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Abstract 

The purpose of this study is to find out the most influential factors in purchasing decisions by consumers, in addition 
to knowing the effect of each variable either partially or simultaneously. From the population available, then based 
on the calculations performed, the sample used in this study was 100 respondents. This research uses primary data 
by distributing questionnaires to visitors. The sampling technique used is non-probability sampling with purposive 
sampling technique. The research method used is the quantitative method and the analytical tool used to support this 
research is multiple regression analysis with the software used is SPSS version 24. The most dominant variable 
influences the consumer decisions in choosing Warunk Upnormal Dipatiukur Branch is a location variable (X7). 
Simultaneously (together) it is known that all independent variables in the study such as atmosphere (X1), product 
variation (X2), discount promo (X3), live entertainment (X4), facilities (X5), service (X6), location ( X7), and price 
(X8) has a significant influence on purchasing decisions (Y). While based on partial testing, it can be concluded that 
what is a factor of consumers choosing Warunk Upnormal Dipatiukur Branch is the variables of atmosphere (X1), 
live entertainment (X4), facilities (X5), location (X7), and price (X8). 
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1. Introduction

The culinary industry is one of the promising business industries today. This is due to changes in lifestyle trends in 
adolescents and executives. The city of Bandung, which is one of the tourist destinations, makes the culinary 
business a promising investment choice. Cafe business in the city of Bandung continues to experience growth, based 
on data from the Bandung City Tourism Office the growth of cafes in the city of Bandung from 2011 to 2015 was 
more than 240% (bandungkota.bps.go.id). The number of restaurants or cafes in the city of Bandung causes 
increasingly fierce competition. Increasing competition will increase the high level of creativity that must be owned 
by a company. Therefore the company must be able to make a strategy to maintain and develop the business being 
run. 

Of the many cafes that operate in the city of Bandung, based on data processed by the author it is known 
that Warunk Upnormal has the most percentage of branches when compared to its competitors. The percentage of 
branches owned by Warunk Upnormal is 36.4% or equivalent to 12 outlets, this high percentage shows Warunk 
Upnormal is more advanced than its competitors. Of course, this is inseparable from the various innovations that 
continue to be done. One of the important innovations to do is innovation related to products, new product 
development by companies or industries both existing and not yet (Dhewanto, 2014). 
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Based on observations made, it is known that various activities are carried out by Warunk Upnormal 
management to increase sales. Some of the things done to increase sales include advertising, sales promotion, public 
relations, personal selling, and direct marketing. These efforts led to an increase in sales, but in December 2015 
Warunk Upnormal revenue decreased, but after an evaluation, the resale increased. One of the causes of the decline 
in sales is due to consumer complaints on social media related to the atmosphere of the cafe that is not comfortable, 
this causes a decrease in consumer purchasing interest, which in turn has implications for income that also 
decreased. 

The object in this study is Dipatiukur Warunk Upnormal, the thing that is based on the Dipatiukur branch 
selection is because based on interviews conducted by Dipatiukur branch consumer management, more than 90% 
are students and students. This is due to locations close to several campuses including the Indonesian Computer 
University, Harapan Bangsa College, Padjadjaran University, Bandung Institute of Technology, Bandung Islamic 
University, and Pasundan University. Based on the data and background that have been explained before, the writer 
is interested in researching Warunk Upnormal in Dipatiukur area regarding the factors that influence purchasing 
decisions. 
 
 
2. Literature Review 

2.1 Consumer Behavior 
According to Olson (2013) defines consumer behavior as the dynamic of interaction between influence and 
awareness, behavior, and the environment in which humans exchange aspects of life. Hawkins (2013) explains that 
customer behavior is the study of individuals, groups, or organization and the proses they use the select, secure, use, 
and diapose of products, services, experience, or ideas to satisfy needs and the impact that these process have on the 
customer and society. Whereas Solomon (2015) states that customer behavior in the study of the processes in volved 
when individuals or groups select, purchase, use, or dispose of products, services, ideas, or experience to satisfy 
needs and desires. Kotler and Keller (2016) state that the model of consumer behavior can be described as follows. 

 

 
Figure 1. Consumer Behavior Model 

 
According to Kotler and Keller (2016), several factors can influence consumer behavior in purchasing a 

product. These factors include cultural factors, social factors, and personal factors. In this study refer to previous 
studies conducted by Alam (2008), Assidiqi (2009), and Verina et. al. (2014), the variables used to explain 
consumer behavior are atmosphere, product variations, promo discounts, live entertainment, facilities, services, 
location, and prices. 

 
2.2 Purchasing  Decision 
Purchasing decisions are actions taken by individuals when deciding to purchase an item or service, hereinafter 
referred to as behavior. According to Kotler and Armstrong (2014), customer buyer behavior refers to the buying 
behavior of final customers individuals and households that buy goods and services for personal consumption. 
Mulyadi (2012) states that consumer decision making is a process of interaction between affective attitudes, 
cognitive attitudes, behavioral attitudes and environmental factors where humans exchange in all aspects of their 
lives. In making a purchase decision there are several stages carried out by consumers. Kotler and Keller (2016) 
state that the purchase decision process consists of 5 stages, as follows. 
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Figure 2. Stages of the Purchasing Decision Process 

 
 

3. Research Methodology 

The population in this study were all customers of Warunk Upnormal Dipatiukur Branch. In this study, the authors 
used a non-probability sampling technique, which is a technique that does not provide an opportunity for each 
member of the population to be a member of the sample (Riduwan, 2010). Besides, purposive sampling is used to 
select criteria that have been selected by researchers in selecting samples. Because of the limitations possessed by 
the authors both limited labor costs and time, the sample used in this study was determined using the Bernoulli 
formula (Kurniawan, 2014). Based on the calculation done, the sample in this study is a minimum of 96.4, to 
facilitate the distribution of questionnaires, the number of samples is rounded up to 100 respondents. 

 

 
 

Figure 3. Research Paradigm 
 
 

4. Results and Discussion 

4.1 Multiple Regression Analysis  
Multiple regression analysis was performed to determine the effect of variables of atmosphere (X1), product 
variation (X2), discount promo (X3), live entertainment (X4), facilities (X5), service (X6), location (X7), and price 
(X8) of the decision to purchase at Warunk Upnormal Dipatiukur Branch. By using the analysis in the form of SPSS 
24.0, it is known that the multiple regression equation is as follows. 

Y = 0.572 + 0.079X1 – 0.079X2 – 0.181X3 + 0.216X4 + 0.136X5 – 0.052X6 + 0.439X7 + 0.480X8 

Atmosphere (X1) 

Product Variation (X2) 

Discount Promo (X3) 

Live Entertainment (X4) 

Facilities (X5) 

Service (X6) 

Location (X7) 

Price (X8) 

Purchasing Decision (Y) 
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From the results of the multiple regression equation, the meaning can be interpreted, the constant value 
states that if the variables of atmosphere (X1), product variation (X2), discount promo (X3), live entertainment (X4), 
facilities (X5), service (X6) ), location (X7), and price (X8) are zero (0) and are fixed, so the purchase decision is 
0.572. In addition to increasing purchasing decisions can be done by taking into account the variables of atmosphere 
(X1), live entertainment (X4), facilities (X5), location (X7), and price (X8). This can be reflected from the 
coefficient value of each variable that has a positive value, meaning that each increase in one unit of the variables of 
atmosphere (X1), live entertainment (X4), facilities (X5), location (X7), and price (X8) it will affect the increase in 
purchasing decisions. While the variables of product variation (X2), discount promo (X3), and service (X6) in this 
study are not factors that encourage consumers to make purchasing decisions at Warunk Upnormal Dipatiukur 
Branch. 

 
4.2 Hypothesis Test F (Simultaneous) 
Based on the F test that has been done, it is known that the Fcount value is 40.994, the value is greater than the Ftable 
value of 2.00 and the significance value of the results of the study is 0.000, the value is smaller than the ᾳ value in 
this study which was previously set at 5% or 0.05. These results indicate that all variables in this study 
simultaneously are influential in purchasing decisions at Warunk Upnormal Dipatiukur Branch. Therefore based on 
the test results, it can also be explained that what drives consumers to make purchasing decisions at Warunk 
Upnormal Dipatiukur Branch requires a good combination of factors in this study. Where these factors can be 
external and internal factors when referring to the factors used in this study to explain purchasing decisions in 
Warunk Upnormal Branch Dipatiukur. 
 
4.3  Hypothesis Test t (Partial) 
Partial testing or often known as the t-test is intended to determine the effect of all independent variables in this 
study on the dependent variable, namely the purchasing decision on Warunk Upnormal Branch Dipatiukur partially 
or separately. Based on the results of tests that have been carried out, it is known that there are 5 variables namely 
atmosphere (X1), live entertainment (X4), facilities (X5), location (X7), and price (X8) which partially have t-count 
/ t-stat > t-table (1.98969), and also a significance level smaller than 0.05. So thus the variables of atmosphere (X1), 
live entertainment (X4), facilities (X5), location (X7), and price (X8) in this study have a significant influence on 
purchasing decisions on Warunk Upnormal Branch in Dipatiukur. While the variables of product variation (X2), 
discount promo (X3), and service (X6) in this study are based on the results of tests that have been identified as 
having t-count / t-stat < t-table (1.98969), and also a significance level greater than 0.05, so that the variables of 
product variation (X2), discount promo (X3), and service (X6) in this study did not have a significant influence on 
purchasing decisions on Warunk Upnormal Branch in Dipatiukur. 
 
4.4 Test the Coefficient of Hypothesis Determination (R2) 
Determination Coefficient Test is used to determine the percentage of influence of the independent variables such as 
atmosphere (X1), product variation (X2), discount promo (X3), live entertainment (X4), facilities (X5), service 
(X6), location (X7), and price (X8) in this study of the dependent variable, namely the decision of purchasing. 
Referring to the results of the study used it is known that the magnitude of the coefficient of determination in this 
study is 0.783, this shows the magnitude of the influence of the independent variable on the dependent variable that 
is 78.3% percent. While the remaining 21.7% is influenced by other variables in this study. 

 
4.5  Discussion 
The influence of the variables of atmosphere (X1), product variation (X2), discount promo (X3), live entertainment 
(X4), facilities (X5), service (X6), location (X7), and price (X8) on purchasing decisions. From this study it was 
found that the variables of atmosphere (X1), product variation (X2), discount promo (X3), live entertainment (X4), 
facilities (X5), service (X6), location (X7), and price (X8) influence together with the purchasing decision (Y). The 
magnitude of the effect of all independent variables was 78.3%. This means that by continuing to make 
improvements and pay attention to the quality of all independent variables in this study will increase or influence 
potential consumers to make purchases at Warunk Upnormal Dipatiukur Branch.  
 
4.6  Effect of Atmosphere Variable (X1) on Purchasing Decisions 
Based on the results of partial testing it is known that there is a significant relationship between atmospheres (X1) on 
purchasing decisions (Y) during this research period, this shows that the atmosphere variable has a positive and 
significant influence on purchasing decisions. Test results that have a positive effect indicate that company leaders 
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can consider continuing to control the atmosphere, because of the better the atmosphere available, the more impact 
on consumers' decision to choose Warunk Upnormal. 
  
4.7  Effect of Product Variation Variable (X2) on Purchasing Decisions 
Based on the partial test results, it is known that there is no significant relationship between product variation (X2) 
on purchasing decisions (Y) during this research period, this shows that product variations have a negative and not 
significant effect on purchasing decisions. The results of tests that have a negative effect show that although the 
products offered vary, consumers who come to Warunk Upnormal Dipatiukur Branch are not caused by the products 
offered. So that if product innovation continues to be carried out without regard to other factors it will not increase 
consumers' decision to choose Warunk Upnormal.  
 
4.8 Effect of Discount Promo Variable (X3) on Purchasing Decisions 
Based on the partial test results, it is known that there is no significant relationship between the promo discount (X3) 
to the purchase decision (Y) during this research period, this shows that product variations have a negative and not 
significant effect on purchasing decisions. The results of tests that have a negative effect show that although there 
are discount promos currently offered, consumers who come to Warunk Upnormal Dipatiukur Branch are not caused 
by discount promotions offered. So if continued discount promotion without regard to other factors will not increase 
consumers' decision to choose Warunk Upnormal. 
 
4.9 Effect of Live Entertainment Variable (X4) on Purchasing Decisions 
Based on the results of partial testing it is known that there is a significant relationship between live entertainments 
(X4) on purchasing decisions (Y) during the study period, this shows that the live entertainment variable has a 
positive and significant influence on purchasing decisions. The test results that have a positive effect show that with 
live entertainment that can be in the form (uno stacko, snakes and ladders, chess, etc.) that has been provided has 
affected consumers to decide to make a purchase, thus if another live entertainment is provided it will have an 
impact on increasing consumer decisions choose Warunk Upnormal.  
 
4.10 Effect of Facility Variable (X5) on Purchasing Decisions 
Based on the partial test results, it is known that there is a significant relationship between the facilities (X5) and the 
purchase decision (Y) during this research period, this indicates that the facility variable has a positive and 
significant influence on the purchasing decision. The results of tests that have a positive effect show that the 
presence of good facilities can be in the form of (equipment, wifi, toilets, prayer rooms, etc.) which has been 
provided at this time has influenced consumers to decide to make a purchase, thus if the quality of the facilities 
available is improved and its function will have an impact on increasing consumer decisions to choose Warunk 
Upnormal. 
 
4.11 Effect of Service Variable (X6) on Purchasing Decisions 
Based on the results of partial testing, it is known that there is no significant relationship between services (X6) on 
purchasing decisions (Y) during this research period, this shows that services have a negative and not significant 
effect on purchasing decisions. The results of tests that have a negative effect show that consumers who come to 
Warunk Upnormal Dipatiukur Branch are not caused by the services offered. This can be caused by consumers who 
come are dominated by students and students, so that service is not a factor that is considered by consumers. The 
services currently in progress are considered to have met the standard needs of consumers. So that even if service 
improvements are made without regard to other factors, it will not increase consumers' decision to choose Warunk 
Upnormal. 
 
4.12 Effect of Location Variable (X7) on Purchasing Decisions 
Based on the results of partial testing, it is known that there is a significant relationship between location (X7) on 
purchasing decisions (Y) during the study period, this shows that location variables have a positive and significant 
influence on purchasing decisions. Test results that have a positive effect show that with a strategic location as it is 
today, close to several private and public campuses and the ease of going to the location has caused consumers to 
decide to make a purchase, thus the strategic location is one of the factors that need to be considered to improve 
decisions consumer.  
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4.13 Effect of Price Variable (X8) on Purchasing Decisions 
Based on the results of partial testing, it is known that there is a significant relationship between price (X8) on 
purchasing decisions (Y) during this research period, this shows that the price variable has a positive and significant 
influence on purchasing decisions. Test results that have a positive effect indicate that the price currently set by 
management is considered to be more competitive and has caused consumers to decide to make a purchase, thus the 
price factor is also one factor that needs to be considered to improve consumer decisions. This is because consumers 
Warunk Upnormal Dipatiukur Branch are students and students who still consider the price factor. 
 
 
5. Conclusions 

Judging from the value of the beta coefficient of the largest and the most dominant influence on consumer decisions 
in choosing Warunk Upnormal Dipatiukur Branch that is equal to 0.451 is the location variable (X7). 
Simultaneously (together) note that all independent variables in the study such as atmosphere (X1), product 
variations (X2), discount promos (X3), live entertainment (X4), facilities (X5), services (X6), location ( X7), and 
price (X8) has a significant influence on purchasing decisions (Y). Whereas based on partial testing, it can be 
concluded that the factors that choose consumers to choose Warunk Upnormal Dipatiukur Branch are variables of 
atmosphere (X1), live entertainment (X4), facilities (X5), location (X7), and price (X8). Future researchers are 
expected to increase the number of respondents, so that research results are more accurate. It also can make a 
comparison of two or more cafes to make it appear which cafe is the most desirable and in terms of what consumers 
are more interested in the cafe. For cafe entrepreneurs, it is better to pay attention to the characteristics of 
consumers, because the characteristics will determine the treatment that must be done. Location is the key when 
consumers will make a purchase decision, therefore strategic location must be the main consideration by not 
ignoring other factors.  
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