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Abstract 
Research aims: The coffee shop trend in Bandung is growing, with an increasing 
number of establishments intensifying competition, as many cafes offer unique 
features to distinguish themselves from competitors. This study examined the 
interrelationships among social media marketing, lifestyle, the millennial 
generation, and the decision to visit cafes. 
Design/Methodology/Approach: This quantitative study collected data from 
100 Bandung cafe visitors via Likert-scaled online questionnaires, utilizing simple 
random sampling. The data were then analyzed using SEM-PLS in SmartPLS 4. 
Research findings: All proposed hypotheses were supported. The findings 
indicate that both social media marketing and lifestyle significantly influence the 
decision to visit cafes. The millennial generation mediates the enhancing effect 
of social media marketing and lifestyle on visit decisions. 
Theoretical Contribution/Originality: The millennial generation effectively 
mediates how social media marketing and lifestyle jointly influence visit 
decisions. Moreover, this study proposes alternative dimensions for measuring 
social media marketing, lifestyle, the millennial generation, and visit decisions. 
Practitioners/Policy Implications: Cafe managers in Bandung should improve 
the quality of their social media marketing content and develop a deeper 
understanding of generational lifestyle differences. Such insights can provide a 
clearer perspective and support the formulation of more effective marketing 
strategies and tactics. 
Research Limitations/Implications: This study focused on visit decisions 
influenced by social media marketing, lifestyle, and the millennial generation. 
Future research could benefit from incorporating other key factors, such as cafe 
branding or experiential marketing, to provide a more comprehensive 
understanding. Future studies should expand their scope to a broader 
geographic area, such as the provincial level. 
Keywords: Social Media Marketing; Lifestyle; Millennial Generation; Decision 
To Visit Cafes 

 
 

Introduction 
 
Bandung, recognized as the cultural and educational center of West Java, 
Indonesia, has long been celebrated for its vibrant and diverse cafe 
culture. The city's rapid urbanization in the early 20th century, coupled 
with the expansion of its tourism industry, has contributed to the 
emergence and growth of these social and creative hubs. In recent years, 
cafes in Bandung have undergone significant expansion, becoming an  
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integral part of the urban lifestyle and a major attraction for tourists. The city hosts over 
1,500 cafes, particularly concentrated in popular areas such as Dago, Braga, and Lembang, 
which are renowned for their scenic beauty and aesthetically designed establishments. 
This surge is largely driven by lifestyle trends that emphasize socializing in cozy, 
Instagram-worthy environments (BPS, 2022). Increasing cafe traffic in Bandung can be 
achieved by enhancing awareness among potential visitors. Strategic efforts include 
leveraging social media and understanding lifestyle trends. This study uses the millennial 
generation as a mediating variable to explore the interplay among these factors. 
 
Millennials have emerged as a dominant force, particularly in shaping preferences and 
decisions related to cafe visits (Okumus et al., 2021). Characterized by their tech-
savviness, optimism, and confidence, this generation displays distinct behavioral traits 
that influence their consumption patterns (Liberato et al., 2018). A major factor 
influencing millennials' cafe preferences is their engagement with social media and its 
integration into their lifestyle (Kim & Park, 2020). Having grown up with digital 
communication devices, millennials remain constantly connected through social 
networks, which significantly shapes their leisure and travel choices, including cafe 
selection (Fan et al., 2019). Millennials tend to prefer cafes with a strong social media 
presence and engaging online content, enabling them to share their experiences across 
multiple platforms (Purwadi & Manurung, 2020).  
 
Millennial consumers in Bandung City constitute a significant demographic, comprising 
nearly 28% (699,395 individuals) of the city's population within the 20–34 age range, with 
approximately 10.36% of this cohort being students. Their consumer behavior is 
characterized by distinct preferences and digital engagement. These figures underscore a 
substantial consumer group in Bandung, driven by a combination of lifestyle factors and 
specific product attributes influencing their purchasing decisions (Nikmah et al., 2019).  
 
Social media strategically engages customers across the entire decision-making 
continuum, from initial awareness to post-purchase advocacy (Fulgoni & Lipsman, 2015). 
Successful social media marketing necessitates a comprehensive understanding of the 
unique opportunities these platforms provide (Powers et al., 2012). Social media must be 
integrated into business strategies; otherwise, businesses risk losing customer 
connections and falling behind competitors. As online marketing evolves, marketers must 
remain attentive to how social media influences consumer behavior and adapt their 
strategies accordingly (Jackson & Ahuja, 2016). Social media has transformed word-of-
mouth marketing, empowering customers to disseminate experiences to unprecedented 
audiences, thereby transcending the limitations of traditional communication channels. 
(Huete-Alcocer, 2017). 
 
Social media usage is notably high among residents of Bandung City, with various studies 
emphasizing its substantial penetration and influence on daily life. According to 2020 data 
from Badan Pusat Statistik (BPS) Kota Bandung, 90.71% of the population aged five years 
and older used the internet for social media and networking purposes. More recent 
research, including a 2022 study of college students in Bandung, revealed that the 
majority spent between 3 to 9 hours daily on social media platforms. The study identified 
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WhatsApp (41.20%), Instagram (23.81%), Line (18.22%), and YouTube (11.80%) as the 
most frequently accessed platforms among this demographic. These findings align with 
broader trends indicating social media as the most popular platforms citywide. This 
widespread adoption highlights the essential role of social media in facilitating 
communication and interaction within the Bandung community. 
 
Lifestyle has emerged as a critical factor in shaping marketing strategies (Divine & Lepisto, 
2005). It reflects an individual’s way of living, encompassing activities, interests, and 
opinions, and represents various dimensions of daily life, including preferences, 
aspirations, social interactions, and consumption habits (Heijs et al., 2009). Marketers 
increasingly acknowledge the importance of understanding consumers' lifestyles, as such 
insights enable the development of more effective and personalized marketing strategies 
(Carthy et al., 2020). Lifestyle marketing, which aligns products and services with specific 
consumer lifestyles, has gained prominence as a strategic approach (Nugraha et al., 2022). 
This approach highlights that consumer purchasing extends beyond functional benefits to 
encompass the symbolic meanings and social identities products impart (Cova & Dalli, 
2009). By analyzing the lifestyle patterns of their target audience, marketers can tailor 
their offerings to align more closely with customers’ values, interests, and behaviors 
(Beaumont et al., 2022). Lifestyle significantly influences consumer behavior, particularly 
in product selection and purchasing decisions. For instance, young adults—often 
considered trendsetters—are strongly influenced by social media influencers 
(Kahawandala et al., 2020). These influencers, as trusted information sources, significantly 
impact consumer decisions (Zak & Hasprova, 2020). 
 
Bandung's vibrant cafe scene is a prominent feature of its urban lifestyle, functioning not 
only as spaces for coffee consumption but also as important hubs for social interaction, 
work, and study. This proliferation is driven by lifestyle trends that position cafe visits as 
an integral part of social and daily routines, particularly among younger individuals and 
creative professionals. Studies on visitor behavior indicate that many, especially 
millennials, frequent cafes primarily for social interaction and are also attracted to the 
physical ambiance of these establishments. Furthermore, cafes in Bandung are 
increasingly serving as informal spaces for work and study, reflecting their evolving role 
within the city's dynamic urban culture. 
 
Recognizing that prior research on social media exposure and lifestyle's influence on 
destination visitation often overlooks the millennial generation's significant mediating 
role, this study aims to address this critical gap, especially given their prominence in 
Bandung's marketing landscape. Accordingly, it explores the interaction of these variables 
with the lens of relevant theoretical frameworks. The first is Bandura's (1997) Social 
Learning Theory, which is employed to explain behavioral patterns shaped by social media 
engagement. Second, Psychographic Segmentation Theory, as widely discussed in the 
marketing literature (Wells, 1975), is utilized to contextualize the discussion on lifestyle. 
Third, the Theory of Planned Behavior (Ajzen, 1991), applying a framework for explaining 
psychological mechanisms behind visit decisions, this study aims to comprehensively 
understand the millennial generation's mediating role in the social media marketing-
lifestyle-visit decision nexus. 
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Literature Review and Hypotheses Development 
 
The rise of social media marketing has significantly transformed the marketing landscape 
by enhancing companies' ability to analyze consumer behavior and preferences (Manzoor 
et al., 2020; Sisman et al., 2021). Social media platforms provide businesses with 
unprecedented access to potential customers and serve as powerful tools in shaping 
purchasing behavior (Yu, 2023). Social media is pivotal in the consumer decision-making 
process (Dhingra, 2023). Consistently, research indicates social media significantly 
enhances business performance (Sengar, 2021). Businesses can effectively influence 
consumer decision-making by strategically integrating social media with personalization 
and influencer marketing (Cutshall et al., 2022).  
 
Recent studies indicate that social media influences the consumer purchase process, from 
initial awareness to the final decision (Mazeed et al., 2019). It empowers consumers by 
providing information about products, thereby facilitating more informed purchasing 
decisions (Song & Yoo, 2016). This increased transparency and accessibility has 
transformed how consumers approach purchasing, with social media emerging as a key 
factor (Palalic et al., 2020). Social media is capable of engaging potential visitors, 
establishing itself as a powerful marketing tool for reaching broader audiences and 
influencing travel decisions (Sharma et al., 2017; Kiráľová & Pavlíčeka, 2015). Beyond 
merely providing information, social media shapes perceptions and attitudes toward 
destinations—such as cafes—by disseminating the experiences and preferences of other 
visitors, which significantly influence individual decision-making (Tham et al., 2020). 
Businesses increasingly recognize social media's critical role in attracting and engaging 
potential customers, with cafes gaining a competitive market advantage by effectively 
leveraging compelling content, user engagement, and a positive online reputation 
(Kiráľová & Pavlíčeka, 2015). 
 
Prior research unequivocally demonstrates social media marketing's multifaceted 
influence on visitation decisions. Empirical evidence consistently supports the notion that 
social media marketing informs and positively impacts the consumer's choice to engage 
with or visit a particular establishment or destination. Therefore, the collective body of 
research provides robust support for the proposed hypothesis, affirming a significant 
positive effect of social media marketing on decisions to visit. 
 
H1: Social media marketing significantly positively affects decisions to visit. 
 
Literature underscores social media marketing's significance in effectively engaging and 
reaching the millennial generation (Liu et al., 2020). This generation exhibits pervasive 
social media reliance, making it integral to their daily lives (Chivandi et al., 2019). 
Millennials typically spend money quickly, often favoring online channels, especially in 
social media. They are more responsive to digital marketing than to traditional marketing 
approaches (Moreno et al., 2017). Effective social media marketing strategies necessitate 
a comprehensive understanding of the millennial generation, empowering brands to 
successfully engage and influence this tech-savvy and influential demographic through 
social media leverage (Vukmirović et al., 2020).  
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Research indicates that social media pivotally shapes the diverse purchasing habits of 
millennials, primarily through online sharing by influencers and peers (Cabigiosu, 2020). 
This exposure can create social pressure to align with group norms, often leading to 
impulsive buying behavior (Ntobela & Mbukanma, 2023). Social media platforms serve as 
a powerful marketing tool, allowing brands to connect with this tech-savvy demographic 
and influence millennial purchasing decisions (Dabija & Lung, 2019). Millennials are more 
inclined towards social interaction and are more receptive to content and individuals they 
favor, increased engagement on social media (Liu, 2021). Millennials notably prefer 
experiential marketing, enabling brands to deliver memorable, immersive social media 
experiences that align with their values and lifestyle (Medalla et al., 2020). Millennials' 
brand and purchasing decisions are significantly shaped by peer-shared social media 
content (Mangold & Smith, 2012). 
 
Previous research robustly confirms social media marketing's significant positive impact 
on the millennial generation, stemming from their deep social media integration and 
effective engagement through peer/influencer influence and tailored content strategies. 
The observed influence extends across various facets of their decision-making processes, 
from the formation of brand preferences to the execution of purchase decisions. By 
providing a direct and highly interactive conduit for brand communication, facilitating 
community building, and enabling the leveraging of trusted sources within their social 
networks, social media marketing profoundly shapes the attitudes, preferences, and 
ultimately, the consumption behaviors of the millennial generation. Thus, the compelling 
body of empirical evidence strongly confirms the hypothesized positive relationship 
between social media marketing and its effects on the millennial age generation. 
 
H2: Social media marketing significantly positively affects millenial age generation. 
 
 
Individuals' lifestyles significantly influence their decisions to visit various destinations, 
reflecting personal preferences, values, and priorities (Meng et al., 2022). Studies have 
highlighted that cultural values, travel motivations, and sociodemographic characteristics 
are key determinants of tourist behavior and destination selection (Zahra & Anoraga, 
2021). One study suggests that an individual's inclination to travel and the distance 
between their origin and destination are shaped by both internal and external factors, 
including lifestyle (Wen & Huang, 2021).  
 
Research has found that travel motivations and cultural values can distinguish between 
different lifestyle segments, with various groups—such as those focused on nature, 
novelty, status, or relaxation—showing distinct evaluations of destinations and behavioral 
intentions (Meng et al., 2022). Moreover, lifestyle serves as a useful framework for 
understanding vacation behavior, as individuals often invest considerable thought into 
whether to take a vacation, make shared decisions with family members, and seek 
information from diverse sources (Hyde & Laesser, 2009). Tourism choices are generally 
driven by specific purposes or activities, with many people visiting resorts to engage in 
particular activities or fulfill certain needs. Comprehending lifestyle's influence on travel 
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decisions is essential for both informing industry strategies and guiding future scholarly 
inquiry (Pestana et al., 2020). 
 
These previous research results provide compelling and consistent support for the 
hypothesis that significantly and positively affect visit decisions. The literature 
unequivocally demonstrates that an individual's lifestyle—by encapsulating their core 
preferences, values, and priorities—directly shapes their travel motivations, destination 
evaluations, and ultimate decisions to visit. The capacity of lifestyle to define distinct 
traveler segments, each with unique behavioral intentions, further illustrates its 
predictive power. Empirically confirmed as a foundational framework, lifestyle critically 
and positively influences individuals' decisions to visit cafes. 
 
H3: Life style significantly positively affects decisions to visit. 
 
 
The Millennial generation, the largest demographic cohort, is known for its tech-
savviness, trend awareness, and desire for status, with preferences distinctly shaped by 
digital immersion (Aikat, 2019). Relying heavily on smartphones for internet access, 
Millennials favor digital media over print, lead in online shopping, and engage extensively 
on social media, making them a primary lifestyle market (ul Haq & Bonn, 2018). Their 
lifestyle—defined by technology integration, pursuit of experiences, and a strong sense 
of purpose—has significantly influenced society. A hallmark of the Millennial lifestyle is 
their commitment to social consciousness, with many concerned about environmental 
issues, social justice, and ethical consumption (Cabigiosu, 2020). 
 
Existing research emphasizes the significant influence of lifestyle on the millennial 
generation (Myers & Sadaghiani, 2010). The rapid development of information 
technology has profoundly shaped millennials' lifestyles, affecting both their personal and 
professional lives (Au, 2020). Lifestyle has become integral to millennials' daily activities, 
influencing their communication patterns, information-seeking behaviors, and worldview 
(Peterson-Karlan & Parette, 2005). This technological immersion has given rise to a 
cyberculture in which millennials engage in diverse activities (Gale et al., 2020). Growing 
up during periods of economic and social transformation, millennials' lifestyle values have 
become critical factors shaping their identity and behavior (Miller et al., 2017). Research 
further highlights the strong attachment between millennials and technology, particularly 
social media, which significantly impacts their relationships, communication styles, and 
overall well-being (Gale et al., 2020). Understanding these dynamics is essential for 
addressing the broader implications of millennial lifestyles in a rapidly evolving digital 
landscape. 
 
Overwhelming and consistent previous research confirms lifestyle's significant positive 
effect on the millennial generation, positing it as a fundamental force shaping this 
demographic's essence, beyond mere description. The observed influences on their 
preferences, communication patterns, consumer behaviors, identity formation, and 
overall well-being are direct manifestations of how their distinct lifestyle positively 
impacts and defines this generation. Lifestyle acts as the lens through which millennials 
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interact with the world, seek information, form relationships, and make decisions, 
illustrating a profound and pervasive positive effect. Therefore, the collective body of 
evidence strongly affirms that lifestyle serves as a critical determinant, significantly and 
positively influencing the characteristics and behaviors of the millennial generation. 
 
H4: Life style significantly positively affects millenial age generation. 
 
 
The millennial generation has garnered significant attention across industries, particularly 
in cafes (Ketter, 2020). This generation exhibits distinct preferences, behaviors, and 
expectations that differentiate them from earlier generations (Yolal, 2018). Research 
indicates that millennials’ travel patterns and decision-making processes are shaped by 
their unique characteristics. They tend to prioritize experiences over material possessions, 
seeking travel opportunities that align with their lifestyle (Kim & Park, 2020). Millennials, 
identifying strongly as travel enthusiasts, prioritize spending on meaningful experiences 
over traditional investments, critically shaping their travel decisions as a means of self-
expression and personal growth (Migacz & Petrick, 2018). Moreover, their heavy reliance 
on social media has transformed how they plan and engage with travel content, as they 
frequently use online reviews, social media platforms, and influencer recommendations 
in making travel decisions, significantly influencing tourism marketing strategies 
(Constantoglou & Trihas, 2020). 
 
The previous research findings provide compelling and consistent support for the 
hypothesis that the millennial generation significantly and positively affects decisions to 
visit. The unique characteristics and pronounced behavioral patterns of millennials 
directly contribute to their inclination to visit destinations. Their intrinsic prioritization of 
experiences drive a strong propensity towards visitation. Moreover, the generation's 
ingrained reliance on digital platforms—specifically social media, online reviews, and 
influencer endorsements—for travel planning and information significantly mediates and 
enhances their decisions to visit. This digital dependency means that the very engagement 
methods preferred by millennials directly facilitate and encourage their travel decisions. 
Therefore, the empirical evidence clearly indicates that the millennial generation, through 
its distinctive values, motivations, and digital behaviors, exerts a substantial positive 
influence on decisions to visit various destinations. 
 
H5: Millenial age generation significantly positively affects decisions to visit. 
 
 
Social media serve as essential tools for gathering, sharing, and disseminating 
information, significantly influencing individuals' perceptions of destinations and their 
willingness to visit, particularly among millennials (Liu et al., 2020). Social media content 
critically impacts millennials' travel decisions (Chung & Han, 2017). Millennials mediate 
social media's influence on visit decisions through their platform-based lifestyle 
showcases, which profoundly shape destination choices (Joshi, 2017). Social media 
profoundly impacts visit decisions, notably among millennials (Hudson & Thal, 2013). 
Millennials frequently base their evaluations of products and destinations on user-
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generated content and online reviews, which hold greater sway over their decisions than 
traditional marketing messages (Mangold & Smith, 2012). This generation is also inclined 
to spend quickly and frequently through digital channels, particularly social networks such 
as Facebook (Moreno et al., 2017). Given millennials’ reliance on peer-generated content 
and their trust in online influencers over traditional advertisements, companies targeting 
this demographic should prioritize building a robust social media presence, encouraging 
user-generated content, and leveraging online reviews to influence their purchasing 
decisions (Mangold & Smith, 2011). 
 
Previous research robustly and consistently confirms social media marketing's positive 
influence on visitation decisions, with the millennial generation acting as a crucial 
mediator. The literature clearly demonstrates that while social media marketing (SMM) 
directly influences perceptions and willingness to visit, its efficacy is amplified and 
channeled through the distinctive characteristics and behaviors of millennials. This 
generation's heavy engagement with social media, preference for peer-generated 
content and influencer recommendations over traditional advertising, and active role in 
showcasing lifestyles on these platforms collectively illustrate their mediating role. 
Millennials' digital habits transform SMM from a mere broadcast tool into an interactive 
ecosystem where information is not only consumed but also co-created and validated, 
ultimately shaping their (and their peers') decisions to visit destinations. Therefore, 
empirical evidence unequivocally demonstrates that social media marketing's positive 
influence on visitation decisions is substantially mediated by the millennial generation's 
unique attributes and digital engagement patterns. 
 
H6: Social media marketing significantly positively effects on decisions to visit with 
millenial age generation as mediating. 
 
 
Millennials are characterized by their strong reliance on social media, which significantly 
influences their travel planning and destination choices (Pramono et al., 2020). They 
prioritize experiences over material possessions, emphasizing authenticity, sustainability, 
and social responsibility in their travel preferences (Conlin, 2019). Social media shape 
millennials' attitudes toward visiting destinations (Sharma et al., 2017). Their frequent 
and impulsive spending through digital channels, particularly social media, makes 
Millenials an attractive target for marketers (Moreno et al., 2017). Social media critically 
informs millennials' visitation decisions (Liberato et al., 2018). By understanding the 
factors influencing millennials' travel behavior, such as their reliance on social media, 
destination marketers can craft tailored campaigns that resonate with this tech-savvy 
demographic, ultimately enhancing their intention to visit (Molinillo et al., 2018). 
 
The previous research findings provide substantial support for the hypothesis, illustrating 
how lifestyle significantly and positively affects decisions to visit, with the millennial 
generation serving as a crucial mediator. The literature suggests that the lifestyle of 
millennials directly influences their travel preferences and motivations. This direct 
influence represents the "partial effect" of lifestyle on decisions to visit. Simultaneously, 
this distinct millennial lifestyle defines the very characteristics of the millennial generation 
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itself, making them a powerful mediating force. The generation's reliance on social media 
for travel planning and responsiveness to digital content—integral aspects of their 
lifestyle—the effects of broader lifestyle trends through millennial’s engagement and 
decision-making processes. Social media's referential utility and attitudinal influence 
directly shape millennials' visitation decisions. Therefore, the impact of lifestyle on 
decisions to visit is not only directly observable but also indirectly amplified and facilitated 
by the unique behavioral patterns and preferences of the millennial generation, 
demonstrating a complex interplay of direct and indirect (simultaneous) effects. 
 
H7: Life style significantly positively partial and simultaneous effects on decisions to visit 
with millenial age generation as mediating. 

 
 

Research Methods 
 
Research Design 
 
Employing a quantitative approach, this study yields objective, measurable data crucial 
for informed decision-making. It utilizes structured questionnaires and rigorous statistical 
analysis to investigate relationships among the variables under examination (Aken & 
Berends, 2018). The study utilized a cross-sectional, one-shot design, collecting data at a 
single time point (Sekaran & Bougie, 2020).  
 
Population and Sample 
 
Conducted in Bandung City, Indonesia, from October 2023 to March 2024, this study 
utilized a 100-participant sample of cafe visitors, statistically and ethically justified for PLS-
SEM analysis based on power and representativeness. A sample size of 100 is widely 
regarded as a reliable benchmark (Gupta et al., 2016). The study utilized simple random 
sampling, a foundational probability technique ensuring every target population element 
an equal and independent chance of selection (Martínez-Mesa et al., 2016). Primary data 
were collected using a structured online questionnaire. 
 
Variabel Measurement and Operational Variables 
 
Research variables were measured using a five-point Likert scale, a standard academic 
tool for capturing perceptions and attitudes. As a psychometric instrument, it provides a 
structured approach to quantifying subjective experiences, making it particularly useful in 
various fields, including exercise science (MeAuley & Courneya, 1994). The Likert scale, 
developed by Rensis Likert, is a versatile and easy-to-use staple in survey design, offering 
ordinal response options for indicating agreement (Chyung et al., 2017).  
 
This research instrument was developed based on the findings of Töllinen & Karjaluoto 
(2011), Peters et al., (2013), Nejati & Mohamed (2014), Nejati & Mohamed (2014), Migacz 
& Petrick, 2018), Lianti et al. (2021) and Hazari & Sethna (2023). The operational variables 
and indicators are presented in the Table 1. 
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Table 1 Operational Variables  
Variable Dimensions Theory Label Instrument 

Social 
Media 
Marketing 
(SMM ) 
 

(Töllinen & Karjaluoto, 2011); (Peters 
et al., 2013); 

X1.1 = AW Awareness 
X1.2 = RH Reach 
X1.3 = ET Engagement 
X1.4 = ST Sentiment 
X1.5 = CV Conversion 

Lifestyle 
(LFS) 
 
 

(Sathish et al., 2012); (Hazari & 
Sethna, 2023) 

X2.1 = AT Attitude 
X2.2 = VL Value 
X2.3 = IN Interest 
X2.4 = OP Opinion 
X2.5 = BH Behaviour 

Millennial 
Generation 
(MGN) 

(Migacz & Petrick, 2018); 
(Hazari & Sethna, 2023) 

Y1 = TE Technologically Savvy 
Y2 = SC Status-Conscious 
Y3 = TS Trend-Setting 

Decision To 
Visit (DTV)  

(Nejati & Mohamed, 2014); 
(Lianti et al., 2021) 

Z1 = AS Attractions 
Z2 = VM Value for Money 
Y3 = HS Hospitality 
Y4 = FD Food and Drink 

 
Data Analysis Techniques 
 
To unravel complex variable interdependencies, this study employed SEM-PLS. This 
method was selected for its recognized robustness in analyzing intricate analytical models 
(Henseler et al., 2016). Specifically, SEM-PLS facilitates rigorous testing of mediating 
effects through the integrated assessment of its outer and inner model components (Hair 
et al., 2011). The empirical analyses were conducted using SEM-PLS 4 software.  

 
 

Results and Discussion 
 
Measurement Model (Outer Model) 
 
The outer model test includes several stages to assess validity and reliability (Hair et al., 
2011). Validity assessment is divided into two main types: convergent validity (CV) and 
discriminant validity (DV). CV refers to the degree to which a measure aligns with other 
measures of the same construct (Taylor et al., 2010). It is established by demonstrating a 
strong correlation between the instrument and other theoretically related measures to 
represent the same construct (Sekaran & Bougie, 2020). This is assessed using indicator 
loading factors and Average Variance Extracted (AVE), reflecting the average variance 
explained by the indicators. 
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Figure 1 Outer Model Diagram 

Source: Smart-PLS 3 (2024) 
 

Table 2 Outer Loading  
Dimensions SMM LFS MGN DTV 

AS 0.949    
FD 0.949    
HS 0.945    
VM 0.916    
AT  0.920   
BH  0.908   
IN  0.878   
OP  0.796   
VL  0.792   
SC   0.798  
TE   0.900  
TS   0.877  

AW    0.897 
CV    0.754 
ET    0.933 
RH    0.876 
ST    0.857 
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As presented in Figure 1, each element or indicator demonstrates an outer loading 
exceeding 0.55, thereby meeting the established threshold (Hair et al., 2020), as detailed 
in Table 2. Each dimension in the Table 2 shows an outer loading above 0.7, confirming 
the reliability of the evaluated measures. 
 
The research instrument's reliability, vital for consistent latent variable development, was 
confirmed, as all constructs (Table 3) surpassed the 0.70 Cronbach's Alpha threshold. 
 
Table 3 Reliability and Validity 

Variables Cronbach’s Alpha rho_A Composite 
Reliability 

Average Variance 
Extracted (AVE) 

SMM 0.956 0.961 0.968 0.884 
LFS 0.913 0.926 0.934 0.740 

MGN 0.823 0.838 0.894 0.739 
DTV 0.915 0.916 0.937 0.749 

 
Evaluating the CV of the constructs is a crucial part of this process. Convergent validity is 
considered adequate when the loading factor exceeds 0.7 and the AVE is greater than 0.5 
(Hair et al., 2020). DV assesses how distinct a measure is from other constructs to which 
it is theoretically unrelated (Sekaran & Bougie, 2020). It is established by comparing the 
AVE of each latent variable to the squared correlation (R²) between latent variables and 
is confirmed when the factor loadings for each variable exceed the cross-loadings on other 
variables (Hair et al., 2020). As shown in Table 3, all latent variables achieved AVE values 
greater than 0.7. 
 
Table 4 Latent Variable Correlations 

Variables DTV LFS MGN SMM 

SMM 1.000 0.895 0.881 0.201 
LFS 0.895 1.000 0.973 0.111 

MGN 0.881 0.973 1.000 0.120 
DTV 0.201 0.111 0.120 1.000 

 
Structural Model (Inner Model)  
 
In this structural model, measurements are conducted to predict and examine causal 
relationships between the latent variables used (Hair et al., 2011). One of the key 
parameters tested is the R-Square (R²) value. A high R² value indicates a good research 
model with accurate measurement. Conversely, the Q² value reflects the predictive 
relevance of the model for the assessed parameters (Hair et al., 2020). Hypotheses are 
typically considered significant when the path coefficient values, as indicated by the t-
statistic, exceed 1.96 for a two-tailed test at a significance level of 0.05 (Spence & Stanley, 
2018). The p-value indicates the probability of observing a result as extreme as, or more 
extreme than, the data, given the null hypothesis is true (Dahiru, 2011). 
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Table 5 Hypothesis Testing 
Correlations Original 

Sample 
Sample 
Mean 

Standard 
Deviation 

T-Statistics P-
Values 

Result 

SMM → DTV 0.756 0.752 0.008 21.064 0.027 Supported 
SMM → MGN 0.723 0.720 0.009 20.012 0.001 Supported 
LFS → DTV 0.728 0.726 0.008 22.445 0.017 Supported 
LFS → MGN 0.922 0.920 0.006 32.128 0.000 Supported 
MGN → DTV 0.952 0.950 0.007 30.122 0.001 Supported 
Mod 1 → DTV 0.750 0.748 0.007 23.320 0.000 Supported 
Mod 2 → DTV 0.820 0.818 0.007 21.023 0.002 Supported 

 
The measurement model results are presented in Table 5. All direct effect hypotheses 
were supported by bootstrap analysis. Hypothesis 1 (H1) posits that social media 
marketing significantly and positively influences decisions to visit, confirmed by a T-
statistic of 21.064 (>1.96) and a P-value of 0.027 (<0.05). Hypothesis 2 (H2) states that 
social media marketing significantly impacts the millennial age group, with a T-statistic of 
20.012 and a P-value of 0.001. Hypothesis 3 (H3) asserts that lifestyle significantly affects 
decisions to visit, supported by a T-statistic of 22.455 and a P-value of 0.017. Hypothesis 
4 (H4) indicates that lifestyle significantly influences the millennial generation, as 
evidenced by a T-statistic of 32.128 and a P-value of 0.000. Hypothesis 5 (H5) proposes 
that the millennial age group significantly affects visit decisions, validated by a T-statistic 
of 30.122 and a P-value of 0.001. Hypothesis 6 (H6) indicates that social media marketing 
significantly affects visit decisions with the millennial age group as a mediator, supported 
by a T-statistic of 23.320 and a P-value of 0.000. Lastly, Hypothesis 7 (H7) demonstrates 
that lifestyle significantly and simultaneously impacts visit decisions with the millennial 
age group as a mediator, confirmed by a T-statistic of 21.023 and a P-value of 0.002. 
 
Discussion  
 
The empirical findings of this study unequivocally corroborate the first hypothesis, 
confirming that social media marketing significantly influences C visitation decisions in 
Bandung City. These local findings corroborate extensive recent literature on social 
media's pervasive influence over consumer decision-making (Sisman et al., 2021; Yu, 
2023; Dhingra, 2023; Manzoor et al., 2020). Specifically, existing literature highlights how 
social media actively engages audiences and shapes their choices throughout the entire 
consumer journey, from initial awareness and information seeking to final purchase 
decisions (Mazeed et al., 2019). Further, scholarly works delineate the specific 
mechanisms through which social media influences these decisions, including information 
dissemination, brand perception formation, and community engagement—factors that 
directly implicates consumer preferences and intentions (Song & Yoo, 2016; Cutshall et 
al., 2022; Tham et al., 2020). Thus, the findings of this study in Bandung City align with, 
and contribute to, a widely-established global trend demonstrating the effectiveness of 
digital marketing in shaping local consumption behaviors. 
 
While current discussions effectively describe observed influence, scholarly inquiry should 
pivot towards deeper theoretical integration by exploring underlying psychological or 
sociological frameworks that mediate social media's impact on local consumer choices. 
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Such an approach would significantly enrich the field's theoretical foundations, provide 
more precise practitioner insights for practitioners, and enhance the overall scholarly 
contribution. 
 
The empirical findings of this study unequivocally support the second hypothesis, 
confirming the significant impact of social media marketing on millennial engagement 
with cafes in Bandung City. This finding aligns with a substantial body of contemporary 
literature that delineates the Millennial generation by distinct traits (Moreno et al., 2017; 
Chivandi et al., 2019). Their digital native status, strong reliance on peer 
recommendations, and preference for experiential consumption, collectively contribute 
to their heightened responsiveness to social media marketing efforts. The study 
insightfully identifies several mechanisms through which social media marketing 
influences this demographic. Foremost among these is the pivotal role of social media 
influencers and peer networks in shaping purchasing habits and inducing impulsive buying 
behaviors (Cabigiosu, 2020; Ntobela & Mbukanma, 2023). Furthermore, the strategic 
importance of experiential marketing within the digital environment (Medalla et al., 2020) 
and the necessity of creating compelling digital content (Vukmirović et al., 2020) are 
critical for fostering authentic engagement among Millennials. These observed 
mechanisms in Bandung City strongly align with, and provide empirical support for, 
broader global trends concerning millennial behavior. 
 
While this research effectively establishes the significant influence of social media 
marketing and delineates its key mechanisms, critical reflection suggests opportunities 
for further scholarly exploration. Future studies could investigate the psychological 
dimensions of millennial engagement with social media marketing in the context of cafe 
visitation, focusing on factors such as perceived authenticity, parasocial relationships with 
influencers, and the long-term impact of digital engagement on brand loyalty. Such 
inquiries are vital for enriching digital consumer behavior theory and generating targeted 
insights for businesses to optimize social media strategies for this pivotal demographic, 
thereby bolstering the field's overall contribution. 
 
The empirical validation of this study unequivocally substantiates the third hypothesis, 
establishing the significant influence of individual lifestyles on cafe visitation decisions 
within Bandung City. This finding is strongly supported by a broad spectrum of 
contemporary research that positions lifestyle—reflecting personal preferences and 
values (Meng et al., 2022)—as a predominant determinant of tourist behavior and 
destination selection (Zahra & Anoraga, 2021; Wen & Huang, 2021). This study insightfully 
demonstrates how distinct lifestyle (Meng et al., 2022), shaping destination evaluations 
and subsequent behavioral intentions. Indeed, lifestyle serves as a critical lens for 
understanding diverse consumption patterns, ranging from vacation choices (Hyde & 
Laesser, 2009) to broader consumer decisions (Pestana et al., 2020). The findings from 
Bandung City corroborate these established conceptualizations, underscoring the 
relevance of lifestyle frameworks in interpreting niche urban behaviors. 
 
While this study provides compelling empirical evidence of lifestyle’s influence on cafe 
visitation, critical reflection suggests avenues for deeper scholarly inquiry. Future 
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research should investigate the complex interplay among lifestyle, social media 
marketing, specific cafe attributes, and community affiliations in shaping visitation 
decisions. Furthermore, investigating the dynamic evolution of lifestyle segments and 
their long-term effects on consumer choices within urban leisure contexts would offer a 
more nuanced understanding. Such investigations would not only enrich theoretical 
models of consumer behavior and urban tourism but also provide practical insights for 
cafe operators and urban planners in developing targeted strategies and fostering vibrant 
cultural spaces, thereby enhancing the overall contribution to both academic discourse 
and practical application. 
 
The fourth hypothesis is supported by empirical evidence indicating that lifestyle 
significantly influences visit decisions at Bandung City (Meng et al., 2022). Broader 
investigations have also highlighted lifestyle’s role in shaping travel inclinations, including 
preferred travel distances, while emphasizing the influence of other internal and external 
factors as key determinants of visitor behavior (Wen & Huang, 2021; Zahra & Anoraga, 
2021). The dominant Millennial generation's distinct lifestyle, shaped by deep 
technological immersion, is characterized by tech-savviness, trend awareness, and a 
strong desire for social status (Aikat, 2019). Their pronounced reliance on smartphones 
for digital media consumption, online shopping, and extensive social media engagement 
plays a central role in their communication patterns, information-seeking behaviors, and 
worldview (ul Haq & Bonn, 2018; Au, 2020; Peterson-Karlan & Parette, 2005). This unique 
lifestyle significantly influences their behavior (Myers & Sadaghiani, 2010), fosters a 
distinctive cyberculture (Gale et al., 2020), and reflects their strong commitment to social 
consciousness (Cabigiosu, 2020; Miller et al., 2017). Moreover, their profound technology 
attachment also impacts their identity, interpersonal relationships, and overall well-being 
(Gale et al., 2020). 
 
This comprehensive understanding of the intertwined relationship between technology 
and the Millennial lifestyle is not merely descriptive but provides a vital foundation for 
advancing research in contemporary consumer behavior. Building on these established 
insights, future studies could investigate the specific mechanisms through which 
millennial values translate into purchasing decisions for niche markets, or how digital 
platforms mediate their engagement with pro-environmental initiatives in evolving urban 
landscapes. Such investigations hold significant potential to contribute to both theoretical 
frameworks and practical applications, offering deeper insights into the broader 
implications of millennial lifestyles in a rapidly evolving digital era. 
 
The fifth hypothesis testing results unequivocally demonstrate that the Millennial 
generation significantly influences visit decisions, a finding robustly supported by a 
substantial body of contemporary research. This aligns with their recognized status as a 
pivotal demographic that has garnered considerable attention across various industries, 
particularly within tourism and travel (Ketter, 2020). Research consistently indicates that 
Millennials' travel patterns and decision-making processes are profoundly shaped by their 
unique characteristics. They prioritize experiences over material possessions and actively 
seek travel opportunities that align with their values, such as sustainability and social 
responsibility (Kim & Park, 2020). Strongly identifying as travel enthusiasts, Millennials 
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demonstrate a clear preference for investing in meaningful experiences rather than 
accumulating material wealth or traditional savings. (Migacz & Petrick, 2018). 
Furthermore, their heavy reliance on social media has fundamentally transformed their 
approach to travel planning and engagement. Frequent use of online reviews, social 
media platforms, and influencer recommendations significantly influences their travel 
decisions and, consequently, reshapes contemporary tourism marketing strategies 
(Constantoglou & Trihas, 2020). These distinct attributes and digital engagement patterns 
collectively underscore the substantial influence Millennials exert on visit decisions in 
urban leisure contexts, such as cafe visitation. 
 
This study empirically validates the significant influence of the Millennial generation on 
visit decisions within its specific context. While confirming their overall impact, a critical 
reflection suggests avenues for further scholarly inquiry. Future research could explore 
the nuances of sub-segmentation within the Millennial generation, investigating how 
different groups exhibit distinct decision-making processes. 
 
The sixth hypothesis testing confirms that social media marketing significantly influences 
visit decisions, with the Millennial generation acting as a crucial mediator in this 
relationship. Social media platforms pivotally influence visit intentions and decisions 
through information exchange, impacting cafe perceptions and subsequent willingness to 
visit (Liu et al., 2020). The perceived trustworthiness of social media content is pivotal in 
shaping cafe visitation decisions, particularly among this demographic (Chung & Han, 
2017). The Millennial generation's unique engagement with these platforms is central to 
their mediating role. Millennials actively leverage social media to showcase their 
lifestyles, which subsequently affects the cafe choices of their broader social networks 
(Joshi, 2017). Research consistently highlights that social media posts and online reviews, 
exerts a stronger influence on Millennials' visit decisions compared to traditional 
marketing strategies (Hudson & Thal, 2013). This generation's inherent value for peer-
generated content and trust in online influencers leads to quicker and more frequent 
spending through digital channels, including social networks (Moreno et al., 2017). 
Consequently, social media's impact on visit decisions is largely mediated by the specific 
social media behaviors and preferences of Millennials. To effectively engage this 
demographic, cafe businesses must focus on building a strong social media presence, 
actively promoting user-generated content, and strategically leveraging online reviews to 
enhance credibility and directly influence visit decisions (Mangold & Smith, 2012). This 
approach aligns with Millennials’ preference for authentic, relatable content and 
underscores the multifaceted nature of social media’s impact on their decision-making 
processes. 
 
This study, while robustly evidencing the Millennial generation's mediating role in 
Bandung City's cafe visitation, further offers a nuanced understanding of digital 
marketing's influence in urban leisure. It suggests that future research will investigate the 
evolving nature of this mediation alongside the differential impacts of user-generated 
content and specific cafe attributes for optimizing marketing strategies and fostering 
sustainable growth in the hospitality sector. 
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The seventh hypothesis testing results unequivocally confirm that individual lifestyle 
significantly influences visit decisions, with the Millennial generation serving as a crucial 
mediating factor in this relationship. This finding underscores the complex interplay 
between broad consumer preferences and the specific behavioral patterns of a dominant 
demographic cohort. Millennials exhibit a pronounced reliance on social media for various 
aspects of their consumption journey, including travel planning and destination selection 
(Pramono et al., 2020; Conlin, 2019). Their lifestyle is defined by a distinct prioritization 
of experiential consumption (Pramono et al., 2020; Conlin, 2019). Social media platforms, 
therefore, serve as critical conduits for information gathering, experience sharing, and 
peer recommendations, profoundly shaping Millennials' visit attitudes and intentions 
(Sharma et al., 2017). Their propensity for frequent and often impulsive spending through 
digital channels, particularly social media, positions them as a pivotal demographic for 
destination marketers (Moreno et al., 2017). The pervasive digitalization of marketing 
communication has transformed the landscape, making social media a central reference 
point for Millennials in their decisions to visit cafes (Liberato et al., 2018). A nuanced 
understanding of lifestyle and Millennial preferences is imperative for businesses, 
enabling the design of targeted campaigns that leverage their technological reliance and 
resonate with their core values, thereby enhancing cafe visitation intentions (Molinillo et 
al., 2018). Recent studies further emphasize the strong interdependence between 
Millennials' technology dependence and their lifestyle elements as crucial determinants 
of their visit behaviors and decisions. 
 
By validating the Millennial generation's mediating role in lifestyle-visit decisions and 
offering empirical evidence from Bandung City, this study significantly enriches existing 
theoretical frameworks in consumer behavior and digital marketing. Future research 
could investigate the specific mechanisms through which Millennials mediate this 
relationship, such as the varying influences or the impact of sub-segmenting the Millennial 
generation based on their distinct lifestyle attributes. Furthermore, investigating the 
longitudinal effects of this mediation and its potential variations across different cultural 
or economic contexts could yield more granular insights, contributing significantly to both 
academic understanding and strategic marketing practices for leisure-oriented 
businesses. 
 
 

Conclusion 
 

In conclusion, this study identifies the factors driving cafes visitation in Bandung City, 
mediated by the millennial generation, specifically examining the roles of social media 
marketing and lifestyle. Data analysis indicates that both social media marketing and 
lifestyle significantly and positively shape Bandung City cafe visit decisions, with the 
millennial generation crucially amplifying these influences, and lifestyle notably emerging 
as the stronger, more pivotal determinant. This influence is further intensified when 
aligned with the characteristics of the millennial generation. 
 
The author recommends that cafe managers in Bandung City consider these research 
findings as valuable information to better understand their customers. Despite its 
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findings, this study is limited by its relatively small sample size, confined geographic scope, 
and exclusive focus on social media marketing and lifestyle influences on visit decisions, 
mediated solely by the millennial generation, thereby necessitating broader future 
research into additional variables. Furthermore, it is essential to adapt and refine the 
dimensions used to measure these variables to introduce new insights related to this 
topic. 
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