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Abstract 

This research purpose to analyse the influence at service quality and location at 

purchasing decisions in the Ngupi Dija Coffee Shop. Service quality and location are 

important factors in attracting consumer interest and increasing customer loyalty. This 

study utilize a quantitative oncoming with a survey method from distributing 

questionnaires for a number of respondents who have made purchases at the Ngupi Dija 

Coffee Shop. Data analysis was carried out using multiple linear regression to determine 

the influence at any variable. The research outcome indicate lest service quality have a 

positive and significant influence at purchasing decisions, where good service is able to 

encourage consumers to make repeat purchases. Location has also been sure for has a 

positive and significant influence at purchasing decisions, with strategic, convenient and 

easily accessible locations being the main factors in attracting customers. 

Simultaneously, service quality and location have a significant influence on purchasing 

decisions. In conclusion, improving service quality and choosing a strategic location can 

be an effective strategy to improve consumer purchasing decisions. This study also 

provides recommendations for Ngupi Dija Coffee Shop managers to continue to improve 

service quality, provide training for employees, and ensure that location facilities meet 

customer need. 

 

Keywoards: Service Quality, Location, Purchasing Decisions, Coffee Shop 

 

 

http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/


 

1027 
IJEBIR, Volume 04 Issue 01, 2025 

 Copyright at authors some right reserved this work is licensed under a Creative 
Commons Attribution-ShareAlike 4.0 International License. 

INTRODUCTION  

In an increasingly competitive business world, service quality and location are very 

important factors in attracting customers and influencing purchasing decisions (Praditya 

& Purwanto, 2024). As an industry that continues to grow, especially in the food and 

beverage sector, coffee shops have become a place that is sought after by various groups 

(Purwanto & Prayuda, 2024). An example of a coffee shop that is currently developing is 

Ngupi Dija, which is trying to attract consumer interest through quality service and 

strategic location (Iba & Wardhana, 2024). The coffee shop industry is currently 

experiencing rapid growth, in line with the increasing trend of consuming coffee and 

changes in people's lifestyles (Mandailina et al., 2022). A coffee shop is not only a place 

to enjoy coffee, but also a space to socialize, work or just relax (Prayuda & Purwanto, 

2024). This condition encourages increasingly tight competition among coffee shop 

business players to attract and retain customers (Priadana & Sunarsi, 2021). In this 

context, service quality and location are two important factors that can influence 

consumer purchasing decisions (Kelvinia et al., 2021). 

Service quality includes the service provider's ability to meet customer needs and 

expectations effectively (Marsella et al., 2020). Good service not only creates a positive 

experience for customers but also increases loyalty and repeat purchase decisions 

(Kurniawan, 2020). Conversely, inadequate service can cause customers to switch to 

competitors (Manoy et al., 2021). Apart from that, location is a strategic element in 

determining the success of a coffee shop. A strategic, comfortable and easily accessible 

location will make it easier for consumers to reach and enjoy the services offered (Siregar, 

2020). Unsupportive locations, such as being difficult to reach or lacking supporting 

facilities, can have a negative impact on the number of customer visits. Ngupi Dija Coffee 

Shop as a business actor in this industry faces challenges to maintain its competitiveness 

(Molanda et al., 2021). Therefore, it is important for grasp the degree for what service 

quality and location influence customer purchasing decisions. This study purpose for 

analyze the influence at these two variables partially or simultaneously in purchasing 

decisions at the Ngupi Dija Coffee Shop (Anuraga et al., 2021). 

By understanding the connection among service quality, location and purchasing 

decisions, it is trust lest this research can serve a practical contribution to the managers 

of the Ngupi Dija Coffee Shop in formulating strategies to escalate customer satisfaction 

and loyalty (Meiryani, 2021). This study also hopes to provide additional insight for 

academics and other researchers who are interested in similar themes (Arya et al., 2020). 
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RESEARCH METHODS 

This research uses a quantitative road with the utilize of analyzing the effect of 

service quality and location at purchasing decisions in Ngupi Dija Coffee Shop. Data was 

collected through a survey using a questionnaire arranged based on a 1–5 Likert scale. 

Respondents in this research were customers who had made purchases at the Ngupi Dija 

Coffee Shop, who were selected using a purposive sampling technique with the criteria 

of having made purchases more than once. The amount at samples was determined 

using the Slovin formula to ensure data representation. Data analysis was carried out 

using descriptive and inferential statistical methods. Validity and reliability tests were 

applied for ensure the grade from the questionnaire, while classic assumption tests, 

including normality, multicollinearity and heteroscedasticity tests, were carried out for 

assure the regression model converge the analysis necessity. Next, multiple linear 

regression analysis is used for quantify the influence at service quality and location, both 

partially and simultaneously, at purchasing decisions. Hypothesis testing is carried out 

via the t test to partial analysis and the F test to simultaneous analysis. 

 

RESULTS AND DISCUSSION 

 

 
It may be resume lest all variables show positive performance, which is indicated 

by an average grade that is higher till the standard deviation. 
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On the basis at the classification in table 2 applying the ideal mean calculation, it 

is understood that the service classifications of high, medium and low are respectively 

16%, 63% and 21%. Overall, this means that respondents received fairly good service 

quality. 

 
On the basis of the classification in table 3 applying the ideal mean calculation, it 

is understood that the classification of high, medium and low locations is respectively 

54%, 40% and 6%. Overall, this means that respondents can access very good locations 

or high accessibility. 

 
 

On the basis of the classification in table 4 applying the ideal mean calculation, it 

is understood that the classification of high, medium and low purchases is respectively 

23%, 66% and 11%. Overall, this means that respondents make purchasing decisions 

quite often. 
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Based on the results above, it is understood lest all variables in study am valid 

because each instrument exceeds the Pearson value of 0.1966. 

 

 
Based on the results above, it is understood lest all variables in study am valid 

because each instrument exceeds the Pearson value of 0.1966. 
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On the basis of the test outcome presented at table over, the asymp value is 

understood. sig. (2-tailed) dear 0.141 exceeds 0.05. Based in these figures, it is stated 

lest the data is normally distribute. 

 
 

On the basis at the test outcome presented in the table above, it is understood that 

Sig. deviation from linearity is 0.497 > 0.05, so lest there is a linear relationship in service 

quality and purchasing decisions. 
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On the basis at the test outcome presented at table over, it is understood lest Sig. 

deviation from linearity is 0.822 > 0.05, so there is a linear relationship in location and 

purchasing decisions. 

 

 

 
In other words, ttable exceeds ttable or the significance level is less than the 

significance limit, meaning that H1 is accepted. 
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Fcount exceeds Ftable or the significance level is less than the significance limit, 

meaning that all independent variables simultaneously have an influence on purchasing 

decisions. 

 
 

The Adjusted R Square was get in 0.274 or 27.4%. According to this value, the 

value of service quality and location influences 27.4% of the variation in purchasing 

decisions. Meanwhile, the other 72.6% was contributed by other variables besides the 

analysis of this study. 

 

CONCLUSION AND SUGGESTIONS 

Couclision 

The following conclusions can be drawn: 

1. Service quality has an impact on purchasing decisions. Better and better quality 

service tends to encourage more consumers to make repeat purchases. 

2. Location also do a role at influencing purchasing decisions. A strategic, comfortable 

and easy to reach location can increase customer loyalty in making repeat purchases. 

3. Together, service quality and location have influence at purchasing decisions. The 

combination of superior service and good location will attract more consumers to visit 

and make repeat purchases. 

 

Suggestions 

The suggestions below: 

1. To improve the quality of service in the future, it is recommended to provide training 

to new employees. This aims to ensure that they have sufficient experience and 

interpersonal skills to handle customer complaints quickly and professionally. 

2. To increase comfort, security and ease of location access for customers, it is 

necessary to implement a parking system that is clear and easy to understand. 
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3. For researchers who wish to explore themes relevant to this study, it is recommended 

to consider using other variables and increasing the number of respondents so that 

the data obtained is more accurate and representative. 
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