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ABSTRAK 

Semakin berkembangnya zaman akan memberikan dampak pada terjadinya 

perubahan, baik dari segi pola pikir, kebutuhan dan gaya hidup masyarakat. Salah 

satu perubahan gaya hidup masyarakat terletak pada kegiatan keseharian masyarakat 

yang hampir tidak dapat dipisahkan dari mengkonsumsi kopi. Tujuan penelitian ini 

yaitu untuk mengetahui apakah lokasi, word of mouth, kualitas pelayanan dan 

customer relationship management berpengaruh terhadap keputusan pembelian di 

Starbucks Pakuwon Super Mall Surabaya. Sample penelitian adalah konsumen yang 

berusia diatas 17 tahun dan pernah membeli produk Starbucks Pakuwon Super Mall 

Surabaya minimal 1 kali. Jumlah sampel dalam penelitian ini sebanyak 96 responden. 

Data penelitian ini diolah menggunakan SPSS versi 23. Hasil analisis data 

menunjukkan semua item pertanyaan masing – masing variabel dinyatakan valid 

dengan r hitung > r tabel sebesar 0.1689, semua variable dinyatakan reliabel dengan 

nilai Cronbach’s Alpha > 0.60. Hasil uji asumsi klasik menunjukkan seluruh variable 

berdistribusi normal, tidak terjadi gejala multikolinearitas dan heteroskedastisitas. 

Hasil persamaan regresi linear berganda dalam penelitian ini adalah Y= -2.749 + 

0.091 X1 + 0.580 X2 + 0.320 X3 + 0.213 X4. Besarnya pengaruh lokasi, word of 

mouth, kulitas pelayanan dan customer relationship management terhadap keputusan 

pembelian di Starbucks Pakuwon Super Mall Surabaya berdasarkan Adjusted R- 

Square adalah 64,2% sehingga dinyatakan berpengaruh kuat. Hasil uji t menunjukkan 

lokasi tidak berpengaruh.terhadap keputusan pembelian, sedangkan word of mouth, 

kualitas pelayanan dan customer relationship management berpengaruh terhadap 

keputusan pembelian. 

Kata kunci : Lokasi, Word Of Mouth, Kualitas Pelayanan, Customer Relationship 

Management, dan Keputusan Pembelian 
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ABSTRACT 

The development of the times will have an impact on changes, both in terms of 

mindset, needs and lifestyle of the community. One of the changes in people's 

lifestyles lies in the daily activities of people who are almost inseparable from 

consuming coffee. The purpose of this study was to determine whether location, word 

of mouth, service quality and customer relationship management influence 

purchasing decisions at Starbucks Pakuwon Super Mall Surabaya. The research 

sample is consumers who are over 17 years old and have purchased Starbucks 

Pakuwon Super Mall Surabaya products at least once. The number of samples in this 

study were 96 respondents. The results of data analysis show that all question items 

for each variable are declared valid with r count> r table of 0.1689, all variables are 

declared reliable with a Cronbach's Alpha value> 0.60. The results of the classical 

assumption test show that all variables are normally distributed, there are no 

symptoms of multicollinearity and heteroscedasticity. The results of the multiple 

linear regression equation in this study are Y = -2.749 + 0.091 X1 + 0.580 X2 + 

0.320 X3 + 0.213 X4. The magnitude of the influence of location, word of mouth, 

service quality and customer relationship management on purchasing decisions at 

Starbucks Pakuwon Super Mall Surabaya based on Adjusted R-Square is 64.2% so 

that it is stated to have a strong effect. The t test results show that location has no 

effect on purchasing decisions, while word of mouth, service quality and customer 

relationship management affect purchasing decisions. 

 

 

Keywords: Location, Word Of Mouth, Service Quality, Customer Relationship 

Management, and Purchasing Decisions. 
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