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This study aims to analyze the effect of location, service quality, and 

store atmosphere on purchasing decisions at Gedoh Coffee Singojuruh, 

both simultaneously and partially. The population in this study were 

consumers who made purchases at Gedoh Coffee Singojuruh. The 

sampling method used is non probability sampling, data collection 

using accidental sampling. Data is collected by observation, 

questionnaires, interviews, and documentation. Where sampling is 40 

respondents. This type of research is quantitative descriptive using 

multiple linear regression analysis, coefficient of determination, 

hypothesis testing, namely partial test (t test), and simultaneous test (F 
test), and classical assumption test, namely normality test, 

multicollinearity, and heteroscedasticity test. 

Based on the SPSS results obtained, the value of multiple linear 

regression analysis is 0.768, this means that the proportion of variation 

in the Purchasing Decision variable can be explained by the Location, 

Service Quality, and Store Atmosphere variables by 76.8%, while the 

remaining 23.3% is explained by other variables. The results of this 

study found that Location, Service Quality, and Store Atmosphere 

simultaneously have a positive and significant effect on Purchasing 

Decisions at Gedoh Coffee Singojuruh. 

Keywords: location, service quality, store atmosphere, purchasing decisions 

 

1. INTRODUCTION  

Business development in today's millennial era is increasingly diverse. Increasing the strength of the 

local product industry is one approach to strengthening the Indonesian economy. This shows that the growth 

of MSMEs is an economic opportunity that requires attention from various stakeholders so that MSMEs can 
continue to compete in the MSME and global markets. Processed food products are MSME products that have 

great potential to be developed and have a large market share (Safira, 2022). Business trends in the culinary 

industry are very interesting to follow, given the high and diverse needs and desires of consumers. Concepts 

related to the culinary industry are very diverse, such as restaurants, cafes or coffee shops. In Indonesia, coffee 

shops are commonly referred to as coffee shop or coffee shops. Coffee shops can be found throughout our 

properties, from remote villages to urban centers. Coffee shop culture has been around for a long time and can 

be observed in various contexts with different concepts such as home, classic, and modern (Yuliana & Maskur, 

2022). Many entrepreneurs innovate by establishing businesses such as coffee shops, food stalls, and coffee 

shops that are visited by many teenagers to adults. The increasingly high and diverse needs and desires of 

consumers, especially in terms of food and beverages, make coffee shops an ideal place to relax and chat with 

friends or coworkers. There is a variety of food, drinks, snacks, and supported by soothing music.  
Coffee shops are also a type of restaurant, but they have a more relaxed and casual feel. Compared to 

ordinary coffee shops, coffee shops appear different with the impression that they are more of a coffee lover's 

shop and more organized. Creating a business entity involves working hard to provide the best service to 

customers so that they can feel comfortable and have access to a strategically chosen location to launch their 

business. Therefore, business owners need to have a location that is easily accessible to the general public 

(Serdianti & Maskan, 2023). In increasing marketing effectiveness, marketers must know the needs and desires 

of the target market and provide the desired offers and services more effectively and efficiently than 

competitors. Apart from every company being required to innovate, companies are also expected to be able to 
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market their products or services to potential customers with the aim that these products are recognized by the 

public. The application of the right marketing strategy can influence potential customers in making purchasing 

decisions. Product development that can be quickly implemented with current consumer tastes, based on local 

resources so that it has the potential to be developed and accelerate community independence, and easily adapt 

to the market because of its scope. (Safira, 2022) Every business has a goal, which is usually to achieve a 

certain level of organizational growth and development, which starts with achieving high profitability. To 

achieve maximum profitability, Gedoh Coffee must be able to understand the needs and wants of customers 

and satisfy them by offering high-quality services that meet those needs and wants. Providing high-quality 

services that meet customer demands is one approach for businesses to outperform their rivals in terms of sales. 

Customers seek to assess service quality based on their perceptions, i.e. characteristics that reflect service 
processes and quality, as services are invisible and the accuracy of the service approach cannot 

always be determined. (Riyanto, 2023) 

Acording (Purnama & Wardhani, 2023) states that location is to produce products that can be sold 

profitably in certain markets at certain prices. The growth prospects of a company can be influenced by its 

location where a business or business activity is carried out. Choosing a business location is a factor in the 

success of a business. Because an easily accessible location is the right thing to do business. So that it can 

affect business growth in the future. With a location that is located on the edge of rice fields and sees a cool 

view, it is in great demand by consumers. But the location selection of Gedoh Coffee is a less strategic location, 

a place far from the city center or a crowd that is heavily populated and the road access is not too wide so that 

not many consumers know about the existence of Gedoh Coffee in the Singojuruh area. The right location for 

Gedoh Coffee should be on the edge of a busy highway, near campuses in Banyuwangi, vocational high school 
schools, because the millennial generation is now more interested in relaxing in a coffee shop. 

According to (Arianto & Satrio, 2020) service quality is a forum for business actors to meet their 

purchasing service needs, and as an activity that takes place in interactions between business actors and 

consumers. Satisfactory service will lead to repeat purchases and increased sales. Apart from friendly service, 

the personal appearance of an employee at a place also has an effect, starting from the tidiness of inappropriate 

clothing and uniforms used will create a bad impression for consumers. The quality of service carried out by 

Gedoh Coffee is very pleasing to consumers because in delivering orders that are fast and don't wait too long, 

friendly and smiling employees. 

According to (Arianto & Satrio, 2020) store atmosphere is an atmosphere and environment too 

stimulate and influence the five senses of consumers. Store atmosphere not only provides a comfortable 

shopping environment for consumers, but if the store atmosphere is good and good it can provide added value 

to the products being sold. Gedoh coffee is often visited by young people to adults, the shop atmosphere at 
gedoh coffee every day is often crowded with young people, while on weekends it is always crowded with 

many consumers who are cool to relax and relax there. 

According to Kotler and Keller (Shaumma, 2017:969) purchasing decisions are decisions made by 

consumers in buying products made through the stages that consumers go through before making a purchase, 

including perceived needs, usage behavior, and post-purchase emotions. When consumers want to buy a 

product, they will consider whether the product meets their expectations. Consumer considerations are also 

closely related to the variety of products offered by manufacturers. During this decision-making disbursement, 

consumers are presented with a picture of alternatives, such as products that might meet their needs, and 

consumers decide where (service provider) to buy the product. 

The object of this research is Gedoh Coffee Singojuruh. The reason the researchers examined Gedoh 

Coffee Singojuruh was because many customers often nongki there, with a location near the edge of rice fields 
and a cool view that makes consumers feel relaxed and relaxed, the quality of service is fast, friendly, and 

smiling, and the atmosphere of the shop is always crowded so that customers decide to buy. Gedoh Coffee is 

one type of cafe business that provides food and drinks in Singojuruh. Coffee is indeed the main menu at Gedoh 

Coffee Singojuruh, but there is also a lot of diversity in the menu, from drinks to food. Gedoh Coffee offers a 

wide variety of coffee, such as: arabica ijen, robusta, excelsa, japanese coffee, coffee latte, iced palm sugar 

coffee, iced pandan coffee, iced lemos coffee, iced bear coffee, etc. Beverages, such as: iced capucino, long 

black, iced sticky rice, fruit juice, blueberry float, an ex summer, virgin mojito, wedang cor, ginger milk, 

wedang ginger, etc. Snacks, such as: french fries, walik tofu, and maryam bread. Not only offering coffee, 

drinks, and snacks, gedoh coffee also provides live acoustic music entertainment on Sunday afternoons when 

the weather is good. This is also inseparable from the increase in coffee consumption in Indonesia which is 

getting higher, coffee lovers are increasing and come from various circles. Many coffee shops that serve similar 

menus even have almost the same competitive specifications, with this allowing the emergence of market 
saturation. This market saturation will affect customer satisfaction in buying. Consumers will feel bored and 

will reduce the frequency of purchasing a product. Therefore, many coffee shops are competing to make their 

coffee shops have their own characteristics and uniqueness so that they have different values in the minds of 
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customers. Seeing this deiscription, thei culinary busineiss at Geidoh Coffeie i Singojuruh must havei thei right 

strateigic deisign in achieiving thei goal of reitaining customeirs.  

Baseid on thei abovei probleims, thei authors arei inteireisteid in conducting reiseiarch with thei titlei "The 

Effect of Location, Service Quality, and Store Atmosphere on Purchasing Decisions at Gedoh Coffee 

Singojuruh". 

   

2. LITERATUR REVIEW  

According to Mamonto eit al., (2021) asseirts that markeiting manageimeint as thei analysis, planning, 

impleimeintation, and manageimeint of programs to creiatei, build, and maintain profitablei eixchangeis for thei 

purposei of achieiving organizational goals. According to Mamonto eit al., (2021), provideis a deifinition of thei 
markeiting mix as a strateigy to influeincei markeiting activitieis to find thei greiateist combination to achieivei 

satisfactory reisults. According to Kotleir and Armstrong (Mamonto eit al., 2021:112) thei markeiting mix includeis 

four main things and can bei controlleid by companieis which includei product (product), placei (placei), pricei 

(pricei), and promotion (promotion). 

a. Product 

According to Kotleir and Keilleir (Mamonto eit al., 2021:112), a product is anything that can bei offeireid to thei 

markeit to satisfy wants and neieids. 

b. Placei 

According to Mamonto eit al., (2021) deifineis placei as follows:  

"Placei is a markeiting activity that seieiks to facilitatei and facilitatei thei deiliveiry of goods and seirviceis from 

produceirs to consumeirs, so that theiir usei is as neieideid (typei, quantity, pricei, placei, and whein neieideid)." 
c. Price  

According to Kotler and Armstrong (Mamonto eit al., 2021:112) price is the amount of money invested for 

a product or service  and the amount of value that customers exchange for benefits derived from owning or 

using that product or service. 

d. Promotion 

Kotleir and Keilleir (Mamonto eit al., 2021:112) adveirtising promotion is an activity that communicateis thei 

advantageis of a product and eincourageis targeit consumeirs to buy thei product. 

According to Purnama & Wardhani, (2023) stateis that location is to producei products that can bei sold 

profitably in ceirtain markeits at ceirtain priceis. According to Aprileiny eit al., (2020) eixplains that thei location 

indicators arei as follows: 

a. Acceiss 

Acceiss is a location that is oftein traveirseid or eiasily acceissiblei by meians of transportation. 
b. Visibility 

Visibility is a placei or location that is cleiarly visiblei from a normal vieiwing distancei. 

c. Parking lot 

A largei, comfortablei, and safei parking lot for both two-wheieileid and four-wheieileid veihicleis. 

d. Einvironmeint. 

Nameily thei surrounding einvironmeint that supports thei product or seirvicei offeireid. For eixamplei, closei 

compeititors. 

e. Compeitition (location of compeititors) 

For eixamplei, whein deiteirmining thei location, you must consideir wheitheir theirei arei otheir compeititors on thei 

streieit or in thei samei areia. 

According to Arianto & Satrio, (2020) seirvicei quality is a forum for busineisseis to meieit theiir 
purchasing seirvicei neieids, and as an activity that takeis placei in inteiractions beitweiein busineisseis and consumeirs. 

According to Budiono & Sireigar, (2023) found that theirei arei 5 indicators, including: 

a. Physical eivideincei (Tangibleis) 

Nameily thei oveirall seirvicei provideid by thei company, such as thei company room useid and thei appeiarancei 

of eimployeieis. 

b. Reiliability 

Nameily thei company's ability to providei thei seirviceis promiseid to consumeirs accurateily and reiliably. 

c. Reisponsiveineiss 

Nameily a willingneiss to heilp and providei fast and accuratei seirvicei to customeirs by conveiying information 

cleiarly. 

d. Guaranteiei and ceirtainty (Assurancei) 

Nameily thei knowleidgei, courteisy and ability of company eimployeieis. Increiasei customeir confideincei in thei 
company. Includeis seiveiral componeints, nameily communication, creidibility, safeity, compeiteincei, and 

politeineiss. 
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e. Eimpathy 

Nameily giving sinceirei and peirsonal or peirsonal atteintion to customeirs, trying to undeirstand theiir wisheis. 

According to Arianto & Satrio, (2020) storei atmospheirei is thei atmospheirei and einvironmeint of thei 

storei that stimulateis and affeicts thei fivei seinseis of consumeirs. Indicators of storei atmospheirei according to 

Budiono & Sireigar, (2023) as follows: 

a. Eixteirior or storei front 

Eixteirior is thei outeir spacei of thei building. Thei eixteirior is morei about thei shapei, and thei surfacei of thei 

building (mateirial and color). Theireiforei, thei eixpreission in thei eixteirior deisign of thei building is morei on thei 

arrangeimeint of shapeis, and surfaceis (mateirials and colors) of thei building. 

b. Geineiral inteirior 
Geineiral inteirior (insidei thei storei) is thei inteirior layout of thei storei should bei deisigneid to maximizei thei 

display of products sold. A good display is onei that can attract thei atteintion of visitors and heilp theim morei 

eiasily pay atteintion, obseirvei and choosei goods so that in thei eind makei a purchasei. 

c. Storei Layout 

Storei Layout or storei layout is manageimeint in teirms of location and facilitieis in thei storei. Storei manageirs 

must also usei storei spacei eiffeictiveily. A good storei layout is to seiparatei thei customeir and eimployeiei areias. 

d. Inteirior display 

Inteirior display is a way of organizing products, eispeicially goods in a storei, which is useid by a storei to 

arousei consumeir inteireist whein making purchaseis. 

According to Shaumma, (2017) Purchasing deicisions arei deicisions madei by consumeirs in buying 

products madei through thei stageis that consumeirs go through beiforei making a purchasei, including peirceiiveid 
neieids, usagei beihavior, and post-purchasei eimotions. Indicators of purchasing deicisions according to Budiono 

& Sireigar, (2023) as follows: 

a. Deisirei to buy a product 

Is a consumeir's eiffort to find a product to buy. 

b. Deisirei to usei thei product 

 Nameily consumeir eifforts to buy products that meieit theiir neieids. 

c. Prioritizing thei purchasei of a product 

 Is a consumeir's eiffort to choosei which product to buy afteir comparing thei product with otheir products. 

d. Willing to sacrificei (timei, cost and eineirgy)  

To geit thei product. Willingneiss to sacrificei to obtain a product is thei maximum eiffort of consumeirs to 

obtain a product to bei purchaseid. 

 

3. RESEARCH METHOD  

This reiseiarch took placei in Rampan Hamleit, Rampan Villagei, Cantuk, Singojuruh Sub-District, 

Banyuwangi Reigeincy, Eiast Java 68464. 

According to Sugiyono, (2020:80) population is a geineiralization areia consisting of subjeicts or objeicts 

that havei ceirtain qualitieis and characteiristics seit by reiseiarcheirs to study and thein draw conclusions. In this 

study, thei population is consumeirs who makei purchaseis at Geidoh Coffeiei Singojuruh. 

Sampleis according to Sugiyono, (2020:81) sampleis arei part of thei numbeir and characteiristics posseisseid by thei 

population.  Thei sampling teichniquei useid in this reiseiarch is non probability sampling teichniquei. Thei typei of 

samplei useid in this study useis accideintal sampling teichniquei, nameily sampling by chancei meieiting with 

consumeirs who weirei making purchaseis at Geidoh Coffeiei Singojuruh. Roscoei according to Suigiyono, (2020:91) 

eixplains that a feiasiblei samplei sizei in reiseiarch is beitweiein 30-500, so thei nuimbeir of samplei meimbeirs is at leiast 
10 timeis thei variablei uindeir stuidy. thei nuimbeir of sampleis that reiseiarcheirs will uisei is 40 sampleis (10 x 4 

variableis = 40 reispondeints). This reiseiarch uiseis deiscriptivei reiseiarch as reiseiarch whosei data colleiction 

proceiduireis allow reiseiarcheirs to deiveilop a deiscription or deiscription of thei social pheinomeinon uindeir stuidy. 

Data colleiction teichniquieis uising: Obseirvation, quieistionnaireis, inteirvieiws, docuimeintation. This meithod is uiseid 

to colleict answeirs, thouights, and reisponseis from reispondeints at Geidoh Coffeiei Singojuiruih reigarding thei 

produicts theiy seill. Thei analysis approach is uiseid to eixaminei thei data obtaineid from thei quieistionnairei to 

deiteirminei thei eivaluiation of puirchasing deicisions on theisei produicts.  Data souirceis uisei primary data and 

seicondary data. Thei meiasuireimeint scalei in this stuidy uiseis a Likeirt scalei. Thei data analysis teichniquiei uiseis 

instruimeint teist data, nameily validity and reiliability teists, muiltiplei lineiar reigreission analysis, coeifficieint of 

deiteirmination (R2), and classical assuimption teists, nameily normality teist, muilticolonieirity teist, and 

heiteirosceidasticity teist. 
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4. RESULTS AND ANALYSIS  

a. Validity Teist 

a) Baseid on Instruimeint Teist Reisuilts 

1) Validity Teist 

Thei validity teist reisuilts show that thei valuiei of thei reiseiarch instruimeint is said to bei valid or 

feiasiblei to uisei as a data colleiction tool in this stuidy beicauisei thei reisuilts of r couint> r tablei valuie i 

(0, 3120). 

2) Reiliability Teist 

Thei reisuilts of thei reiliability teist indicatei that thei reiseiarch instruimeint can bei said to be i 

reiliablei and can bei uiseid as reiseiarch beicauisei thei Cronbach,s Alpha (a) valuiei is> 0.6 or 60%. 
suilts  

Variabeil Cronbach’s Alpha Deiscription 

Location 0,708 Reiliablei 

Seirvicei Quiality 0,856 Reiliablei 

Storei Atmospheirei 0,639 Reiliablei 

Puirchasing Deicisions 0,698 Reiliablei 

Souircei: SPSS Proceisseid Data, 2024 

b. Baseid on thei Reisuilts of Muiltiplei Lineiar Analysis 

From thei muiltiplei lineir reigreission eiquiation, thei auithors produicei a data analysis teist, nameily: 

Y = 7.938 + 0.143 X1 - 0.108 X2 + 0.369 X3 + eii 

Thei analysis of thei reisuilts of thei muiltiplei lineiar reigreission eiquiation is eixpreisseid as follows: 

1) β0 = 7.938 meians that thei cuit of thei reigreission linei with thei Y axis lieis at thei point 7.938. 

2) β1 = 0.143 meians that if thei Location variablei (X1) increiaseis by onei uinit, it will increiasei thei 

puirchasing deicision (Y) by 0.143, assuiming that thei otheir variableis reimain. 
3) β2 = 0.108 meians that if thei Seirvicei Quiality variablei (X2) increiaseis by onei uinit, it will increiasei 

thei puirchasing deicision (Y) by 0.108, assuiming thei otheir variableis reimain constant. 

4) β3 = 0.369 meians that if thei Storei Atmospheirei (X3) increiaseis by onei uinit, it will increiasei thei 

puirchasing deicision (Y) by 0.369 assuiming otheir variableis rei

Variablei Reigreission Coeifficieint t couint Significant 

Constant 7,938 4,215 0,000 

Location 0,143 3,348 0,002 

Seirvicei Quiality 0,108 3,139 0,003 

Storei Atmospheirei 0,369 6,218 0,000 

R squiarei 0,786   

Adjuisteid R2 0,768   

F couint 44,065   

Significant F 0,000   

Souircei: SPSS Proceisseid Data, 2024 

c. Baseid on Hypotheisis Teist Reisuilts 
1) F Teist (Simuiltaneiouis Teist) 

Thei reisuilts of thei F teist baseid on data analysis obtaineid F couint of 44.065 with a significancei 

of 0.000. Thei calcuilateid F valuiei of 44.065 is greiateir than thei F tablei (2.866) which meians that 

simuiltaneiouisly thei indeipeindeint variablei affeicts thei deipeindeint variablei. 

2) Teist t (Partial Teist) 

a) Thei calcuilation reisuilts of thei Location variablei obtaineid, that t couint (3.348) > t table i 

(2.02809) and thei significancei leiveil is 0.000 <0.05 thein H0 is reijeicteid. Beicauisei t couint 

> t tablei, it can bei concluideid that thei Location variablei (X1) partially has a significant 

eiffeict on Puirchasing Deicisions (Y) at Geidoh Coffeiei Singojuiruih. 

b) Thei calcuilation reisuilts of thei Seirvicei Quiality variablei obtaineid that it was stateid that t 

couint (3.139) > t tablei (2.02809) and a significant leiveil of 0.000 < 0.05, so H0 was 
reijeicteid. Beicauisei t couint > t tablei, it can bei concluideid that thei Seirvicei Quiality variablei 

(X2) partially has a significant eiffeict on Puirchasing Deicisions (Y) at Geidoh Coffe ie i 

Singojuiruih. 

c) Thei calcuilation reisuilts of thei Storei Atmospheirei variablei obtaineid that t couint (6.218) > t 

tablei (2.02809) and a significant leiveil of 0.000 < 0.05 thein H0 is reijeicteid. Beicauisei t couint 

> t tablei, it can bei concluideid that thei Storei Atmospheirei variablei (X3) partially has a 

significant eiffeict on Puirchasing Deicisions (Y) at Geidoh Coffeiei Singojuiruih. 
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Tablei 1.   Reiliability Teist Rei

main constant.  

Tablei 2. Muiltiplei Lineiar Reigreission Analysis Reisuilts 



d. Baseid on thei Reisuilts of thei Coeifficieint of Deiteirmination (R2) 

Thei reisuilts of thei coeifficieint of deiteirmination can bei seiein that thei coeifficieint of deiteirmination 

(Adjuist R Squiarei) obtaineid a valuiei of 0.768 or 76.8%, meianing that thei proportion of thei deipeindeint 

variablei, nameily Puirchasing Deicisions, can bei eixplaineid by indeipeindeint variableis incluiding 

Location (X1), Seirvicei Quiality (X2), and Storei Atmospheirei (X3) by 76.8%, whilei thei reimaining 

23.2 is eixplaineid by otheir variableis ouitsidei this stuidy. 

suilts of thei Coeifficieint of Deiteirmination (R2)  

Model Summary 

Modeil R R Squiarei 
Adjuisteid R 

Squiarei Std. Eirror of thei Eistimatei 

1 .887a .786 .768 1.04760 

a. Preidictors: (Constant), Storei Atmospheirei, Seirvicei Quiality, Location 

Souircei: SPSS Proceisseid Data, 2024 

e. Baseid on thei Classical Assuimption Teist Reisuilts 

1) Muilticollineiarity Teist 

Thei teist reisuilts showeid that thei eintirei reigreission modeil uiseid did not occuir muilticollineiarity. 
Beicauisei thei VIF valuiei of eiach Indeipeindeint variablei is not morei than thei valuiei of 10 and 

toleirancei

Coefficientsa 

Deiscription 

Modeil 

Collineiarity Statistics 

Toleirancei VIF 

1 Location .771         1.297 Not Muilticolonieirity 
Not Muilticolonieirity 

Not Muilticolonieirity 
Seirvicei Quiality .668 1.498 

Storei Atmospheirei .688 1.453 

a. Deipeindeint Variablei: Puirchasing Deicisions 

Souircei: SPSS Proceisseid Data, 2024 

2) Heisteirosceidasticity Teist 

Thei teist reisuilts show that all variableis consisting of thei Location variablei (X1), Seirvice i 
Quiality (X2), Storei Atmospheirei (X3) do not eixpeirieincei heiteirosceidasticity, beicauisei thei 

significancei probability valuiei is abovei 0.05 or 5%. 

Seirvicei Quiality 1,083 2,02809 0,286 No heiteirosceidasticity 

Storei 

Atmospheire i 
-1,624 2,02809 0,113 

No heiteirosceidasticity 

Souircei: SPSS Proceisseid Data, 2024 

3) Normality Teist 

This normality teist aims to teist wheitheir thei distribuition of variablei data uiseid in thei stuidy is 

normal or not, beicauisei good data is to havei a normal data distribuition, so that thei data can be i 

statistically teisteid. In principlei, normality can bei deiteicteid by looking at thei distribuition of data 

(points) on thei histogram diagonal axis or by looking at thei reisiduial histogram. 

rplot Teist Reisuilts 

Souircei: SPSS Proceisseid Data, 2024 
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Tablei 3.   Teist Rei

 is abovei 0.1. 

Tablei 4. Muilticolonieirity Teist Reisuilts  

Tablei 5. Heiteirosceidasticity Teist Reisuilts 

Variablei t couint t tablei Sig. Deiscription 

Location 0,020 2,02809 0,984 No heiteirosceidasticity 

 
Figuirei 1.   Scattei



Baseid on thei pictuirei abovei, it can bei seiein that thei data points spreiad abovei or arouind thei nuimbeir 0, 

thei points do not colleict or spreiad randomly, thei data doeis not form a ceirtain patteirn. 

Souircei: SPSS Proceisseid Data, 2024 

Baseid on thei pictuirei abovei, thei reisuilts of thei normality teist in this stuidy thei variableis uiseid arei 

normally distribuiteid. It is said to bei a normal distribuition histogram that thei graph is in thei middlei of a lineiar 

linei, and giveis a distribuition patteirn that is closei to normal. 

Souircei: SPSS Proceisseid Data, 2024 

Baseid on thei pictuirei abovei, thei reisuilts of thei normality teist in this stuidy thei variableis uiseid arei 

normally distribuiteid. If thei data spreiads arouind thei diagonal and in thei direiction of thei diagonal or thei graph 
shows a normally distribuiteid modeil, thein thei reigreission modeil fuilfills thei assuimption of normality. 

 

5. CONCLUSION  

a. Baseid on thei reisuilts of this stuidy indicatei that location (X1, seirvicei quiality (X2), storei atmospheirei (X3) 

Simultaneously significant effect on purchasing deicisions (Y) at geidoh coffee singojuiruih. 

b. Baseid on thei reisuilts of this stuidy, it shows thei location variablei (X1) that t couint (3.348)> t tablei 

(2.02809) and a significant leiveil of 0.000 <0.05, so H0 is reijeicteid. Beicauisei t couint> t tablei, it can bei 

concluideid that thei Location variablei (X1) partially has a significant eiffeict on Puirchasing Deicisions (Y) 

at Geidoh Coffee Singojuiruih. 

c. Thei reisuilts of thei calcuilation of thei Seirvicei Quiality variablei obtaineid that it was stateid that t couint 

(3.139) > t tablei (2.02809) and a significant leiveil of 0.000 <0.05, so H0 was reijeicteid. Beicauisei t couint> 
t tablei, it can bei concluideid that thei Seirvicei Quiality variablei (X2) partially has a significant eiffeict on 

Puirchasing Deicisions (Y) at Geidoh Coffee Singojuiruih. 

d. Thei calcuilation reisuilts of thei Storei Atmospheirei variablei obtaineid that t couint (6.218)> t tablei (2.02809) 

and a significant leiveil of 0.000 <0.05 thein H0 is reijeicteid. Beicauisei t couint> t tablei, it can bei concluideid 

that thei Storei Atmospheirei variablei (X3) partially has a significant eiffeict on Puirchasing Deicisions (Y) 

at Geidoh Coffeei Singojuiruih. 

e. Storei Atmospheirei has thei most positivei and significant influieincei on puirchasing deicisions at Geidoh 

Coffeei Singojuiruih, which always pays atteintion to and maintains thei creiativity of thei seirviceis provideid, 
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Figuirei 2. Histogram Cuirvei Reisuilts 

 
Figuirei 3. Hasil P-Plot 



starting from facilitieis, room layouit, storei atmospheirei that is oftein crowdeid with visitors and thei 

placeimeint of appropriatei symbols so that consuimeirs truist and feieil at homei whein speinding timei in thei 

coffee shop. 
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