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ABSTRACT

This research aimed to study the demographic factors, 5A’s marketing strategies
and the attitude toward Micro Influencer affecting Generation Z's decision to choose the
Café according to Micro-Influencer reviews on YouTube. This quantitative research used
questionnaire surveys to collect data from 400 Generation Z respondents. To test the
hypothesis, the frequency, percentage, mean, standard deviation, One-way Analysis of
Variance, F-test and Multiple Regression Analysis were used at the 0.05 level of
statistical significance.

The result indicates that the result of inferential statistics analyses summarized
that the customer with different genders, ages, levels of education, occupations and
monthly incomes affected Generation Z’'s decision to choose the Café according to
Micro Influencer reviews on YouTube differently by statistically significant at 0.05. The
5A’s marketing strategies affected Generation Z's decision to choose the Cafe
according to Micro Influencer reviews on YouTube differently by statistically significant
at 0.05., and The customers’ attitude toward Micro Influencer affected Generation Z’s
decision to choose the Café according to Micro Influencer reviews on YouTube

differently by statistically significant at 0.05.
Keyword: Generation Z, Micro Influencer, YouTube, Café, The decision.
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