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ABSTRAK 

 

Aditya Anggadinata 1702440 “Pengaruh Store Atmosphere Terhadap Purchase Intention 

(Studi terhadap konsumen Dua Pintu Coffee Roastery Padang)” di bawah bimbingan Dr. 

Gitasiswhara, SE.Par.. MM., dan Andreas Suwandi., S.Pd., Gr., M.Pd. 

Purchase Intention diukur dalam konteks kesediaan konsumen dalam membeli produk atau 

layanan pada waktu mendatang. Sikap dan evaluasi konsumen, serta kelayakan produk atau 

layanan sangat penting bagi konsumen dalam mempertimbangkan niat pembeliannya.  Tujuan dari 

penelitian ini ialah memperoleh Gambaran dan pengaruh dari dimensi Store Atmosphere terhadap 

Purchase intention di Dua Pintu Coffee Roastery Padang. Metode penelitian yang dilakukan untuk 

mengetahui pengaruh dari setiap dimensi Store Atmosphere terhadap Purchase intention ialah 

metode kuantitatif analisis Regresi Berganda . Penelitian dilakukan dengan mengambil sampel 

sebanyak 400 responden, serta pengolahan data menggunakan software SPSS for windows. 

Penelitian yang telah dilakukan mengemukakan bahwa Store Atmosphere memiliki pengaruh 

signifikan secara simultan  dan parsial terhadap Purchase Intention di Dua Pintu Coffee Roastery 

Padang. 

 

Kata Kunci : Store Atmosphere , Padang, Purchase Intention, Dua Pintu Coffee Roastery  

 

  



ABSTRACT 

Aditya Anggadinata 1702440 "The Influence of Store Atmosphere on Purchase 

Intention (Study of Dua Pintu Cofee Roastery Padang Consumers) " under the guidance 

of Dr. Gitasiswhara, SE.Par.. MM., and Andreas Suwandi., S.Pd., Gr., M.Pd. 

Purchase intention is measured in the consumer's sensitivity to buying a product or service 

in the future. Consumer attitudes and evaluations, as well as the feasibility of products or services 

are very important for consumers in considering purchase intentions. The purpose of this study is 

to obtain an overview and influence of the Store Atmosphere dimension on purchase intentions at 

Dua Pintu Coffee Roastery Padang. The research method used to determine the effect of each 

dimension of Store Atmosphere on Purchase Intention is a quantitative method of Multiple 

Regression analysis. The research was conducted by taking a sample of 400 respondents, as well 

as data processing using SPSS for windows software. The research that has been done shows that 

Store Atmosphere has a significant influence simultaneously and partially on purchase intentions 

at Dua Pintu Coffee Roastery Padang. 

 

Keywords: Store Atmosphere, Padang, Purchase Intention, Dua Pintu Coffee Roastery  
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