 (
1
)
[bookmark: _TOC_250068]ABSTRAK
PengaruhPricePerception,StoreAtmospheredanCostumerExperienceterhadap keputusan pembelian minuman mixue jalan Sisingamangaraja Medan Amplas
RamadhanLugu NPM 213114071
Penelitianinibertujuanuntukmengungkapkanpengaruhpriceperception,store atmosphere, dan customer experince terhadap keputusan pembelian minuman mixue jalan Sisingamangaraja MedanAmplas. Sebagai tujuan di antaranya untuk mengetahui pengaruh price perception terhadap keputusan pembelian, untuk mengetahui pengaruh store atmosphere terhadap keputusan pembelian, dan mengetahui pengaruh customer experince terhadap keputusan pembelian. Penelitian ini menggunakan pendekatan kuantitatif deskriptif dengan metode pengumpulan data angket (kusioner), wawancara, dan dokumentasi. Populasi pada penelitian ini adalah pelanggan mixue jalan Sisingamangaraja Medan Amplas dan sampel sebagai responden penelitian ini akan diambil menggunakan metode random sampling dengan rumus Slovin yaitu 85 yang ditemui pada saat penelitian. Data yang diperoleh dalam penelitian ini dianalisa menggunakan analisis regresi linier berganda dengan program SPSS 25.0. Hasil penelitian ini menunjukkan bahwa persamaan analisis regresilinierbergandaY=6,973+0,144X₁+0,130X2+0,473 X3+ e. Konstanta (a) = 5,836, koefisien regresi variabel price perception (b1) = 0,144  koefisien regresi store atmosphere (b2) = 0,130, koefisien regresi variabel customers experience (b3) = 0,473.  nilai F hitung sebesar 5.836 lebih besar dari F tabel 2,716, yang berarti secara simultan terdapat pengaruh pada pada price perception (X1), store atmosphere (X2), dan customer experince (X3) terhadap keputusan pembelian minuman mixue jalan Sisingamangaraja MedanAmplas. Secara parsial terlihat bahwa variabel price perception (X1) store atmosphere (X2) dan customer experience (X3) yang berpengaruh terhadap keputusan pembelian (Y), yaitu variabelpriceperception(X1)sebesar2.288lebihbesardarittabelsebesar1,664,store atmospheresebesar2,820lebihbesardarittabelsebesar1,664dancustomerexperince (X3)sebesar2.778lebihbesardarittabelsebesar1,664.Berdasarkanhasilyangdilihat dari koefisien determinasi variabel price perception (X1), store atmosphere (X2), dan customer experince (X3) berpengaruh yaitu dengan nilai R2 sebesar 0,570.
Katakunci:PricePerception,StoreAtmosphere,CustomerExperience,KeputusanPembelian
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THE INFLUENCE OF PRICE PERCEPTION, STORE ATMOSPHERE, AND
CUSTOMER EXPERIENCE ON PURCHASE DECISION OF MIXUE
BEVERAGES ON JALAN SISINGAMANGARAJA
MEDAN AMPLAS
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NPM. 213114071

ABSTRACT

The objective of this research was to examine the influence of price perception,
store atmosphere and costumer experience on purchase decisions for mixeu
drinks on jalan sisingamangaraja medan amplas This study aims to reveal the
influence of price perception, store atmosphere, and customer experience on
purchasing_decisions for mixue drinks on Jalan Sisingamangaraja Medan
Amplas. The population in this study is mixue customers on Jalan
Sisingamangaraja Medan Amplas and the sample as respondents of this study will
be taken using a random sampling method with the Slovin formula, namely 85
who were encountered during the study. The data obtained in this study were
analyzed using multiple linear regression analysis with the SPSS 25.0 program.
The results of this study indicate that the multiple linear regression analysis
equation Y = 5.836 + 0.144 X; + 0.130 X2 + 0.473 X3 + e. Constant (a) = 5.836,
regression coefficient of price perception variable (bI) = 0.144 regression
coefficient of store atmosphere (b2) = 0.130, regression coefficient of customer
experience variable (b3) = 0.473. The calculated F value of 5.836 is greater than
the F table of 2.716, which means that simultaneously there is an influence on
price perception (X1), store atmosphere (X2), and customer experience (X3) on
the decision to purchase mixue drinks on Jalan Sisingamangaraja Medan Amplas.
Partially, it can be seen that the price perception variable (X1), store atmosphere
(X2), and customer experience (X3) have an influence on purchasing decisions
(Y), namely the price perception variable (X1) of 2.288 is greater than the t table
of 1.664, the store atmosphere of 2.820 is greater than the  table of 1.664 and the
customer experience (X3) of 2.778 is greater than the t table of 1.664. Based on
the results seen from the coefficient of determination of the variables price
store atmosphere (X2), and customer experience (X3), they have
Iy with an R2 value of 0.570.
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