
 
 

vii 
 

TABLE OF CONTENTS 

 

                    page 

COVER PAGE 

TITLE PAGE 

FINAL ASSIGNMENT STATEMENT AND UPLOAD AGREEMENT 

APPROVAL PAGE BY FINAL PAPER ADVISOR  ......................................... i 

APPROVAL PAGE BY FINAL PAPER DEFENSE COMMITTEE  ............. ii 

ABSTRACT .......................................................................................................... iii 

ABSTRAK  ........................................................................................................... iv 

PREFACE ............................................................................................................... v 

TABLE OF CONTENTS .................................................................................... vii 

LIST OF FIGURES ............................................................................................. xi 

LIST OF TABLES .............................................................................................. xii 

LIST OF APPENDICES................................................................................... xvii 

 

CHAPTER I      INTRODUCTION 

1.1 Background of the Study ................................................................................ 1 

1.2 Problem Limitation ......................................................................................... 6 

1.3 Problem Formulation ...................................................................................... 6 

1.4 Objective of The Research.............................................................................. 7 

1.5 Benefit of The Research ................................................................................. 7 

1.5.1 Theoretical Benefit ............................................................................. 7 

1.5.2 Practical Benefit .................................................................................. 8 

 

CHAPTER II        LITERATURE REVIEW AND HYPOTHESIS 

DEVELOPMENT 

2.1 Theoretical Background.................................................................................. 9 

 2.1.1 Hospitality Management .................................................................. 9 

 2.1.2 Hospitality Industry .......................................................................... 9 

 2.1.3 Store Atmosphere ........................................................................... 13 



 
 

viii 
 

   2.1.3.1 Definition of Store Atmosphere ......................................... 13 

  2.1.3.2 Factors of Store Atmosphere .............................................. 14 

  2.1.3.3 Scopes of Store Atmosphere .............................................. 16 

  2.1.3.4 Indicators of Store Atmosphere ......................................... 18 

2.1.4 Price................................................................................................ 20 

  2.1.4.1 Definition of Price .............................................................. 20 

  2.1.4.2 Roles of Price ..................................................................... 21 

  2.1.4.3 Pricing Methods ................................................................. 22 

  2.1.4.4 Pricing Objectives .............................................................. 22 

  2.1.4.5 Indicators of Price .............................................................. 23 

2.1.5 Location.......................................................................................... 24 

  2.1.5.1 Definition of Location ........................................................ 24 

  2.1.5.2 Indicators of Location  ....................................................... 25 

2.1.6 Purchase Decision .......................................................................... 26 

2.1.6.1 Definition of Purchase Decision ........................................ 26 

2.1.6.2 Aspects of Purchase Decision ............................................ 27 

2.1.6.3 Roles of Purchase Decision ................................................ 29 

2.1.6.4 Indicators of Purchase Decision ......................................... 30 

2.1.7 The Influence of Store Atmosphere on Customer Purchase 

Decision.......................................................................................... 30 

2.1.8 The Influence of Price on Customer Purchase Decision ................ 31 

2.1.9 The Influence of Location on Customer Purchase Decision .......... 32 

2.1.10 The Influence of Store Atmosphere, Price, and Location on 

Customer Purchase Decision.......................................................... 34 

2.2 Previous Research ......................................................................................... 34 

2.3 Hypothesis Development .............................................................................. 36 

2.4 Research Model ............................................................................................ 37 

2.5 Framework of Thinking ................................................................................ 38 

 

CHAPTER III       RESEARCH METHODOLOGY 

3.1 Research Design ........................................................................................... 39 



 
 

ix 
 

3.2 Population and Sample ................................................................................. 40 

3.3 Data Collection Method ................................................................................ 42 

3.4 Operational Variable Definition and Variable Measurement ....................... 44 

3.4.1 Operational Definition ................................................................... 44 

3.4.2 Variable Measurement ................................................................... 47 

3.5 Data Analysis Method .................................................................................. 48 

3.5.1 Test of Research Instrument........................................................... 48 

3.5.2 Descriptive Statistics ...................................................................... 50 

3.5.3 Classical Assumption Test ............................................................. 53 

3.5.4 Multiple Linear Regression Analysis ............................................. 56 

3.5.5 Coefficient of Determination ......................................................... 57 

3.5.6 Hypothesis Test .............................................................................. 58 

 

CHAPTER IV       RESEARCH RESULT AND DISCUSSION 

4.1 General View Of “Wowrung, Adam Malik Branch, Medan” ...................... 61 

4.1.1 Vision and Mission ........................................................................ 61 

4.1.2 Organizational Structure ................................................................ 62 

4.2 Research Result ............................................................................................ 66 

4.2.1 Test of Research Instrument ............................................................. 66 

4.2.1.1 Validity Test ....................................................................... 66 

4.2.1.2 Reliability Test ................................................................... 69 

4.2.2 Descriptive Statistics ......................................................................... 69 

4.2.2.1 Characteristics of Respondents ............................................. 70 

4.2.2.2 Explanation of Respondents on Research Variables ............. 72 

4.2.2.3 Mean, Median, Mode, Standard Deviation, Variance ........... 97 

4.2.3 Classical Assumption Test .............................................................. 107 

4.2.3.1 Normality Test .................................................................... 107 

4.2.3.2 Multicollinearity Test .......................................................... 109 

4.2.3.3 Heteroscedasticity Test ....................................................... 110 

4.2.3.4 Multiple Linear Regression Analysis .................................. 112 

4.2.3.5 Coefficient of Determination .............................................. 113 



 
 

x 
 

 4.2.4 Hypothesis Test ............................................................................... 114 

4.2.4.1 T-test ................................................................................... 114 

4.2.4.2 F-test .................................................................................... 115 

4.3 Discussion ................................................................................................... 116 

 

CHAPTER V      CONCLUSION 

5.1 Conclusion .................................................................................................. 121 

5.2 Recommendation ........................................................................................ 122 

 

REFERENCES ................................................................................................... 124 

  



 
 

xi 
 

LIST OF FIGURES 

 

       page 

Figure 2.1 Research Model ................................................................................ 37 

Figure 2.2 Framework of Thinking .................................................................... 38 

Figure 4.1 Organizational Structure ................................................................... 62 

Figure 4.2 Histogram of Normality Test  ......................................................... 108 

Figure 4.3 P-P Plot of Normality Test  ............................................................. 109 

Figure 4.4 Scatterplot Graph ............................................................................ 110 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

xii 
 

LIST OF TABLES 

 

         page 

Table 1.1 Customer Comments at Google Review .......................................... 4 

Table 1.2 Menu Price Comparison ................................................................... 5 

Table 2.1 Previous Research .......................................................................... 34 

Table 3.1 Operational Variables Indicators and Questionnaires  ................... 45 

Table 3.2 Likert 1-5 Scales Answer and Score .............................................. 48 

Table 4.1 Validity Test of Store Atmosphere (X1) ........................................ 67 

Table 4.2 Validity Test of Price (X2) ............................................................. 67 

Table 4.3 Validity Test of Location (X3) ....................................................... 68 

Table 4.4 Validity Test of Purchase Decision (Y) ......................................... 68 

Table 4.5 Reliability Test of Store Atmosphere (X1), Price (X2), Location 

(X3), and Purchase Decision (Y) ................................................... 69 

Table 4.6 Respondents’ Gender ..................................................................... 70 

Table 4.7 Respondents’ Age .......................................................................... 70 

Table 4.8 Respondents’ Number of Visits/Eats ............................................. 71 

Table 4.9 Respondents’ Average Spending ................................................... 71 

Table 4.10 Variable X1-Q1: “Wowrung really pays attention to the cleanliness 

of the cafe.”  ................................................................................... 72 

Table 4.11 Variable X1-Q2: “I feel comfortable in Wowrung because the cafe 

is clean.” ......................................................................................... 73 

Table 4.12 Variable X1-Q3: “The cleanliness of Wowrung makes me want to 

stay there for a long time.” ............................................................. 73 

Table 4.13 Variable X1-Q4: “Wowrung plays music that can make the 

atmosphere livelier.” ...................................................................... 74 

Table 4.14 Variable X1-Q5: “The music at Wowrung makes me feel relaxed.”

 ........................................................................................................ 74 

Table 4.15 Variable X1-Q6: “Wowrung plays music at the right volume for 

customers to enjoy.” ....................................................................... 75 



 
 

xiii 
 

Table 4.16 Variable X1-Q7: “The aroma found at Wowrung makes customers 

happy.” ........................................................................................... 76 

Table 4.17 Variable X1-Q8: “Wowrung has an aroma that can make customers 

feel calm.” ...................................................................................... 76 

Table 4.18 Variable X1-Q9: “The room temperature at Wowrung is suitable for 

customers to enjoy food and drinks.” ............................................. 77 

Table 4.19 Variable X1-Q10: “Wowrung has a nice and cozy room temperature.”

 ........................................................................................................ 77 

Table 4.20 Variable X1-Q11: “Wowrung has great lighting which allows 

customers to see the food clearly.” ................................................ 78 

Table 4.21 Variable X1-Q12: “The lighting in Wowrung is very good that the 

cafe looks more alive.” ................................................................... 79 

Table 4.22 Variable X1-Q13: “Wowrung is a cafe with colors that can give a 

cheerful feeling.” ............................................................................ 79 

Table 4.23 Variable X1-Q14: “The dominant color in Wowrung which is 

yellow gives a good impression on customers.” ............................ 80 

Table 4.24 Variable X1-Q15: “Wowrung has the perfect layout for a cafe.” .. 80 

Table 4.25 Variable X1-Q16: “The layout in Wowrung is neatly arranged.” . 81 

Table 4.26 Variable X2-Q1: “The price set by Wowrung is very affordable.”

 ........................................................................................................ 82 

Table 4.27 Variable X2-Q2: “The price of food and beverage menu at Wowrung 

can be achieved by everyone.” ....................................................... 82 

Table 4.28 Variable X2-Q3: “The price of food and beverage at Wowrung 

matches the quality provided.” ....................................................... 83 

Table 4.29 Variable X2-Q4: “The quality of food and beverage at Wowrung is 

worth the price.” ............................................................................. 84 

Table 4.30 Variable X2-Q5: “I like to see the differences in the price of food in 

Wowrung like rice, noodles, snacks, and others.” ......................... 84 

Table 4.31 Variable X2-Q6: “I like to see the differences in the price of 

beverages in Wowrung like tea, juice, and others.” ....................... 85 



 
 

xiv 
 

Table 4.32 Variable X2-Q7: “With the price set by Wowrung, I still feel it is 

advantageous to get such food and beverage.” .............................. 86 

Table 4.33 Variable X2-Q8: “I feel delighted because I get good food for the 

price that has been given.” ............................................................. 86 

Table 4.34 Variable X3-Q1: “Wowrung’s location is very easy to reach by 

public transportation.” .................................................................... 87 

Table 4.35 Variable X3-Q2: “The roads around Wowrung are very smooth so it 

can be easily passed by vehicles.”.................................................. 88 

Table 4.36 Variable X3-Q3: “Wowrung is located in the city center so it’s 

convenient to get to.” ..................................................................... 88 

Table 4.37 Variable X3-Q4: “Wowrung can be seen clearly from the roadside.”

 ........................................................................................................ 89 

Table 4.38 Variable X3-Q5: “Wowrung can be easily spotted due to its strategic 

location.” ........................................................................................ 90 

Table 4.39 Variable X3-Q6: “Wowrung provides a safe and spacious parking 

space for vehicles.” ........................................................................ 90 

Table 4.40 Variable X3-Q7: “The parking lot at Wowrung can accommodate 

many vehicles.” .............................................................................. 91 

Table 4.41 Variable X3-Q8: “Wowrung has a large area to expand its business 

in the future.” ................................................................................. 92 

Table 4.42 Variable X3-Q9: “Wowrung can grow its business even bigger by 

expanding its place.” ...................................................................... 92 

Table 4.43 Variable Y-Q1: “The food and beverage at Wowrung have a 

delicious and suitable taste.” .......................................................... 93 

Table 4.44 Variable Y-Q2: “Wowrung can provide the taste of food that 

customers like and want.” .............................................................. 94 

Table 4.45 Variable Y-Q3: “Wowrung provides food and beverage flavors that 

can meet my needs.” ...................................................................... 94 

Table 4.46 Variable Y-Q4: “I feel happy after eating at Wowrung because the 

food served is very nice.” ............................................................... 95 



 
 

xv 
 

Table 4.47 Variable Y-Q5: “The prices of food and beverages at Wowrung are 

very worthy with the quality so that it makes me interested in 

purchasing them.” .......................................................................... 95 

Table 4.48 Variable Y-Q6: “I feel that Wowrung has made a reasonable price 

with good quality food that can meet the desire of the customers.”

 ........................................................................................................ 96 

Table 4.49 Mean, Median, Mode, Standard Deviation, Variance for Store 

Atmosphere (X1) ............................................................................ 97 

Table 4.50 The Interval Class for Store Atmosphere (X1) .............................. 98 

Table 4.51 Total Mean, Median, Mode, Standard Deviation, Variance for Store 

Atmosphere (X1) ............................................................................ 99 

Table 4.52 Mean, Median, Mode, Standard Deviation, Variance for Price (X2)

 ...................................................................................................... 100 

Table 4.53 The Interval Class for Price (X2) ................................................. 101 

Table 4.54 Total Mean, Median, Mode, Standard Deviation, Variance for Price 

(X2) .............................................................................................. 101 

Table 4.45 Mean, Median, Mode, Standard Deviation, Variance for Location 

(X3) .............................................................................................. 102 

Table 4.56 The Interval Class for Location (X3) ........................................... 103 

Table 4.57 Total Mean, Median, Mode, Standard Deviation, Variance for 

Location (X3) ............................................................................... 104 

Table 4.58 Mean, Median, Mode, Standard Deviation, Variance for Purchase 

Decision (Y) ................................................................................. 105 

Table 4.59 The Interval Class for Purchase Decision (Y).............................. 106 

Table 4.60 Total Mean, Median, Mode, Standard Deviation, Variance for 

Purchase Decision (Y).................................................................. 107 

Table 4.61 Normality Test ............................................................................. 108 

Table 4.62 Multicollinearity Test ................................................................... 110 

Table 4.63 Glejser Test .................................................................................. 111 

Table 4.64 Multiple Linear Regression Analysis Test ................................... 112 

Table 4.65 Coefficient of Determination Test ............................................... 113 



 
 

xvi 
 

Table 4.66 T-Test ........................................................................................... 114 

Table 4.67  F-Test .......................................................................................... 115 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

xvii 
 

LIST OF APPENDICES 

 

APPENDIX A: WOWRUNG, ADAM MALIK BRANCH, MEDAN RESPONSE 

LETTER  ............................................................................................................. A-1 

APPENDIX B: QUESTIONNAIRES  ................................................................. B-1 

APPENDIX C: RESPONDENTS’ ANSWERS TOWARD QUESTIONNAIRE 

(PRETEST)  ......................................................................................................... C-1 

APPENDIX D: RESPONDENTS’ ANSWERS TOWARD QUESTIONNAIRE 

(MAIN TEST)  .................................................................................................... D-1 

APPENDIX E: SPSS OUTPUT  .......................................................................... E-1 

APPENDIX F: T-TEST TABLE  ........................................................................ F-1 

APPENDIX G: F-TEST TABLE  ....................................................................... G-1 

APPENDIX H: WOWRUNG MENU PRICES  ................................................. H-1 

APPENDIX I: WOWRUNG LOCATION  .......................................................... I-1 

APPENDIX J: TURNITIN REPORT  .................................................................. J-1 

 

 

  


