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Abstract. This  study focused on analyzing the influencing element of purchase decisions in the context of coffee shop at 

Café Horas Porong with a focus on the effectkof product quality, price, and word ofkmouth on customer purchase 

decisionskat Café Horas Porong. The approach in this research is using quantitative method in which the sample is 

taken using purposive sampling technique from 96 respondents who have made purchases at Café Horas Porong. 

The data was analyzed using SmartPLS 3. The results of the study show that the three independent variables, namely 

product quality, price, and word of mouth, significantly and positively affects customer purchase decision. The 

implications of this study contribute to the management of Cafe Horas Porong to focus on improving product 

quality, competitive pricing, and positive word of mouth management in order to increase customer purchase 

decision. The urgency of this research lies in the need for MSMEs to understand the key factors that can increase 

competitiveness in the midst of increasingly fierce competition in the coffee shop industry. The limitation  of this 

study lies in  the limited location coverage of one coffee shop, so generalization of the results  needs to  be  done with 

caution.  The novelty of this research lies in the   simultaneous integration of the three  variables in the context of  local 

coffee shop MSMEs in the Porong area.  

Keywords – product quality; price; word of mouth; purchase decisions 


Abstrak. Penelitian ini difokuskan untuk menganalisis elemen-elemen yang memengaruhi keputusan pembelian dalam 

konteks bisnis coffee shop Café Horas Porong dengan fokus terhadap pengaruh kualitaskproduk, harga,kdan  word 

ofkmouth terhadap keputusankpembelian pelanggan pada  Café Horas Porong. Pendekatan pada penelitian ini 

adalah metode kuantitatif dimana sample diambil dengan teknik purposive sampling sebanyak 96 responden yang 

pernah melakukan pembelian di Café Horas Porong. Data dianalisis menggunakan SmartPLS 3. Hasil dari 

penelitian  bahwa  ketiga  variabelkindependen, yaitu kualitaskproduk,   harga, dan word ofkmouth,  secara signifikan 

dan positif mempengaruhi keputusan pembelian pelanggan. Implikasi penelitian ini memberikan kontribusi bagi 

manajemen Cafe Horas Porong untuk fokus dalam meningkatkan kualitas produk, penentuan harga yang kompetitif, 

serta pengelolaan word of mouth yang positif guna meningkatkan keputusan pembelian pelanggan. Urgensi 

penelitian ini terletak pada kebutuhan UMKM untuk memahami faktor-faktor kunci yang dapat meningkatkan daya 

saing di tengah persaingan industri coffee shop yang semakin ketat. Keterbatasan penelitian ini terletak pada 

cakupan lokasi yang terbatas pada satu coffee shop, sehingga generalisasi hasil perlu dilakukan dengan hati-hati. 

Kebaruan dari penelitian ini terletak pada integrasi ketiga variabel tersebut secara simultan dalam konteks UMKM 

coffee shop lokal di wilayah Porong. 

Kata Kunci – kualitas produk; harga; word of mouth; keputusan pembelian




 I. INTRODUCTION  

The culinary business in Indonesia has grown quite rapidly and is increasingly popular where food and drink are 

basic needs that must be fulfilled in recent years. People who are Those who are active and constantly on the move 

tend to spend a significant amount of time outside their homes, visiting culinary places for comfort, relaxation, or 

even work. Cafes are one place that is often the choice. Many people love cafes because apart from providing food 

and drinks, cafes also offer comfort for visitors. In cafes, visitors can spend hours, either for casual conversation, 

just relaxing themselves, or doing assignments or work [1]. 

Business people then saw an opportunity that would then be utilized, where many entrepreneurs sprung up to 

open cafes or coffee shops with unique concepts and ideas designed to attract customers from various backgrounds. 

With so many cafes that have sprung up, competition in the coffee shop industry has become increasingly fierce. 

Not a few coffee shop businesses fail to compete and eventually go bankrupt where in a business [2]. One of the 

cafes that is phenomenal and able to compete in Porong, Sidoarjo is Café Horas which is located in Juwet Kenongo, 
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Porong District. This café has a classic theme that provides modern comfort mixed with the beauty of the past. 

Equipped with decorations inspired by the classic style and simple but classy complete with decorations and 

atmosphere inspired by the classic style of the past. 

 Purchase decision are a key element in ensuring the success of a business to be able to compete. Purchase 

decision involve a series of steps in which the buyer recognizes the problem, finds out about the brand, considers 

several options to be able to solve the problem, then makes a purchase decision. Based on this definition, purchase 

decisions can be described as a response in which consumers recognize an issue, gather information, evaluate 

existing alternatives, decide to buy, and take action after purchase [3]. Consumer decisions are actions aimed at 

identifying a product that satisfies their specific needs and wants [4]. 

Product quality is the main factor that can attract customers to purchase the products we offer.  With guaranteed 

product quality, it will provide satisfaction for its customers which will increase the buyer's desire to decide on a 

purchase [5]. Product quality is a special characteristic of the product in fulfilling what is expected by customers. If 

a business is able to maintain product quality in accordance with what consumers want, then the business is likely to 

increase the number of customers and maintain customer satisfaction [6]. 

When it comes to understanding pricing strategies, price serves as one of the aspects influencing internal 

business operations that help companies gain a competitive advantage. However, the pricing approach of 

manufacturers often makes this more difficult [7]. Café business owners need to adapt pricing to the environment 

and changes. The price set will have a significant influence on the company's competitive ability and attract 

consumers to buy products as expected. To become more competitive, cafe owners can use competitors' prices as a 

reference in determining prices for selling their products [8]. 

Apart from product quality and price, other aspects can also play a role in influencing purchase decisions, 

namely word of mouth. Word of mouth is a process where customers educate other customers about any information 

related to a product. The Word of Mouth Marketing Association or WOMMA, defines WOM as a process in which 

customers recommend a business or business to potential customers [9]. Positive word of mouth promotion can 

improve reputation and develop the marketing of a business [10]. 

This study is built upon the existence of a gap (research gap) from previous research where the results are not 

always comparable. Previous research conducted by [11] proves that there is an effect of product quality on 

purchase decisions, but in other studies by [12] proves that product quality has no influence on purchase decisions. 

Previous research by [13] proves that price  has a significant and positive impact  on purchase decision, while other 

research by [14] proves thatkthere is nokinfluencekbetween price and purchase decisions. Previous research by [15] 

proves that  there iska positive andksignificant influencekbetween word ofkmouth  and purchase decisions, while 

research by [16] proves that there is no significant effect between word of mouth and purchase decisions. As for 

what makes  the difference between previous research and this  research  so that it  is  essential to do  research,  it lies  in the   object of research, 
namely customers and connoisseurs of Cafe Horas Porong where no research has examined 

this place before. 

II. LITERATURE REVIEW 

The marketing mix is a method that can be utilized to promote customer loyalty. The 7Ps (product, pricing, 

place, promotion, proces, tangible evidence, and people) are the seven tools of marketing that comprise the 

marketing mix. The 7Ps serve as a comprehensive framework for developing effective marketing strategies. This 

model is particularly relevant in service industries but is also applicable to various sectors [17]. 

Product encompasses all offerings that meet customer needs, including goods and services, while Price refers to 

the amount charged and can be adjusted based on market conditions and consumer demand. Place involves the 

distribution channels that make products accessible to consumers, ensuring they are available where and when 

needed. Promotion includes all marketing communications aimed at informing and persuading potential customers, 




enhancing brand visibility and engagement. People represent all individuals involved in delivering the service or 

product, as their interactions significantly influence customer satisfaction. Process pertains to the operational 

procedures involved in service delivery, ensuring efficiency and consistency. Lastly, the tangible aspects that bolster 

the service experience are referred to as physical evidence, such as the environment where services are delivered and 

branding materials which shape customer perceptions of quality [18]. 

The theory of consumer behavior is very relevant to explain purchasing decisions. Consumer behavior is a 

process related to the action to buy. In this process, customers take steps such as finding information about the 

product, researching it, and evaluating the product, until finally the customer can decide to complete a purchase [19]. 

Consumer behavior refers to an action that directly obtains, uses, and disposes of or consumes goods or services. 

This process reflects the entire cycle of consumer interactions with products or services, from purchase decisions 

influenced by needs, wants, and preferences, to how consumers utilize goods or services to meet specific goals. In 
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addition, the act of disposing of goods or services after use demonstrates consumers' responsibility towards social 

and environmental impacts, including awareness of sustainability [20]. 

Cultural, sociological, psychological, and personal aspects all have an impact on consumer behavior. The most 

fundamental determinants of behavior and aspirations are cultural variables; in reality, every civilization has a social 

class, and the choice of items from different companies is a manifestation of that social class. Social elements 

include roles, social position, family, and recommendations, all of which have an impact on consumer behavior. 

Personal qualities have an impact on personal aspects, particularly those that affect the buyer's age, life stage, 

financial and professional circumtances, lifestyle, personality, and self-image. In the meanwhile, Motivation, 

perception, learning, beliefs, and attitudes are key elements that impact psychological aspect [21]. 

The purchase decision is a situation where the customer decides whether to use a good or service or not. 

Customers make considerations on a number of factors, such as the usual actions taken when making the purchase 

process, the quality of the goods obtained, and brand loyalty to rival goods [22]. Before deciding to buy, consumers 

will recognize the problems they face, find information about the product, then evaluate how well each alternative 

solves the problem. Indicators of purchasing decisions include the need for a product, the desire for a product, the 

purchasing power possessed by consumers [23]. 

Productkquality is the qualities and aspects possessed by a product or-service which are limited to its capacity to 

meet both expressed and implied needs [24]. Product quality is not only limited to objects, but also to food and 

beverages. Product quality is a measure of the quality of the product as perceived by the customer. Product quality 

refers to the characteristics within an item or result that make it suitable for its intended purpose or need [25]. Good 

quality product will be able to maintain customer trust. This is because the competition is tight and very varied, so 

the owner needs to improve product quality and give the best to customers. For some middle and upper economy 

consumers, they believe that expensive products are good quality products, but people prefer low prices. These 

factors are things that need to be taken into consideration when making purchase decisions [11]. Indicators of 

product quality include appearance, portion, and taste level. Quality product will be able to maintain customer trust 

[26]. 

H1: Product quality affects purchase decisions. 

Price is the amount of value that needs to be spent by customers to obtain a product. In general, price can be 

interpreted as the money range set for specific goods or services. The price also reflects the exchange value given by 

the customer to benefit from the ownership or utilization of the product that has been exchanged [27]. Information 

about prices is needed by consumers to be able to determine purchasing decisions. Price can be used to standardize 

quality depending on the value or price of a product. Where the greater the benefit that customers feel from a good 

or service, the more valuable the product or service is [13]. Indicators of price perception include price affordability 

to consumer abilities, price alignment with the quality of the product, price competitiveness, and price alignment 

with the benefits [28]. 

H2: Price affects purchase decisions. 

Word ofmmouth is a natural conversation between individuals, where recommendations or information about 

products are conveyed from one individual to another where the information conveyed comes from the direct 

experience of consumers which is believed to be an honest review and can influence others to choose or follow the 

product or service [29]. Word of mouth is a communication process performed by words come out of mouth where 

individuals or groups provide recommendations about products or services intended to offer information. Word of 

mouth (WOM) influences consumer thinking which is a more credible and personal source of information than 

formal advertising, so consumers tend to trust the suggestions of people they are familiar with. This is because the 

person who recommends has bought the product repeatedly. In other words, word of mouth affects consumer 

purchase decisions [15]. Word of mouth indicators include talking about, recommending, encouraging, and 

involvement in the communication of word of mouth [30]. 

H3: Word of mouth affects purchase decisions. 

III. METHOD 



A. Type of Research and Population 

This study uses a quantitative method. Quantitative method is a science related to the procedures for data 

collection, data analysis, and interpretation of the results to obtain information used in decision making in 

managerial and economic decisions [31]. Researchers will analyze the data collected from sample to assess 

 thekimpact  of   productkquality,  price,  and word of kmouth on purchase decisions.  The participants in this research 

are:  

1. Millenial generations in Sidoarjo and surrounding areas 

2. Respondents who have made purchases at Cafe Horas Porong 
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B. Sampling Technique 

This study employs a non-probability sampling method, specifically purposive sampling. The selection was 

made based on the researcher's decision so that it specifically chose the millennial generation in Sidoarjo to meet the 

criteria in the study which was felt to represent the population. The number of respondents in this study was 

determined using the Lemeshow formula, outlined as follows. 


n =  

z2. P(1 − P)

d2


Explanation : 

n = Number-of-samples 

Z = The moral-table value at a specific-alpha level. 

P = Unidentified proportion of the population. 

d = Margin in both-directions 


In the formulation above, it clearly seen that the sample size determination based on the Lemeshow formula.. 

The alpha-used in this case is 95%-or equal-to 1.96. Unidentified population size is 0.5 with a confidence-level of-

10% [32]. The following represents a sample calculation in thiskstudy. 


n =  

z2. P(1 −  P) 

 d 2


 n  =  

(1,96)2.  0,5(1 −  0,5) 

(0,1)2


 n  =  

3,8416.0,5(0,5)

0,01


n =  

0,9604

0,01


n =  96,04 


From the results of the calculations provided above, the sample obtained amounted to 96 respondents which is 

expected to accurately represent the population being conducted in this researched. 


C. Types and Sources of Data 

The research is based on both primary-data and secondary-data. For this type of primary data, researchers obtain 

data through the distribution of research instruments in the format of questionnaires. Meanwhile, secondary data are 

derived from various literatures such as books, journals, and websites. 


D.  Data Collection Techniques In this  study,  the data collection  method  is a questionnaire. The  questionnaire  given is  in the form of a Likert 
scale   which contains several questions to be answered which are arranged in such a way as to provide relevant 




information. The Likert Scale is a measurement tool for evaluating people’s attitudes, perceptions, and opinions[33]. 

There is a procedure for answering the questionnaire, 1 present for strongly disagree, 2 present for disagree, 3 

present for neutral, 4 present for agree, and 5 present for strongly agree. This approach simplifies things for 

respondents to complete the questionnaires and for researchers to gather the data. 


E. Data Analysis Technique 

This study will use the Partial Least Square-(PLS) method in conjunction with Structural Equation Modeling 

(SEM). This technique is called SEM-PLS, or variant-based SEM analysis. SmartPLS 3 software was used for 

testing in this study. PLS employs two evaluations: the structural-model (inner-model), which is applied for 

examining causality (hypothesis testing), and the measurement-model (outer-model), which is used for validity and 

reliability testing [34]. Several stages of testing will be carried out in this study including validity test (convergent 

validity, discriminant validity), reliability test (composite reliability, r-square test),  hypothesis test. 

III. RESULT AND DISCUSSION 

A. Research Result 

Based on the data gathered from the research questionnaire distributed to the entire population of customers and 

connoisseurs of Café Horas Porong, 96 people who meet the requirements have made purchases at Café Horas 
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Porong have filled out the research questionnaire. Data obtained from those who answered based on gender, 33.1% 

were women and 66.9% were men. Referring to the age of the respondents in the &lt;25 years is 69.5%, and at thekage 

of 25-40 years is 27.1%, and at thekage of &gt;40 years is 3.4%. 


Figure 1. Outer Model Result 


Outer model analysis is an approach for assessing the correlation between construct variables and manifest 

variables (indicators). The indicator's relationship to each of its latent variables is described by the loading factor. 

This outer model test uses the PLS Algorithm approach. The measurement model, also known as the outer model, 

measures the reliability and validity of research variables [35]. 


Table 1. Outer Loading 

Indicator Price Product Quality 

Purchase 

Decision 

Word of 

Mouth 

- X1.1 

-X1.2 

-X1.3 

-X 2.1 

-X2.2 

-X2.3 

-X2.4 

-X 3.1 

-X3.2 

-X3.3 

-X3.4  

- Y1.1 

-Y1.2 

-Y1.3  


0,831 

0,750 

0,840 

0,872 

0,748 

0,883 

0,871 


0,712 

0,789 




0,901 


0,951 

0,603 

0,926 

0,805 


Convergent validity is a high correlation between latent variable values and indicator values. The correlation 

between the score of the construct and the score of the items or indicator indicates the  convergent validity of 

measurement models with indicators of reflection.  The value of the loading factor must exceed 0.7 in order to be 

classified, but 0.6 is still acceptable [35]. The results from table 1 show that almost all values of the factor loading of 

each indicator exceed 0.7, which means that indicators classified having convergent validity. 


 Table   2. Average Variance Extracted (AVE) Variable Average Variance Extracted (AVE)   

Information 

Price 


0,680 


Valid 
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Product Quality 


Purchase Decision 


Word of Mouth 

0,699 


0,647 


0,693 

Valid 


Valid 


Valid 


Apart from the loading factor, to be categorized as having convergent validity, AVE (Average Variance 

Extracted) must have a value exceeding 0.5 [32]. The result from table 2 show that all AVE (Average Extracted 

Value) of all indicator exceed 0.5, which means that indicators classified having convergent-validity. 


Table 3. Discriminant Validity (Forner-Larcker Criterion) 

 Price 

Product 

Quality 

Purchase 

Decision 

Word of Mouth 

Price 0,824    

Product-Quality 0,837 0,836   

Purchase-Decision 0,806 0,839 0,804  

Word-of Mouth 0,819 0,897 0,843 0,833 


Discriminant validity testing aims to demonstrate that the different between concepts across latent variables are 

indeed different. A model achieves good discriminant validity when the AVE square root of each independent 

variable is greater than the correlation it has with other variables [32]. The result from table 3 show that the diagonal 

value represents the square root of the AVE, while the value beneath it indicates the correlation between constructs. 




Since the square root of AVE is higher than the correlation between the constructs, discriminant validity is met, 

indicating the validity of the model. 


Table 4. Composite Reliability Test Results and Cronbach’s  Alpha  Cronbach’s  

Alpha 

 Composite Reliability   

Price 


0,846 0,894 

Product Quality 


0,782 0,874 

Purchase Decision 


0,725 0,845 

Word of Mouth 0,845 0,898 


Cronbach alpha and composite reliability value can be used to evaluate construct reliability for each construct. It 

is advised that the values for composite reliability and cronbach's.alpha exceed 0.70 in order to ensure satisfactory 

reliability of the variable [32]. The result from table 4 show that the composite reliability and cronbach's alpha 

values corresponding to each variable exceeds 0.7. Thus, each variable considerable reliable ss indicated by the test 

results that were carried out. 
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Figure 2. Inner Model Result 


The R-squared value is used in structural analysis. The purchase decision variable, which is the dependent 

variable in this study, shows an adjusted R-squared value of 0.757. which means 75.7% of the purchase decision 

variable may be explained by factors including product-quality, price, and word of-mouth, with the remaining 24.3 

percent coming from unstudied factors. 


Table 5. R-Square Test Result 

 R-Square 

R-Square 

Adjusted 


Purchase Decision 


0,764 0,757 


The purpose of testing R-Square is used to assess the  value that shows how much  the  external  independent 

variable   affects the   endogenous   dependent variable.   The R-square value   lies between 0 to 1. Included in the weak 

model category when The R-square shows a result of 0.25, a moderate model when R-square has a value of 0.50, 

and a strong model when R-square shows a result of 0.75 [36]. The result from table 5 show that the endogenous 

variable (purchase decision) has a value above 0.67 for R-Square and Adjusted R-Square. The exogenous factors, 

namely the independent variables, accounted for 0.764 or 76.4% of the value, while additional elements not covered 

in this study accounted for the remaining 0.236 or 23.6%. Thus, the R2 findings from this test indicate a robust 

model. 


B. Hypothesis Test 

To decide a hypothesis can either be confirmed or dismissed., consideration of the values of significance 

between constructs, T-statistics, and p-values is very important. This study uses the rule that  the T-statistic must be 

greater than 1.96,   with a p-value of  0.05 (5%) as the level of significance, and a positive and significant beta 

coefficient [36]. 


 Table  6.  Path Coefficients  


Origin
al  Sample (O) Sample Mean (M) Standard Deviation (STDEV)  T  Statistic 




(| O/STDEV|) P Values   

Price -&gt; Purchase 

Decision 

0,262 0,266 0,091 2,895 0,004 

Product Quality -&gt; 

Purchase-Decision 

0,286 0,283 0,129 2,216 0,027 

Word of Mouth -&gt; 

Purchase-Decision 

0,371 0,375 0,130 2,863 0,004 
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According to the path coefficient in Table 6, purchase decisions positively and significantly affected by price 

shown by the t-statistic-value is above 1.96, which is 2.895 and p-values is lower than 0.05, namely 0.004. Purchase 

decisions are positively and significantly affected by product quality shown by the t-statistiv-value above 1.96 which 

is 2.209 and p-values is lower than 0.05, namely 0.028. And purchase decisions are positively and significantly 

affected by word of mouth shown that the t-statistic value is greater than 1.96, which is 2.921 and p-values is lower 

than 0.05. 


Figure 3. Bootstrapping Test Results 


The Effect of Price on Purchase Decisions 

The first hypothesis states that there is a significant effect of product quality on purchase decisions. The path 

coefficient generates a significant positive-value, demonstrating a one-way relationship. If Coffee Horas Porong sets 

the right pricing strategy, it will increase consumer purchasing decisions at Coffee Horas Porong. Coffee Horas 

Porong business actors have carried out various pricing strategies to suit consumers' abilities and expectations. For 

example, they offer competitive prices for premium coffee products while maintaining quality. Coffee Horas Porong 

also provides various savings package options, such as discounts on certain purchases or bundling food and 

beverage menus at more affordable prices. In addition, they often hold special promotions, such as discounts on 

certain days or customer loyalty programs, such as free drinks after a certain number of purchases. This flexible 

pricing strategy aims to attract consumers and influence them to keep buying products at Coffee Horas Porong. 

This study’s result in-line with previous research by [13] which states that there is a significant and positive 

impact between price and purchase decisions and this study contradicts research by [14] which says that purchase 

decisions are not affected by price. This is because the majority of customers and connoisseurs of Café Horas 

Porong feel that the prices offered by Café Horas can be affordable to buy and enjoy. Additionally, the price 

corresponds to the superiority and quality of the goods obtained. So that customers and connoisseurs will feel 

satisfied when these three requirements are met. That way, customers and connoisseurs of Café Horas tend to decide 

to buy at Café Horas Porong. 

The Effect of Product-Quality on Purchase Decisions 

The second hypothesis states that there is a significant-effect of product-quality on purchase decisions. The path 

coefficient generates a significant positive value, demonstrating a one-way relationship. If Coffee Horas Porong 

improves the product’s quality, the more likely it will increase consumer purchase decisions at Coffee Horas 

Porong. Coffee Horas Porong business actors have made various efforts to preserve and elevate the quality of their 

products to align with consumer expectations. For example, they use premium coffee beans that are processed to a 

high standard to maintain the taste of the coffee. In addition, they also continue to develop a menu of quality drinks 

and side dishes with selected ingredients. Coffee Horas Porong always pays attention to details, from the cleanliness 

of the place, attractive presentation, to friendly and fast service to provide the best experience for consumers. All 
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these efforts are made in order to satisfy consumers and influence them to keep buying products at Coffee Horas 

Porong. 

This study’s result in line with previous research by [11] which states that there is a significant and positive 




impact between product quality and purchase decisions and this study contradicts research by [12] which says that 

purchase decisions are not affected by product quality. This is because the majority of customers and connoisseurs 

of Café Horas Porong feel that the quality of Café Horas Porong products is good and quality so that customers and 

connoisseurs of Café Horas Porong get satisfaction. This has an impact on the interest of customers and 

connoisseurs of Café Horas Porong to always make purchases. 

 The Effect of Word-of-Mouth on Purchase Decisions  

The third hypothesis states  that there is a significant   effect- of word of kmouth on purchase-decisions.  The path 

coefficient generates a significant positive-value, demonstrating a one-way relationship. The better the Word of 

Mouth about Coffee Horas Porong, the more it will increase consumer purchasing decisions at Coffee Horas Porong. 

Coffee Horas Porong business actors have made various efforts to encourage positive Word of Mouth from 

consumers. For example, they ensure the quality of coffee products and satisfactory service, so that consumers 

voluntarily recommend Coffee Horas Porong to family and friends. In addition, Coffee Horas Porong actively 

organizes interactive activities, such as coffee discussions or community events, which make customers feel closer 

to the brand. These strategies help to enhance Coffee Horas Porong's positive image and motivate new consumers to 

try their products based on recommendations from people nearby. 

This study’s result in line with previous research by [15] which states that there is a significant and positive 

impact between  word  of-mouth   and purchase   decisions and this study contradicts research by [16] which says that 

purchase decisions are not significanly affected by product quality. This is because the majority of customers and 

connoisseurs of Café Horas Porong know Café Horas Porong through word of mouth recommendations by 

customers who have made purchases. Thanks to word of mouth promotion efforts, residents in the area around 

Porong are more familiar with Café Horas Porong as a destination. Customers and connoisseurs of Café Horas 

Porong receive invitations from known people who have made purchases at Café Horas Porong. This makes 

potential customers of Café Horas Porong decide to make a purchase at Café Horas Porong. 

 VII. CONCLUSION 

Based on the data analysis and hypothesis testing, price significantly and positively affects purchase 

decisions.This happens because the price really affects Café Horas Porong customers. Starting with a fairly 

reasonable cost, commensurate with quality, and commensurate with the benefits received. Consumers will choose 

Café Horas Porong as their preferred cafe choice based on the three factors they have experienced. Product quality 

also positively and significantly affects purchase decisions. This could happen because Café Horas Porong's 

products are fairly good and made from quality ingredients so that they are able to provide satisfaction to customers 

and connoisseurs of Café Horas Porong and are taken into account when customers make purchases. And Word of 

mouth also significantly and positively affects purchase decisions. This is because many Café Horas Porong 

consumers who have made purchases to invite people they know, be it friends, relatives, and family, to make 

purchases at Café Horas Porong. So that people who are invited and become potential customers will be interested in 

making purchases at Café Horas Porong. Thus, based on the conclusions obtained, it is important for Café Horas 

Porong to continously maintain and improvise in factors such as product-quality, price, and word-of mouth so that 

customers always choose to make purchases at Café Horas Porong rather than elsewhere. Despite the encouraging 

results, it is important to recognize the limitations of this study. The results may not be as applicable to other cafés 

or areas because the study was restricted to a single site and only examined Café Horas Porong. Furthermore, a 

significant portion of the data was gathered based on subjective and transient client perceptions. To improve the 

external validity of the results, further studies are suggested to incorporate a larger sample from different cafés and 

geographical regions. To have a more thorough grasp of the elements impacting purchasing decisions in the café 

sector, it is also advised to include additional variables including marketing strategies, customer loyalty, and service 

quality. 
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