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The cafe business is the most favored business by young people becaus
~cafes are used as a means to hang out. Many young entrepreneurs are
this business because the barriers are low and have good prospects wit®
consumers from not only young people but also executives. As a resul
many cafes rely on the uniqueness of the open theme, especially in bit
cities, and create intense competition between them. DKI jJakarta as-th
nation's capital and one of the most populous provinces m mdoneSIa '
home to around 5000 restaurants and cafes which of cours 3B € !
intensive competition. So for that these cafes nee
survive and win the competition The best str:

previous studies, factors that need to be considered to incre =+ [H
purchase are the increase of brand awareness, quality pe?s&ed
customers, loyalty, and word of mouth. Brand awareness refers
consumer's capacity to recognize and recall a _brandTtha ‘1 -
previously encountered i variety of situations.
product's or service's overall quality or excellence in®
intended purpose are known as perceived quah%
with a product brand is measured by brang
marketing is a type of advertising that enc
about, promote, and suggest a prgduct
customers. ‘
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