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MOTTO 

 

 

You Never Walk Alone Allah Is Always With You , So Put 

Your Trust In Allah 

If you don’t give up, you still have a chance. Giving up is 

the greatest failure. 
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ABSTRAK 

 

Zahro Mustofa. Program Studi Administrasi Bisnis Universitas Yudharta. 25 

Agustus 2020. Pengaruh Sales Promotion, Store Atmosphere, Perceived Value, 

dan Word of Mouth Terhadap Purchace Decision Studi Kasus Pada Pengunjung 

Kedai Kopi Janji Jiwa Taman Dayu Pandaan Kabupaten Pasuruan. Pada 28 Juli 

2020.  

Munculnya kopi kekinian menimbulkan banyaknya kedai – kedai kopi 

bediri. Dengan promosi yang mengiurkan serta kedai yang memiliki konsep “ 

unique, cozy and Instagramable” yang dapat menimbulkan perasaan senang serta 

timbulnya promosi secara tak langsung. 

Penelitian  ini bertujuan untuk mengetahui dan menjelaskan pengaruh 

antara variabel sales promotion, store atmosphere, perceived value, dan word of 

mouth secara parsial dan simultan terhadap purchase decision pada kedai kopi 

Janji Jiwa Taman Dayu Pandaan Kabupaten Pasuruan. Medote yang digunakan 

dalam penelitian ini adalah metode kuantitatif. Populasi dalam penelitian ini 

adalah pengunjung kedai kopi Janji Jiwa Taman Dayu Pandaan Kabupaten 

Pasuruan. Teknik sampling yang digunakan adalah metode non-probability 

sampling dengan sub teknik sampling purposive sampling dengan jumlah 

responden sebanyak 116 orang. Teknik analisis data menggunakan teknik analisis 

deskriptif dan analisis regresi linear berganda. 

Dari hasil penelitian dapat disimpulkan bahwa dari hasil Uji t, Sales 

Promotion berpengaruh positif dan signifikan terhadap Purchace Decision. Store 

Atmosphere berpengaruh positif tetapi tidak signifikan terhadap Purchace 

Decision. Perceived Value berpengaruh positif dan signifikan terhadap Purchace 

Decision. Word of Mouth berpengaruh positif dan signifikan terhadap Purchace 

Decision. Berdasarkan hasil Uji F, Sales Promotion, Store Atmosphere, Perceived 

Value dan Word of Mouth secara bersama – sama memiliki pengaruh terhadap 

Purchace Decision. 

 

Kata Kunci : Sales Promotion, Store Atmosphere, Perceived Value, Word of 

Mouth, Purchace Decision 
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ABSTRACT 

 

Zahro Mustofa. Yudharta University Business Administration Study Program. 25 

August 2020. The Effect of Sales Promotion, Store Atmosphere, Perceived Value, 

and Word of Mouth On Purchase Decision Case Study on Visitors Janji Jiwa 

Coffee Shop Taman Dayu Pandaan Kabupaten Pasuruan. On July 28, 2020. 

The emergence of coffee today has led to number of coffee shops. With a lively 

promotion as well as a shop that has the concept of “ unique, cozy and 

instagramable “  that can cause feelings of pleasure as well as the onset of indirect 

promotion. 

This research aims to find and explain the influence between variabels sales 

promotion, store atmosphere, perceived value, and word of mouth partically and 

simultaneousely on purchase decision at Janji Jiwa coffee shop Taman Dayu 

Pandaan Kabupaten Pasuruan. The method used in this research ia a quantative 

method. The population in this research was a visitors of Janji Jiwa coffee shop 

Taman Dayu Pandaan Kabupaten Pasuruan. The sampling technique used is a non 

probability sampling method with sub sampling techiques purposive sampling 

wuth a total of 116 respondent. Data analysis technique use descriptive analysis 

techniques and multiple linear regression analysis. 

From the result of the study can be concluded that from the result of the T test, 

sales promotion has a positive and sinificant effect on purchase decision. Store 

atmosphere has a positive but insignificant effect on purchase decision. Perceived 

value has a positive and sinificant effect on purchase decision. Word of Mouth has 

a positive and sinificant effect on purchase decision. Based on theresult of Test F 

sales promotioon, store atmosphere, perceived value, and word of mouth together 

have an influence on purchase decision. 

 

Keyword : Sales Promotion, Store Atmosphere, Perceived Value, Word of Mouth, 

Purchace Decision 
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