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ABSTRAK 

 

Fadhila Amalia Putri Sangadji, 22042010198, Pengaruh Harga dan Electronic 

Word of Mouth terhadap Keputusan Pembelian yang Dimoderasi oleh Store 

Atmosphere pada The Rooster Coffee Company Sidoarjo. 

 

Penelitian ini bertujuan untuk menganalisis pengaruh harga dan electronic 

word of mouth (EWOM) terhadap keputusan pembelian dengan store atmosphere 

sebagai variabel moderasi pada The Rooster Coffee Company Sidoarjo. Penelitian 

ini menggunakan pendekatan kuantitatif asosiatif dengan teknik purposive 

sampling terhadap 110 responden. Analisis data dilakukan menggunakan metode 

SEM-PLS melalui aplikasi SmartPLS 4.1. Hasil uji hipotesis menunjukkan bahwa 

harga (X1) berpengaruh positif dan signifikan terhadap keputusan pembelian, 

sedangkan EWOM (X2) tidak berpengaruh signifikan terhadap keputusan 

pembelian (Y). Store atmosphere (Z) terbukti berpengaruh positif dan signifikan 

terhadap keputusan pembelian (Y). Selain itu, store atmosphere (Z) tidak mampu 

memoderasi pengaruh harga (X1) terhadap keputusan pembelian (Y), namun 

memperlemah pengaruh EWOM (X2) terhadap keputusan pembelian (Y). Selain 

itu, diperoleh nilai koefisien determinasi (R2) sebesar 0,749 menunjukkan bahwa 

variabel penelitian mampu menjelaskan 74,9% variabel keputusan pembelian, 

sedangkan sisanya yakni sebanyak 25,1% dipengaruhi oleh faktor lain di luar 

penelitian. 

 

Kata Kunci: Harga, Electronic Word of Mouth, Keputusan Pembelian, Store Atmosphere 
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ABSTRACT 

 

Fadhila Amalia Putri Sangadji, 22042010198, The Effect of Price and 

Electronic Word of Mouth (EWOM) on Purchasing Decisions Moderated by 

Store Atmosphere at the Rooster Coffee Company Sidoarjo.  

 

This study aims to analyze the influence of price and Electronic Word of 

Mouth (EWOM) on purchasing decisions, with store atmosphere as a moderating 

variable at The Rooster Coffee Company Sidoarjo. This research used a 

quantitative associative approach with a purposive sampling technique involving 

110 respondents. Data analysis was conducted using the SEM-PLS method through 

SmartPLS 4.1 software. The results of the hypothesis testing indicate that price (X1) 

has a positive and significant effect on purchasing decisions, while EWOM (X2) 

does not have a significant effect on purchasing decisions (Y). Store atmosphere (Z) 

was proven to have a positive and significant effect on purchasing decisions (Y). In 

addition, store atmosphere (Z) was not able to moderate the effect of price (X1) on 

purchasing decisions (Y), but it weakened the effect of EWOM (X2) on purchasing 

decisions (Y). Furthermore, the coefficient of determination (R²) value of 0.749 

indicates that the research variables are able to explain 74.9% of the variation in 

purchasing decisions, while the remaining 25.1% is influenced by other factors 

outside this study. 

 

Keywords: Price, Electronic Word of Mouth, Purchase Decisions, Store 

Atmosphere


