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RINGKASAN 

 

 

Pemilik kafe harus mempunyai strategi agar bisa menarik konsumen, karena saat 

ini mereka sedang bersaing dengan kafe lainnya. Hal ini menyebabkan setiap pengusaha 

yang memiliki bisnis serupa harus memikirkan bagaimana cara atau strategi agar dapat 

memenangkan pasar sasaran dengan cara menciptakan inovasi-inovasi yang baru. 

Penelitian ini menggunakan pendekatan kuantitatif, yaitu data yang dapat dihitung 

berupa angka-angka. Penelitian dengan metode kuantitatif ini dimaksudkan untuk 

mengetahui pengaruh Store Atmosphere, Physical Evidence dan Brand Image terhadap 

Keputusan Pembelian di Rindu Alam Coffee. Analisis data penulis lakukan di awali 

dengan pengumpulan dan pengolahan data berupa kuesioner tertutup dengan skala likert 

Berdasarkan hasil pembahasan sesuai dengan data yang dikelola dengan model analisis 

regresi linear berganda disimpulkan bahwa; Berdasarkan hasil uji t variabel independen 

Store Atmosphere terdapat pengaruh Store Atmosphere terhadap Keputusan Pembelian. 

Untuk variabel Physical Evidence ditemukan hasil tidak terdapat pengaruh Physical 

Evidence terhadap Keputusan Pembelian. Sedangkan variabel brand Image berpengaruh 

Brand Image terhadap Keputusan Pembelian. Sementara berdasarkan hasil uji F 

variabel dependen didapatkan hasil terdapat pengaruh Store Atmosphere, Physical 

Evidence dan Brand Image secara bersama-sama/simultan terhadap Keputusan 

Pembelian.  
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SUMMARY 

 

 

Cafe owners must have a strategy in order to attract consumers, because 

currently they are competing with other cafes. This causes every entrepreneur who has 

a similar business to think about how to or strategy in order to win the target market by 

creating new innovations. This study uses a quantitative approach, namely data that 

can be calculated in the form of numbers. Research with this quantitative method is 

intended to determine the effect of Store Atmosphere, Physical Evidence and Brand 

Image on Purchasing Decisions at Rindu Alam Coffee. Based on the results of the 

discussion in accordance with the data managed with the multiple linear regression 

analysis model, it is concluded that; Based on the results of the independent variable t 

test Store Atmosphere there is an influence of Store Atmosphere on Purchasing 

Decisions. For the Physical Evidence variable, the results found that there was no effect 

of Physical Evidence on Purchasing Decisions. While the brand Image variable affects 

Brand Image on Purchasing Decisions. Meanwhile, based on the results of the F test on 

the dependent variable, it was found that there was an influence of Store Atmosphere, 

Physical Evidence and Brand Image together / simultaneously on Purchasing 

Decisions.  
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