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1. INTRODUCTION  

The current era of development has made many changes to people's lives, all of which started 

with Covid-19 which resulted in people carrying out their activities at home and of course giving 

people lots of free time. After Covid ends, people will return to having a new life and new habits. 

There has been a change in society which was previously busy with various activities, this has made 

people prefer all forms of convenience in various aspects that can save and help their time and energy, 

as well as the emergence of interest in using something instant. 

One of the things that is unavoidable in human life, especially in Indonesia, is food that is rich in 

carbohydrates. The limited choice of instant foods containing carbohydrates is a problem that has not 

been resolved. Many people are not familiar with these products because they often come from brands 

that are unknown to them and have new flavors. Apart from that, the difficulty of finding this type of 

food is also an obstacle in itself. This difficulty will ultimately make it difficult for people to meet their 

needs. Especially in the midst of their busy lives, people are more likely to choose to consume products 

that are easier to serve. This is what encourages people to choose other instant food alternatives. One 

example is instant noodles, which are very popular and often consumed among the public. In 

Indonesia, there are various brands and variations of instant noodles that consumers can choose from, 

including Lemonilo noodles. Currently, the Lemonilo fried noodle variant is a favorite that is in great 

demand by the public. The fact that Lemonilo has entered the list of Top Selling Fried Instant Noodle 

Brands in the top sales data on Shopee and Tokopedia is an impressive achievement. Even though 

Lemonilo finished in 4th place, this shows an extraordinary achievement. Lemonilo managed to record 

sales of 6.3%, even though it is a new brand, its sales are quite significant compared to competing 

brands that have existed for longer, such as Indomie, Sarimi, or Mie Sedap. 

Even though Lemonilo prioritizes health aspects, the company continues to innovate with 

various variations of its product flavors, even though it faces challenges in maintaining a healthy 

composition. Currently, Lemonilo has presented 7 flavor variants, including Fried Noodles, Chicken 

Onion Soup Noodles, Chicken Curry Soup Noodles, Korean Spicy Noodles, Sehat Family Cap Dry 

Noodles, Padang Rendang Spectarasa Lemonilo, and Fried Noodle Konjak Flavored Lemonilo. With 

the tagline "Healthy Noodles", Lemonilo has been well known to consumers since it was produced by 

PT Lemonilo Indonesia in 2016, offering a new concept in the instant noodle industry using healthy 

ingredients and innovative production methods. 
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 This research aims to explore the impact of brand awareness and 

product variety on purchasing decisions for Lemonilo noodles in Bekasi 

through purchase intention. The method we use is a quantitative method, 

where we use a purposive sampling technique to select 128 respondents 

who are consumers of Lemonilo noodles in Bekasi City. The results show 

that the second factor, brand awareness and product variety, influences 

purchase intention, but only product variety has a significant impact on 

purchasing decisions. In addition, purchase interest acts as a reflection 

between brand awareness and product variety and purchasing decisions. 
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Brand awareness is an important factor in purchasing decisions, where the stronger the 

awareness, the more likely consumers are to choose to buy, which also has a significant impact on 

consumer trust [27]. Product variations also have an important role in attracting consumer purchasing 

interest by providing more product choices. Purchasing decisions are also influenced by purchasing 

interest, where the higher the purchasing interest, the greater the possibility of consumers making a 

purchase. Previous studies have highlighted the influence of interest on purchasing decisions [3]. Our 

research adopts a more specific approach by examining the factors that influence consumer decisions to 

purchase Lemonilo noodles in Bekasi City. Considering the finding that providing accurate product 

information can enhance consumers' inclination to buy [3], our investigation aims to delve into how 

brand awareness and product variety affect consumers' purchase intentions, particularly concerning 

Lemonilo noodles. We also aim to address issues such as the prevalent consumption of instant noodles 

during hunger pangs and the notable brand awareness of Lemonilo Noodles, which remains partially 

unmet due to the product range's inability to fully cater to consumers' comprehensive needs when 

opting for Lemonilo Noodles.. 

Theoretical Foundation 

The conceptual model of this research is based on Ajzen's ideas about the theory of planned 

behavior, which is an extension of the theory of reasoned action [10]. This model analyzes the goals 

and ways of society's behavior, complemented by thinking and controlling pretend behavior, as well 

as anticipating the complexity of human behavior in the context of coherent decision making. 

According to the TPB, a buyer will engage in a behavior if he has a strong intention to buy a product 

from a particular brand and makes a logical argument for a particular behavior by evaluating the 

available information. Therefore, information about brands plays an important role in forming 

attitudes that lead to intentions. 

TPB argues that a person's mindset, outside factors, and perceived behavioral control all impact 

their purchase intentions. Understanding a person's behavioral patterns begins with understanding 

their goals [41]. Personal attitudes toward behavior, perceived pressure from society to engage in 

action (subjective norms), and perceived self-control all impact consumers' behavioral intentions 

(perceived behavioral control). People intend to buy when they have a good opinion about a brand [5]. 

The diversity and variety of products offered tends to increase consumers' desire to purchase, which in 

turn will likely have a positive impact on purchasing decisions. Thus, brand awareness and celebrity 

endorsement will generate favorable attitudes that will lead to purchase intentions [30, 22] and 

Purchase Decision. 

Consumer behavior is a key factor in the purchasing decision making process, where consumers 

always consider various aspects such as price, quality and benefits before purchasing a product or 

item [19]. A deep understanding of consumer behavior is the basis of marketing management, the 

main aim of which is to meet consumer needs and desires and study the value exchange process 

between the various parties involved. In this context, marketing places its focus on consumers, with 

the aim of influencing their behavior. 

In purchasing, consumer behavior influences the decision-making process, through stages such 

as problem recognition, information search, alternative assessment, decision making, and post-

purchase behavior [23]. Companies need to follow a marketing concept that aims to meet consumer 

needs and desires, so that understanding and influencing consumer behavior is key in designing 

effective business strategies. Consumer loyalty to a product is an advantage for manufacturers, but if 

consumers have difficulty finding the product they want, they may try other brands over time. 

Purchasing decisions are an important component of consumer behavior, which includes the 

study of how individuals, groups and organizations select, purchase, use and utilize goods, services, 

ideas or experiences to meet their needs and desires [6]. In general, purchasing decisions involve 

choosing between two or more alternative options in marketing management, including product type 

and benefits, product form, brand, product quantity, purchase time, and payment method, where 

consumers obtain information about the product before making a decision, evaluating all available 

alternatives, with price being the most important factor considered in the purchasing process [7]. 
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In this research, the purchasing decision indicators used, as described by [18], cover several 

aspects, including product choice, brand, distributor, purchase time, and purchase amount, which 

requires companies to conduct research on consumer preferences, determine the characteristics 

brands, influence factors in choosing a place of purchase, and innovate products to meet consumer 

purchasing needs. 

Purchase Intention 

Intention originates from describing feelings that arise simultaneously or attract attention to an 

object or group of objects, interest is also a feeling of liking for an object or situation which can be 

expressed through real reactions or only through bodily organs and interest as a feeling of pleasure and 

a tendency to look for similar objects. liked. Purchase interest can also be said to be consumer behavior 

that reflects the extent to which consumers are likely to make a purchase. The influence of buying 

interest also acts as a supporting factor in strengthening a person's interest in a product. Individual 

interest in a product is often influenced by the attractiveness of the product, including its versatility, 

design, features, and also services that ensure the product's reliability. 

Purchase interest is a consumer's tendency to buy a brand or take actions related to purchasing, 

which is measured by how likely the consumer is to make a purchase. From these various definitions, it 

can be concluded that buying interest is a feeling of liking for a particular object which is also 

accompanied by a desire to buy and own that product, thus encouraging consumers to make a purchase. 

Interest also involves interactions between individuals and favored objects or situations, which trigger 

the urge to buy the desired product. 

Purchase interest is a process that occurs at the evaluation stage of purchasing decisions, where 

consumers actively consider the various brands available and form preferences for certain products. 

During this stage, consumers also develop intentions to purchase the products they like most based on 

the preferences they form. Purchase interest can also be said to be a process in which someone 

becomes interested in a particular product or thing. This is characterized by continuity in remembering 

the product, which encourages the formation of sustainable purchasing interest [1], explaining that the 

level of people's interest in the product can be reflected and measured from the sacrifices they make to 

get it. Customers who have a high level of interest tend to have a goal of using or buying the product. 

Brand Awareness 

A brand is an element that initiates the existence of a business to achieve its goals in a 

sustainable manner, which aims to get a positive response from the public towards the products 

presented. [2], explains that a brand is considered a vital asset for every company, it can be a name, 

symbol, or image, which functions as a company's unique identity and as a marker of difference from 

competitors. Therefore, having a strong brand allows a company to compete effectively in the market. 

Awareness that is understood by individuals occurs when they are involved in building brand 

value, and trying to increase brand awareness in consumers' minds so that it becomes the basis for 

planning strategies. [31] explained that brand awareness refers to “the ability of potential buyers to 

recognize or remember a brand as part of a particular product category”, reflecting the extent to which 

a brand is known to consumers. The level of brand awareness often reflects the strength of the brand's 

presence in consumers' minds, which can be measured by their ability to recognize the product or 

remember the brand name. Hence, a deep understanding of brand awareness is essential in designing 

effective marketing strategies and strengthening a brand's position in the market. 

Brand management needs to be considered carefully as a long-lived asset so that brand value 

does not decline. Brand equity is strengthened through consistent marketing in conveying product 

representation, core benefits, and strong brand associations in consumers' minds. Brand awareness is 

the basis of brand equity from the consumer's perspective, shows recognition of the brand from one 

product to another, and provides confidence that a strong brand can be relied upon [2, 4]. Meanwhile, 

factors that influence brand awareness include advertising, products, taglines and logos [2]. 

Advertising is a form of non-personal marketing communication that aims to introduce and promote 

products to the public through various media. Products refer to goods or services offered to the market 

with the intention of meeting consumer needs and desires. A tagline is a slogan or phrase created by a 
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company to remind people about its product. Meanwhile, a logo is an image or symbol that has a 

special meaning and is used as a product identity and to differentiate it from competing products. 

Brand awareness is the level of consumer knowledge and awareness about the existence of a 

product and the identity of a brand [23], including consumers' understanding of brands, logos, slogans 

and other visual elements related to the brand. In marketing strategy, it is important to increase strong 

brand awareness in the minds of consumers. This is because their high awareness allows brands to 

become better known to consumers and creates opportunities to reach more potential consumers and 

expand the market. Strategies used to increase brand awareness include promotional activities, 

advertising campaigns, brand presence on social media, sponsorship of events or activities, 

collaboration with influencers, as well as efforts to build relationships with consumers through direct 

interaction and positive experiences with the brand [38]. The current digital era makes social media and 

online platforms effective tools in increasing brand awareness by creating interesting content that can 

interact with consumers. 

Product Variation 

The variety of products available to consumers has been an important feature of the industry for 

some time, including variations within a brand or product line that can be differentiated by factors such 

as size, price, appearance, or other characteristics. [31] explains that companies use product variety as a 

strategy to provide consumers with various options according to their preferences and needs. On the 

other hand [29] explains that product variants refer to variations of standard products designed to meet 

specific customer needs. This variant can be a limited choice tailored to the customer's abilities or 

preferences to get a product that suits their needs. 

It is important for companies to pay attention to product variations in an effort to improve their 

product performance. Product variety is the key to industrial competition and attractiveness to 

consumers. This concept has long been known in the world of marketing, with various types of 

products offered to meet consumer needs [16]. 

Relationship Between Brand Awareness and Purchase Intention 

Brand awareness is a buyer's ability to identify and remember a brand as part of a particular 

product group, with higher levels of awareness of brands that are well remembered by users, enabling 

them to make repeat purchasing decisions [32]. 

Previous research by [24, 25, 12] consistently confirms that there is a strong relationship 

between the level of brand awareness and purchasing decisions. These findings indicate that the higher 

the level of brand awareness consumers have for a product, the more likely they are to choose that 

product when shopping. This is caused by consumers' knowledge and understanding of the brand, 

which directly influences their attitudes and decisions in choosing and purchasing these products on the 

market. From the results of the research above, the following hypothesis will be proposed: 

H1 : Brand awareness influences purchase intention 

Relationship Product Variation and Purchase Intention 

Product variety, also known as product diversity, is a concept that has become an important part 

of marketing strategies in various industrial sectors. This principle covers the various types of goods or 

services available on the market, which aim to meet the diverse needs and desires of consumers [40]. 

Thus, product variety includes all the options available to consumers, from differences in size, shape, 

features, to price, to accommodate varying preferences and needs. 

Based on previous research conducted by [16, 26, 39], it was concluded that there is a positive 

and significant influence of product variations on purchasing interest. These findings indicate that the 

presence of a variety of product options tends to increase consumers' purchasing interest, because it 

gives them more choices to meet individual needs and preferences. From the results of the research 

above, a hypothesis will be proposed: 

H2 : Product Variation influences purchase intention 
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Relationship Brand Awareness and Purchase Decision 

In increasingly fierce competition, a deep understanding of the importance of brand awareness 

greatly influences consumer purchasing decisions. In response to a marketing environment full of 

promotional messages, companies are competing to attract consumer attention through various 

communication channels. This aims to build strong brand awareness, which is believed to increase the 

likelihood of consumers choosing certain products when making a purchase [17]. 

Brand awareness has a significant influence on consumer purchasing decisions. Studies by [32, 

4, 2] confirm the importance of brand awareness in shaping consumer preferences and purchasing 

behavior. This shows that brand awareness plays a key role in the influence of marketing on purchasing 

decisions. From the research results above, a hypothesis will be proposed: 

H3 : Brand Awareness influence Purchase Decision 

Relationship Product Variations dan Purchase Decision 

Product variety includes the ability of a brand or product line to offer a variety of different options 

in terms of size, price, appearance, or product features. This strategy allows companies to adapt their 

products to the diverse preferences and needs of consumers. In this way, companies can attract 

consumer interest by providing more varied options [31]. 

Previous studies show that product variety has a significant and positive impact on purchasing 

decisions [8, 31]. This confirms that product diversity can influence consumer decisions in purchasing 

products, because consumers tend to be more interested in products that offer a wider variety and suit 

their preferences. Thus, it is important for companies to pay attention to product variation strategies in 

an effort to increase product attractiveness and sales. So hypothesis 4 that emerges is as follows: 

H4 : Product Variations berpengaruh terhadap Purchase Decision 

Relationship Purchase Intention and Purchase Decision 

Purchase intention refers to a strong impulse towards a good or service, while buying is the act 

of obtaining something by making significant sacrifices. When someone is dissatisfied with something, 

their buying interest can be disturbed [37]. Findings from previous research, such as those conducted 

by [13, 34, 11], show that purchase interest has a positive and significant impact on purchasing 

decisions. This shows that purchasing interest plays an important role in the purchasing decision 

process. 

So it can be illustrated that a person's level of purchase intention can influence their purchasing 

decisions. In this context, purchasing interest is an important factor considered by companies in their 

marketing strategy. Companies tend to direct their marketing efforts to increase consumer buying 

interest, because high buying interest can encourage consumers to make purchases. Therefore, a deep 

understanding of the factors that influence buying interest, as well as how to manage and increase it, is 

key to achieving success in a competitive market. So hypothesis 5 raised is as follows:  

H5 : Purchase Intention influences Purchase Decision 

Relationship Brand Awareness and Purchase Decision through Purchase Intention 

Brand awareness is an essential foundation in marketing strategy, because the wider people's 

knowledge about the brand, the more likely they are to be interested and make a decision to buy the 

product. Brand awareness creates a strong foundation to attract consumer interest, enabling them to 

identify and select products that suit their needs and preferences. 

[36, 37] explained that brand awareness has a positive and significant impact on purchasing 

decisions, as well as on purchasing interest. This indicates that the higher the brand awareness, the 

more likely someone is to buy the product. Meanwhile, purchasing interest also has a significant 

influence on purchasing decisions, indicating that consumer interest in a product can influence their 

decision to buy it. So hypothesis 6 that is raised is as follows:  

H6 : Brand Awareness influences Purchase Decision through Purchase Intention 
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Relationship Product Variations and Purchase Decision through Purchase Intention 

Product variety or product diversity gives consumers many options when shopping, so they can 

tailor their choices to their desires and preferences. This allows consumers to make optimal use of the 

product. Apart from that, purchasing interest helps make it easier for consumers to choose products 

more quickly. 

[22, 29] confirmed that product variety has a positive and significant influence on purchasing 

decisions. Furthermore, consumer purchasing interest acts as a mediator in the relationship between 

product variety and purchasing decisions. This indicates that consumers tend to choose a variety of 

products, and their purchasing interest mediates the influence of product variety on purchasing 

decisions. So hypothesis 7 that emerges is as follows: 

H7 : Product Variation influence Purchase Decision throubh Purchase Intention 

 

Research Model 

Based on the empirical description above, the following research model is: 

 

Figure 1. Research Model 

2. METHOD 

The research uses a quantitative approach using descriptive methods which are carried out with 

the aim of providing an objective picture or description of a situation. The population in this study is 

the unknown number of people in Wisma Asri Village, Bekasi City. The sample size for this study was 

set at 128 based on convenience sampling techniques using sample sizes according to [14]. The data 

collection technique uses a survey method using a questionnaire. 

The data analysis technique used is the structural equation modeling (SEM) method with the 

Partial Least Square (PLS) statistical analysis tool to determine the relationship between exogenous 

and endogenous variables directly and indirectly. SEM produces more informative, complete and 

accurate relationships between variables by measuring the outer model and inner model. The use of 

Structural Equation Modeling (SEM) in this study is justified because it allows for examining the 

complex relationships among variables such as brand awareness, product variety, and consumer 

purchase intention in the context of Lemonilo noodles purchasing decisions in Bekasi City, while 

considering mediation and moderation effects, and enabling testing of alternative models and 

assessment of model fit, thus providing a deeper understanding of the factors influencing purchasing 

decisions. 

3. RESULTS AND DISCUSSION 

Hypothesis testing in this research uses the Partial Least Square (PLS) analysis technique with 

the SmartPLS version 3.0 program 
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Measurement Model Testing (Outer Model) 

The Outer Model test was evaluated through convergent validity and internal consistency reliability 

analysis using data from 128 respondents. Testing was carried out with the PLS algorithm and the 

maximum number of iterations was 300 in SmartPLS 

 

 

Figure 2. Outer Model 

 

Discriminant of the outer loading value of the indicator, where if the loading factor value is > 0.7 it 

can be said to be valid. Based on the table presented, it can be seen that each indicator has a 

significant cross loading value compared to other indicators in the same variable. For example, the 

indicators in the Brand Awareness variable have a higher cross loading value than the Product 

Variety, Purchase Interest and Purchase Decision variables. Therefore, the results of this test can be 

considered discriminantly valid. 

A.  Average Variance Extracted (AVE) 

If the Average Variance Extracted (AVE) value is > 0.5 then it is considered acceptable or valid 

Tabel 2. Average Variance Extracted (AVE) 

  

 

 

 

 

Source: primary data processing (2024) 

Based on the AVE value data table, it can be seen that the values stated in the Brand Awareness, 

Product Variety, Purchase Interest and Purchase Decision variables are above 0.50, thus it can be 

stated that the measurement of each variable has a good and valid AVE value in the convergent 

validity test. 

B.  Composite Reliability and Cronbach Alpha 

In the next stage, the reliability of the measurements is tested to ensure a good level of consistency. 

This is done through two methods, namely composite reliability and Cronbach alpha, which aims 

to test accuracy and competence in measuring the construct or variable under study. 

Variable Average Variance Extracted (AVE) Remark 

Brand Awareness 0.667 Fulfilled 

Product Variations 0.616 Fulfilled 

Purchase Decision 0.640 Fulfilled 

Purchase Intention 0.619 Fulfilled 
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Tabel 2. Composite Reliability and Cronbach Alpha 

 

 

Source: Primary data processing (2024) 

The table reveals that the composite reliability and Cronbach's Alpha values for all variables show 

that all constructs are above 0.7. This indicates that all indicators are considered accurate, consistent 

and appropriate for measuring the appropriate variables. Thus, it is concluded that all constructs or 

variables have an adequate level of reliability. 

Structural Model Testing (Inner Model) 

 

Figure 2. Inner Model 

A. R Square Testing (R2) 

The analysis was carried out to evaluate how much of the construct involving endogenous variables 

(Y) and mediating variables (Z) can be explained by exogenous variables (X), as seen in the R-

square test. In this context, the R Square (R2) value is used as an indicator of model strength where 

a value of 0.75 indicates a strong model, 0.50 indicates a moderate model, and 0.25 indicates a 

weak model. 

Tabel 3.  Analisis Regresi Linier Berganda 

 

 

 

 

Source: Primary data processing (2024) 

The table above shows that the purchase decision variable has a value of 0.756 or 75.6%, while the 

purchase interest variable has a value of 0.577 or 57.7%. So it can be concluded that 75.6% of the 

variation in purchasing decisions and 57.7% of the variation in purchasing interest is influenced by 

brand awareness and product variety. This value shows that the model for purchasing decisions is 

categorized as strong because it exceeds the threshold of 0.75 and the remaining 24.4% or 0.244 is 

influenced by other variables not examined in this research. Meanwhile, the purchase interest model 

Variable Cronbach’s Alpha Composite Reliability Remarks 

Brand Awareness 0.784 0.890 Fulfilled 

Product Variations 0.929 0.951 Fulfilled 

Purchase Decision 0.827 0.899 Fulfilled 

Purchase Intention 0.893 0.932 Fulfilled 

Variable R-Square (R2) 

Purchase Decision 0.756 

Purchase Intention 0.577 
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is categorized as moderate because the value is above the threshold of 0.50 and there is a remaining 

42.3% or 0.423 influenced by other variables not included in this research. 

B. Q Square Testing 

The Q Square test refers to the Goodness of Fit (GoF) Index value, based on the Stone Geisser Q2 

Value criteria. If the Q Square value exceeds 0, then the research model has predictive relevance. 

However, if the Q Square value is less than 0, it indicates a lack of predictive relevance in the 

model. 

Tabel 4. Hasil Q-square Predictive Relevance 

 

 

 

 

Source: primary data processing (2024) 

Based on the data processed and presented, the analysis shows that the Q2 value for the Purchase 

Interest variable is 0.274, while for the Purchase Decision variable it is 0.471. This is measured 

using measurement results processed using Smart PLS 3.0, and the results are as follows:Q-square 

= 1 – (1- Q2 ) 

Q2 Purchase Intention :  

= 1 – (1- 0.274)  

= 1 – 0.726  

= 0.274 

The Q-square value of purchase interest above is 0.274 or 27.4% while the other 72.6% is outside 

the results of this research. So it can be concluded that this research has good goodness of fit.Q-

square = 1 – (1- Q2 ) 

Q2 Purchase Decision :  

= 1 – (1- 0.471)  

= 1 – 0.529  

= 0.471 

The Q-square value of the purchasing decision above is 0.471 or 47.1% while the other 52.9% is 

outside the results of this research. It can be concluded that this research has a good goodness of 

fit. 

C. Path Coefficient from Hypothesis Testing 

The results of path coefficient and hypothesis testing are based on Inner Model analysis, which 

includes R-square output, parameter coefficients, and T statistics. To determine acceptance or 

rejection of the hypothesis, attention is paid to the significance between constructs, T-statistic 

values, and P-values. In this research, the rule of thumb used is that if the T-statistic value exceeds 

1.96 with a significance level of p-value of 0.05 (5%), and the beta coefficient is positive and 

significant, then the hypothesis can be accepted. 

a. Direct Influences 

Tabel 5. Hasil Path Coefficient 

Variable Q-Square (Q2) 

Purchase Decision 0.471 

Purchase Intention 0.274 

Variable Original Sample Standar Deviasi (STDEV) T Statistics P Values 
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Source: primary data processing (2024) 

Based on the table above, it can be seen that H1, H2, H4, and H5 are accepted because the t-

statistic value is > 1.96 and the p-value is < 0.05. However, H3 was rejected because the t-

statistic value < 1.96 and p-value > 0.05. So it can be concluded that the variables brand 

awareness and product variations have a significant effect on purchase intention, while brand 

awareness does not have a significant effect on purchase decisions, however product variations 

and purchase intention have a significant effect on purchase decisions. 

b. Indirect Influences 

In this research, the mediation test was carried out by examining the Bootstrapping output. The 

table presented shows the mediation analysis used to test the mediating variable as a link to other 

variables. 

Tabel 6.  Mediation Results (Specific Indirect Effect) 
 

 

Source: primary data processing (2024) 

The table above shows that the purchase intention variable acts as a mediator in the relationship 

between brand awareness and purchase decision (H6). This can be seen from the T-statistic 

value of 2.817 (greater than 1.96) and P-Value of 0.004 (less than 0.05). Thus, purchase 

intention has a partial mediating role in influencing the relationship between brand awareness 

and purchase decision on purchase intention. 

The purchase intention variable also plays an important role in the relationship between product 

variation and purchase decision (H7), with a T-statistic value of 2.178 (greater than 1.96) and a 

p-value of 0.035 (less than 0.05). This shows that purchase intention functions as a complete 

mediator between product variations and purchase decisions. 

c. Discussion 

Based on the results of the analysis described above, the results of the hypothesis test in this 

study are as follows: 

This analysis highlights the important relationship between brand awareness and purchase 

intention, showing that increasing brand awareness has a positive impact on purchase intention. 

This is in line with several previous studies, namely Febriyantoro [9] who explained that brand 

awareness has a positive influence on customer purchasing intentions, because products 

associated with strong brand awareness are often considered to be of high quality (Febriyantoro, 

Brand Awareness → 

Purchase Intention 

0.351 0.122 3.593 0.000 

Product Variations → 

Purchase Intention 

0.419 0.099 3.912 0.000 

Brand Awareness → 

Purchase Decision 

0.006 0.097 0.075 0.988 

Product Variations → 

Purchase Decision 

Purchase Intentio  → 

Purchase Decision 

0.702 

 

0.284 

0.107 

 

0.108 

9.116 

 

3.381 

0.000 

 

0.000 

Variable 
Original 

Sample 

Standar 

Deviasi 

(STDEV) 

T Statistics P Values Remarks 

Brand Awareness →  

minat Beli → Purchase 

Intention 

0.113 0.061 2.817 0.004 Partial 

Mediation 

Product Variations → 

Purchase Intention → 

Purchase Decision 

0.130 0.132 2.178 0.035 Full 

Mediation 
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2020). Similarly, Lee et al. [15] and Sun et al. [36] found a significant correlation between brand 

awareness and consumer purchase intentions [15, 36]. Furthermore, Rahman et al. [28] illustrate 

that brand awareness functions as a mediating factor in shaping the purchasing behavior of the 

millennial generation, especially regarding fashion clothing brands (Rahman et al., 2020). These 

findings are in line with previous research, which emphasizes the important role of brand 

recognition in influencing consumer behavior and purchasing decisions. 

The results of this research are in line with previous research, which emphasizes the role of 

product variety in satisfying consumer needs and preferences, thereby stimulating purchase 

intentions. However, it is important to recognize that the impact of product variety on purchase 

intention is a complex phenomenon influenced by various psychological, economic and 

marketing factors [16, 29, 39] which concludes that there is a positive and significant influence 

of product variety on purchase intention. These findings indicate that the existence of a variety 

of product options tends to increase consumers' purchasing interest, because it provides more 

choices to meet individual needs and preferences. The study also revealed that companies use 

product variety as a strategy to provide consumers with various options according to their 

preferences and needs.  

These results provide valuable insights into the factors driving consumer purchase behavior, 

emphasizing the importance of both brand awareness and product variety in influencing 

purchase intentions. By confirming previous research findings, the study contributes to a deeper 

understanding of the dynamics between these variables and their implications for marketing 

strategies in the context of Lemonilo noodles purchasing decisions in Bekasi City. High brand 

awareness often leads to greater familiarity, trust, and perceived quality, which in turn, can 

increase consumers' likelihood of purchasing a particular brand's products or services. Research 

suggests that offering a diverse range of products can positively influence purchase intention by 

catering to the diverse needs and preferences of consumers. Product variety provides consumers 

with more choices, enhancing their perceived value and satisfaction. research in this area 

underscores the significance of brand awareness and product variety in shaping consumers' 

purchase intentions and highlights the complex interplay between brand-related and product-

related factors in consumer decision making. 

4. CONCLUSION 

The conclusions from this research are as follows: 

1. Brand awareness influences purchase intention for Mie Lemonilo in Bekasi City because this 

awareness attracts consumers to be interested in the brand, thereby building purchase intention.  

2. The various flavors of Lemonilo Noodles make it attractive to people in Bekasi City, which 

increases purchase intention towards this product. 

3. Brand awareness does not have a direct influence on the purchase decision for Mie Lemonilo in 

Bekasi City. 

4. Different flavor variants of Lemonilo Noodles have a significant influence on consumer purchase 

decisions. 

5. Purchase intention plays an important role in forming the purchase decision for Mie Lemonilo in 

Bekasi City. 

6. Purchase intention mediates the relationship between brand awareness and purchase decision Mie 

Lemonilo, where brand awareness influences purchase intention, which then influences purchase 

decision. 

7. Purchase intention also mediates the relationship between product variations and Mie Lemonilo's 

purchase decision, where product variations are an important factor that drives purchase intention 

and ultimately the decision to make a purchase decision. 
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