact of hedonism on purchase intentions.
However, different results emerged from research
(Novitasari & Cuandra, 2023) regarding online
shoppers in Batam City. Their research showed
that hedonic motives did not significantly influence
purchase intentions, which suggests that consumers
who have positive attitudes toward online shopping
may not be influenced by hedonic factors when
making purchase decisions. Another research gap
identified in (Pranatika, 2022) study revealed no
real relationship between hedonism and repurchase
intentions, thus suggesting that hedonism may not
significantly strengthen or weaken the relationship
between purchase intentions and subsequent
repurchases.

Research conducted (Shi et al., 2022)
shows that social values significantly affect
purchase intentions. Social values are general
habits that become a benchmark for behavior in
community groups (Mutiani, 2019) in (Barasa et
al.,, 2022). Several other researchers, such as
(Wijayanti & Budiarti, 2023), purchase intentions.
An empirical gap occurs in research (Amalia &
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Darmawan, 2023), which explains that social
values do not significantly affect purchasing
intentions. Differences in demographic
characteristics cause this gap.

Previous research findings indicate an
empirical disparity between hedonism and social
values about Purchase Intentions. This underscores
the need for mediating factors, and consumer
attitudes emerge as a potential mediator. Research
conducted by (Vijayan & Oo, 2022) strengthens
this by highlighting the importance of attitude
mediation in the influence of hedonism on
purchase intentions among social media users in
Malaysia. Their findings revealed a positive
relationship between hedonism and attitudes. Apart
from that, research conducted by (Novitasari &
Cuandra, 2023) also explains that hedonism
positively and significantly affects consumer
attitudes.

Research conducted by (Sinta Wahyuni &
Sri Darma, 2019) demonstrates that social values
significantly positively impact attitudes. Moreover,
attitudes towards mobile advertising are identified
as a mediator in the relationship between social
values and buying intention, specifically within the
context of Instagram.

A prior investigation by (Purwantini &
Tripalupi, 2021) revealed that attitudes play a
pivotal role in influencing purchase intention.
Furthermore, studies by (Amalia & Darmawan,
2023), and (Pandey & Yadav, 2023) support this
notion, emphasizing the positive effect of attitudes
on purchase intention. Additionally, research by
(Cabeza-Ramirez et al., 2022) provides evidence
that attitudes significantly influence purchase
intention. Building on these findings, the research
results of (Novitasari & Cuandra, 2023) indicate a
significant positive relationship between attitudes
and purchase intention.

Given this context, the primary aim of this
study is to investigate (1) the influence of
hedonism on consumer purchase intention within
the Vosco Coffee setting, (2) the impact of social
values on consumer purchase intention at Vosco
Coffee, (3) the influence of hedonism on consumer
attitudes at Vosco Coffee, (4) the impact of social
values on consumer attitudes at Vosco Coffee, (5)
the influence of consumer attitudes on purchase
intention at Vosco Coffee, (6) the role of consumer
attitudes as a mediating factor in the relationship
between hedonism and purchase intention at VVosco
Coffee, and (7) the role of consumer attitudes as a
mediating factor in the relationship between social
values and purchase intention at VVosco Coffee.

The proposed hypotheses for this study are
outlined as follows: (1) The purchase intention of
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Vosco Coffee consumers is significantly affected
by their hedonistic lifestyle, (2) Social values
significantly impact the purchase intention of
Vosco Coffee consumers, (3) A hedonistic lifestyle
significantly shapes consumer attitudes, (4) Social
values significantly shape consumer attitudes, (5)
Consumer attitudes significantly shape purchase
intention, (6) Consumer attitudes play a significant
mediating role in the impact of a hedonistic
lifestyle on purchase intention, and (7) Consumer
attitudes play a significant mediating role in the
impact of social values on purchase intention.

RESEARCH METHOD

This study employed a quantitative
methodology, utilizing offline questionnaires with
a 5-point Likert scale. Following the guidelines of
(Hair et al, 2013) in (Anjaningrum et al., 2023), the
minimum sample size was ten times the number of
indicators used to measure the research variables.
Consequently, the research engaged a sample of
180 consumers of Vosco Coffee in Malang who
were selected using accidental sampling technique.

Hedonism (X1) is measured through 3
indicators, namely: (X11) trend participation
(Nurazijah et al., 2023), (X12) pleasure, and (X13)
guality of life (Amalia & Darmawan, 2023). Social
Value (X2) is measured through 4 indicators,
namely: (X21) feeling more appreciated, (X22)
feeling more accepted by society, (X23) improving
other people's views, (X24) making a better
impression of oneself (Amalia & Darmawan,
2023). Consumer attitudes (Y1) are measured
through 6 indicators, namely: (Y11) desire, (Y12)
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useful (Amalia & Darmawan, 2023), (Y13)
behavioral beliefs, (Y14) outcome evaluation
(Azjen, 2012) in (Susanto & Sahetapy, 2021),
(Y15) good decision, (Y16) wise decision (Amalia
& Darmawan, 2023). Meanwhile, Purchase Interest
(Y2) is measured through 5 indicators, namely:
(Y21) wants to own the product, (Y22) is
interested in trying, (Y23) is considering buying,
(Y24) is interested in looking for information
about the product, (Y25) wants to know about the
product (Widjaja & Alexandra, 2019).

The analysis of the gathered data involved
the application of Partial Least Squares (PLS)
using Smart PLS software version 4.0.9.6. A
critical evaluation of a research hypothesis
occurred following a comprehensive examination
of external and internal measurement models. This
evaluation included testing the hypothesis by
assessing the t-statistic value and p-value (Garson,
2016) in (Putri & Anjaningrum, 2022).

RESULT AND DISCUSSION

Result

A total of 180 research respondents, based on
gender, showed that most VVosco coffee consumers
were women, reaching 55%, while only 45% were
men, as seen in Figure 1. Vosco Coffee is known
as a coffee shop with a high aesthetic concept that
is Instagrammable. Equipped with coffee with
strong characteristics and a varied menu of non-
coffee drinks and food, this has triggered high
consumer interest, especially in the female
segment.

GENDER

B Female ® Male

Figure 1
Frequency Distribution of Respondents' Gender

Based on age, 45% are 35-43 years old,
35% are 26-34 years old, 10% are 17-25 years old,
and 10% are over 43 years old as seen in Figure 2.
The dominance of aged consumers 35-46 shows
that adults tend to have a high hedonism factor,
where they seek experiences of enjoyment and
relaxation through consuming cafe products in a
comfortable atmosphere. Apart from that, cafes are

also a place to fulfill social values, such as
gathering with friends or establishing social
relationships, creating an environment that
supports their social needs. Not only are cafes a
place to socialize, but they also offer facilities for
working, allowing them to combine productivity
with comfort, which is an extra attraction for
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consumers who want to work while enjoying the

AGE
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relaxed atmosphere of the cafe.

W17-25 W26-34 m35-43 m>43

Figure 2
Respondent Age Frequency Distribution

Based on the analysis of the respondents'
status, it can be concluded that 65% are married,
while the remaining 35% are not, as seen in Figure
3. Married individuals tend to have a more stable
source of income, allowing them to plan social
activities, including visiting cafes, without

worrying about excessive financial problems.
Cafes are considered an effective place to reduce
stress for married consumers. Apart from that, the
atmosphere and menu offered by Vosco Coffee are
considered very suitable for adults, especially
those who are married.

STATUS

B Married

H Not married

Figure 3
Frequency Distribution of Respondent Status

Based on the type of work, 45% of
respondents are entrepreneurs, 15% private
employees, 15% civil servants, 10% TNI/POLRI,
5% students, and 10% other workers, where the
majority who choose others are homemakers, as

seen in picture 4. Business people tend to have the
habit of meeting or working informally outside the
office, one of which is in a cafe, because the
atmosphere is relaxed and supports more creative
collaboration.
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WORK

M Student M Entrepreneur M Private sector employee
m Civil servants m TNI/Polri Other
Figure 4

Frequency Distribution of Respondents' Occupations

Meanwhile, based on monthly income,
15% of respondents had an income of Rp.
3,000,000- Rp. 5,999,000 per month, 20% of
respondents have an income of Rp. 6,000,000- Rp.
8,999,000 per month, 30% of respondents have an

income of Rp. 9,000,000- Rp. 11,999,000 per
month, 25% of respondents have an income of Rp.
12,000,000- Rp. 14,999,000 per month, and 10%
of respondents had an income of more than Rp.
15,000,000 per month, as seen in Figure 5.

Monthly Income

M Rp. 3.000.000- Rp. 5.999.000 = Rp. 6.000.000- Rp. 8.999.000

Rp. 9.000.000- Rp. 11.999.000 = Rp. 12.000.000- Rp. 14.999.000

> Rp. 15.000.000

Figure 5
Frequency Distribution of Respondents' Monthly Income

Dominance is manifested in respondents
who earn a monthly income in the range of Rp.
9,000,000 to Rp. 11,999,000, exceeding the
Regional Minimum Wage (UMR). The existence
of a financial surplus as a result of income above
the minimum wage is believed to strengthen
respondents' tendency to increase their purchasing
intentions for cafe products.

The Appraisal of External Model

Validity and reliability are crucial for each
item within the instrument assessing latent
constructs. In PLS-SEM, validity is affirmed when
the loading factor value exceeds 0.7 and the
Average Variance Extracted (AVE) is greater than
0.5. Reliability is assured when Cronbach's Alpha

value is above 0.6, and the Composite Reliability
surpasses 0.8 (Garson, 2016) in (Anjaningrum &
Moko, 2023). The loading factor value, found on
the link between the latent and manifest construct
without brackets, represents the connection
strength. Values within brackets denote the t-
statistics value for the external model. Meanwhile,
the values on the links between latent constructs,
not in parentheses, indicate standard coefficient
values signifying positive or negative relationships
between exogenous and endogenous latent
constructs. Values within brackets in this context
represent p-values. A comprehensive explanation
of these measures will be provided in the
Hypothesis Testing section. The R-Square value,
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presented as a blue round symbol, will be further
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elucidated in the Internal Model Appraisal section.
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The loading factor data illustrated in
Figure 6 reveals that all loading factor values
exceed 0.7, establishing the validity of the research
instrument for measuring latent constructs.
Concurrently, the AVE values in Table 1 further
affirm the instrument's validity, as each latent
construct exhibits an AVE value surpassing 0.5.

Additionally, the reliability of the research
instrument is substantiated by the Cronbach's-
Alpha (CA) and Composite-Reliability (CR)
values. These values confirm the instrument's
reliability, with each latent construct demonstrating
a Cronbach's-Alpha value exceeding 0.6 and a
Composite Reliability value surpassing 0.8.

Table 1. Reliability and Validity Measurement

CA CR-(rho_a) CR-(rho_c) (AVE)

Hedonism (X1) 0.888 0.889 0.931 0.818
Social Value (X2) 0.913 0.915 0.939 0.794
Consumer's Attitude (Y1)  0.943 0.944 0.955 0.780
Purchase Intention (Y2) 0.932 0.935 0.949 0.788

Source: SmartPLS-ve

The Appraisal of Internal Model

R-square (R2) and Goodness of Fit (GoF)
tests assess the structural model's effectiveness in
this segment. (Chin's, 1998) in (Anjaningrum &
Moko, 2023) said that an R-square value of 0.67
signifies a robust impact of the exogenous latent
construct on the endogenous, 0.33 implies a
moderate effect, and 0.19 indicates a weak effect.

rs:4.0.9.6-Output (2023)

Upon scrutinizing Figure 6, the PLS-SEM
Structural Model discloses a Consumer's Attitude
R-square of 0.782, signifying that Social Value and
Hedonism collectively strongly influence 78.2% of
Consumer's Attitude. Furthermore, the Purchase
Intention R-square of 0.862 suggests that
Hedonism, Consumer Attitude, and Social Value
strongly influence 86.2% of Purchase Intention.
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Based on (Tenenhaus, 2004) in
(Anjaningrum & Moko, 2023), the GoF value=
VAVE X R?.

GoF Consumer’s Attitude

=v0.780 x 0.782 = 0.780

GoF Purchase Intention

=v0.788 x 0.862 = 0.832

The structural model aligns with real-
world conditions if the value is equal to or greater
than 0.38, as per the value equal to or greater than
0.38 (Tenenhaus, 2004) in (Anjaningrum & Moko,
2023).
Hypotheses-Testing
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The t-test plays a pivotal role in hypothesis
testing within this research endeavor. Significance
is attributed to instances where the t-statistics value
surpasses 1.96, and the p-value falls below the 0.05
threshold, indicating a noteworthy impact of the
exogenous construct on the endogenous
counterpart. The original sample value (O), the
path  coefficient, indicates the directional
influence—positive  or negative. Figure 6
elucidates the findings extracted from SmartPLS
software, specifically spotlighting the Hypothesis
Test results within the context of the PLS-SEM
Structural Model. For a meticulous dissection of
this data, Table 2 furnishes a detailed and
comprehensive breakdown of the Hypotheses
Measurement.

Table 2. Hypotheses-Testing-Results

Latent-Constructs-Relationships P

statistics values

T P
Inference

Direct-Effects

Hedonism (X1) -> Purchase Intention
(Y2)

Social Value (X2) -> Purchase Intention
(Y2)

Hedonism (X1) -> Consumer's Attitude
(Y1)

Social Value (X2) -> Consumer's
Attitude (Y1)

Consumer's Attitude (Y1)-> Purchase
Intention (Y2)

Specific-Indirect-Effect

Hedonism (X1) -> Consumer's Attitude
(Y1) -> Purchase Intention (Y2)

Social Value (X2) -> Consumer's
Attitude (Y1) -> Purchase Intention (Y2)

0.319

0.348

0.436

0.477

0.306

0.133

0.146

Positive H1

2.957 0003 gjonificant  Supported
2.644  0.008 g?g;ﬁ}\i’gant guzpported
3.093  0.002 g?;;ﬁ;‘\i/gant ;fpported
2.789  0.005 E?Srl\tilf\i/gant glfpported
2084  0.037 g?;t.?:gant gfpported

Source: SmartPLS-vers:4.0.9.6-Output (2023)

Derived from the conceptual model
depicted in Figure 6 and the path coefficient (p)
values outlined in either Table 2, the following
relationships are established:

Primary PLS-SEM models:

Path.1: Y1 =0.436 X1 +0.477 X2 + ¢l

Path.2: Y2 = 0.319 X1 + 0.348 X2 + 0.306 Y1 +
e2

In these equations, X1 represents

Hedonism, X2 corresponds to Social Value, Y1
signifies the Consumer's Attitude, and ‘e’ denotes
the error terms.
A positive route coefficient X1 to Y2 of 0.319, a t-
statistics value of 2.957 > 1.96, and a p-value of
0.003 < 0.05 all support the initial research
hypothesis (H1). Hence, a high level of hedonism
strongly influences purchase intention.

A positive path coefficient of X2 to Y2 of
0.348, t-statistics value 2.644 > 1.96, p-value 0.008

< 0.05 support the second research hypothesis
(H2). Hence, purchase intention is significantly
impacted by high social value.
A positive route coefficient X1 to Y1 of 0.436, a t-
statistics value of 3.093 > 1.96, and a p-value of
0.002 < 0.05 all support the third research
hypothesis (H3). Thus, consumer attitudes are
significantly impacted by increased hedonism.

With a positive route coefficient X2 to Y1
of 0.477, a t-statistics value of 3.668 > 1.96, and a
p-value of 0.000 < 0.05, the fourth research
hypothesis (H4) is validated. Thus, consumer
attitudes are strongly influenced by high social
value.

A positive route coefficient Y1 to Y2 of
0.306, a t-statistics value of 2,789 > 1.96, and a p-
value of 0.005 < 0.05 all support the fifth research
hypothesis (H5). Thus, Consumer's positive
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consumer has a significant influence on Purchase
Intention.

In the meantime, a positive indirect path
coefficient X1 --> Y1--> Y2 of 0.133, a t-statistics
value of 2.084, and a p-value of 0.037 support the
sixth study hypothesis (H6) about indirect effects.
As X1 substantially impacts Y2 (H1), partial
mediation has resulted from this relationship.
Therefore, if Consumer's attitude is present, a
highly hedonistic lifestyle has a greater effect on
raising Purchase Intention.

A positive indirect path coefficient X2 -->
Y1--> Y2, a t-statistics value of 2.122, and a p-
value of 0.034 all support the seventh research
hypothesis (H7). A partial mediation mechanism
was developed since X2 has a strong direct
influence on Y2 (H2). Therefore, if Consumer's
attitude supports a high Social Value lifestyle, the
effect on raising Purchase Intention is even larger.
Hedonism, Consumer's Attitude, and Purchase
Intention

This research shows that a hedonistic
lifestyle positively and significantly affects
consumer attitudes. This is in line with the findings
of (Vijayan & 0o, 2022) and (Novitasari &
Cuandra, 2023), which stated that a hedonistic
lifestyle strongly influences consumer attitudes.
The attitudes of consumers who adopt a hedonic
view tend to focus more on pleasurable
experiences in their consumption decisions. This
can include a preference for products or services
that provide instant gratification or sensory bliss.
Vosco coffee is proven to form positive consumer
attitudes through a holistic approach that includes
high-standard customer service, superior product
quality, atmosphere, interior design with highly
aesthetic elements, and facilities that enrich the
visitor experience.

This research shows that hedonism has a
significant effect on purchase intentions. This is in
line with the findings of (Chen et al., 2020),
(Handayani et al., 2020), and (Izmi, 2021), which
state that a hedonistic lifestyle strongly influences
purchasing intentions. However, the results of this
study contradict the findings of (Novitasari &
Cuandra, 2023) and (Pranatika, 2022), which
revealed that hedonism has no significant effect on
purchase intentions. Hedonism is a lifestyle where
pleasure is the goal of a person's life (Hafsyah,
2020). The higher a person's hedonic lifestyle, the
higher their purchasing intention. VVosco Coffee
targets the market share of workers with a
hedonistic attitude who need to consume coffee to
help reduce stress and increase productivity.
Customers of Vosco coffee have been shown to
have strong purchasing intents due to this
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hedonistic lifestyle, reinforced by coffee offers
with a robust ambiance and strong character.

This study also shows that consumer
attitude directly, favorably, and significantly
influences purchase intention. The consumer's
buying intention will be more positive the more
favorable they feel about the product. This
supports the conclusions of (Vijayan & Oo, 2022)
and (Novitasari & Cuandra, 2023), according to
which consumer attitude significantly influences
purchase intention. Consumer attitude is a
consumer's thoughts or views describing belief in a
product's good benefits (Waani et al., 2022). It is
also known in this research that the influence of
consumer attitude intervention, which indirectly
mediates the hedonistic lifestyle on purchase
intention, is positive and significant. This can be
proven by increasing consumers' perceptions of the
positive experiences provided following their
hedonistic lifestyle. With the increasingly positive
attitude of consumers, purchase Intention tends to
increase significantly, especially at VVosco Coffee,
a coffee shop that presents an Instagram-able
atmospheric concept, with high standard service
and product quality, and is equipped with a variety
of coffee menu choices and special characteristics.
This creates a positive impression of consumer
attitudes and influences high purchase Intention.

Social Value, Consumer's Attitude, and
Purchase Intention

This research shows that social value
positively and significantly affects consumer
attitudes. Social values are general habits that
become a benchmark for behavior in community
groups (Barasa et al., 2022). This aligns with the
findings of (Sinta Wahyuni & Sri Darma, 2019),
which state that social values strongly influence
consumers’ attitudes. One of the social values that
play a significant role in shaping consumer
attitudes is appreciation for visual beauty. Social
values, especially appreciation of aesthetics, are
important in selecting products, services, or
environments that feature attractive visual aspects.
In this case, visual appeal is considered a purely
decorative element influencing consumer choices,
especially in coffee shops with aesthetic designs.
Vosco Coffee exemplifies this with its notion of
high aesthetic and Instagram-able interior design,
which has the power to influence consumer views
positively. Purchase intention is positively and
significantly impacted by social value. This is
consistent with research showing that social values
significantly impact purchase intention, as reported
by (Shi et al., 2022), (Wijayanti & Budiarti, 2023),
and (Sinta Wahyuni & Sri Darma, 2019).
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However, The study's findings contradict those of
(Amalia & Darmawan, 2023), who demonstrates
that social worth has little influence on purchase
intention. The buying intention of a product
increases with its social value. The Vosco Coffee
concept, which offers a place for motorcycle fans
to congregate and have coffee, is evidence of this.
It can foster an atmosphere that upholds particular
lifestyles and communal ideals, increasing
consumer intention. Additionally, the study
demonstrates the importance and beneficial
influence of the consumer's attitude intervention,
which indirectly mediates between social value and
purchase intention. There is a strong mediating
influence from consumer attitudes towards social
value towards purchase intention at VVosco Coffee
because the company integrates the Instagram-able
concept and the big bike showroom. Customers
tend to be more positive towards products that
support an Instagram-able lifestyle and offer a
unique experience through the combination of the
big bike showroom concept, increasing their
tendency to purchase at that place.

CONCLUSION

This research tests the hypothesis with four
research variables, namely hedonism and social
value as dependent variables. Consumer attitude is
an intervening variable, and purchase intention is
an independent factor. The research results
conclude that the lifestyle of hedonism and social
values Has a Positive and substantial impact on
attitude, where a consumer's attitude is proven to
function as a mediator. Increasing a person's
hedonistic lifestyle tends to influence consumer
attitudes towards a product strongly. Consumers
who adopt a hedonic lifestyle tend to have positive
attitudes toward certain aspects, such as product
guality, innovation in menu offerings, aesthetic
atmosphere, and satisfying sensory experiences.
Consumers' positive attitudes towards these
products can strongly influence high purchase
intention. This, combined with the high social
value of consumers, also contributes to the growth
of positive attitudes towards a product, which also
strongly affects increasing purchase Intention.
Consumers with high social values tend to evaluate
products by considering their impact on society or
the surrounding environment, popular products,
following trends, or carrying a unique concept.
This positive attitude also has a strong impact on
increasing consumer buying intention.

In the future, researchers should adopt a
discerning stance when choosing formative
indicators as measurement tools for their research
variables. Additionally, there is a crucial need to
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delve into information with greater depth using
qualitative methods, particularly in understanding
how individuals perceive the impact of a
hedonistic lifestyle and social values on their
attitudes toward consumers and purchasing
decisions. This methodology is anticipated to yield
a more comprehensive, contextual, and targeted
analysis, thereby unveiling the intricate nuances of
the factors that genuinely shape consumer attitudes
and purchasing intentions more precisely.
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