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This study aims to determine the influence of social media marketing and word of
mouth on purchase intention with brand awareness as an intervening variable,

using a case study on Green Café Semanggi. The research method used is

quantitative with a primary data collection approach using questionnaires, with a
total of 154 collected data. The selected respondents are people who are aware of
Green Café Semanggi. The results of this study indicate that social media marketing
and word of mouth have a significant effect on purchase intention and brand
awareness, while brand awareness does not have a significant effect on purchase

intention.
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