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This study aims to determine the positive and 
significant influence of Word of Mouth and Service 
Quality on consumer Purchase Decisions at Sikoseda 
Coffee Shop, Pamulang, Benda Baru, South 
Tangerang, both partially and simultaneously. This 
study uses a descriptive quantitative method by 
collecting primary data through a Likert scale 
questionnaire. The total sample used in this study 
was 99 respondents calculated using the Slovin 
formula from the consumer population of Kedai Kopi 
Sikoseda. For the calculation of multiple linear 
regression, the equation Y = 29.024 + 0.165X1 + 
0.038X2 is obtained. The results of partial hypothesis 
testing (t-test) proved that Word of Mouth had a 
significant effect on the Purchase Decision with the 
acquisition of a t-table value of > (6.236 > 1.985) and a 
significance level of 0.00 < 0.05, so that H1 was 
accepted. Service Quality also has a significant effect 
on the Purchase Decision with the acquisition of a tcal 
value of > ttable (3.289 > 1.985) and a significance 
level of 0.01 < 0.05, so that H2 is accepted. The results 
of the simultaneous test (F Test) proved that Word of 
Mouth and Service Quality together had an effect on 
the Purchase Decision with a Fcal value of Fcal > 
Ftabel (31.458 > 3.093) and a significance of 0.00 < 0.05, 
so that H3 was accepted. Based on these findings, the 
company is expected to continue to strengthen Word 
of Mouth's strategy through improving customer 
experience, as well as always maintaining and 
developing service quality in order to be able to 
improve consumer purchasing decisions in the 
future. 

 

https://doi.org/10.59890/ijma.v4i3.27
https://dmimultitechpublisher.my.id/index.php/ijma
mailto:radjaariev1618@gmail.com
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/


Ariev, Pasaribu 

758 
 

INTRODUCTION 
Business developments in the era of globalization have an impact on 

human life, especially in today's business world. In addition, many businesses 
have emerged, both small and large, in the fierce competition between business 
actors, especially competition from similar businesses. Business competition 
requires entrepreneurs to be able to act quickly and appropriately in the face of 
competition in a very dynamic and uncertain business environment. 

In an era of increasingly fierce business competition, especially in culinary 
and beverages, business actors are required to continue to innovate and maintain 
quality in order to attract and retain customers. One segment that has 
experienced significant growth is the coffee shop business. Coffee shops are not 
only a place to enjoy a drink, but also a social, work, and relaxing space. This 
phenomenon is clearly seen in various cities, including South Tangerang which 
has experienced rapid growth in the number of coffee shops in recent years. 

Kedai Kopi Sikoseda, located in Benda Baru, Pamulang, South Tangerang, 
is one of the business actors who participated in enlivening it. Even though it is 
relatively new, this shop is able to attract the attention of consumers, especially 
from young people and workers. This raises questions about what factors 
influence consumers' decision to buy at the store. Two factors that are believed 
to have an important role in influencing consumer purchase decisions are Word 
of Mouth (WOM) and service quality. Word of mouth or word-of-mouth 
communication is often the main reference in purchasing decision-making, 
especially in today's social media era, where consumer reviews and 
recommendations can quickly spread. Consumers tend to trust other people's 
experiences in choosing a product or service, including places to eat and drink 
such as coffee shops. In addition, service quality is also a key factor in creating 
customer satisfaction and loyalty. Friendly, fast, and professional service will 
create a positive experience for consumers, increasing their chances of making a 
repeat purchase as well as recommending the place to others.  

According to Schiffman & Wisenblit (2019:14), at the heart of consumer 
decision-making is an integration process that combines knowledge to evaluate 
two or more alternative behaviors, and choose one of them. The following is sales 
data at Sikoseda Coffee Shop in 2024: 
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Based on Table 1.1, Kedai Kopi Sikoseda sets a turnover target of IDR 

25,000,000 per month or IDR 300,000,000 per year. During 2024, the realization of 
turnover obtained reached IDR 281,205,000 or 93.74% of the annual target that 
has been set. This achievement shows that in general, the sales performance of 
Kedai Kopi Sikoseda is in the good category even though it has not fully reached 
the expected target. 

In some months, such as January, February, and April, the turnover 
obtained successfully exceeded the set target. However, from June to November 
there was a decrease in turnover achievement so that the monthly target could 
not be realized optimally. This condition can be influenced by various factors, 
one of which is the level of consumer purchase decisions that fluctuate during 
the research period. 
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Based on Table 1.2 regarding Consumer Data of Kopite Coffee Shops, 

there were fluctuations in the number of transactions and the number of 
consumers throughout the period from January to December. Cumulatively, the 
total transactions that occurred during one year reached 10,010 transactions with 
a total of 7,957 consumers. If analyzed on a monthly basis, the highest volume of 
activity was recorded in January with a total of 1,020 transactions and 812 
consumers. In contrast, the lowest activity was in November which only recorded 
720 transactions and 571 consumers. The data trend shows a fairly dynamic 
downward trend (volcanic/fluctuating) from the beginning of the year to the end 
of the year, although there was a short-term recovery in volume in certain months 
such as April, July, October, and December, which may be influenced by internal 
factors such as service quality, promotion, or comfort of the place, as well as 
external factors such as the rainy season, holidays, or competitors around the 
shop area. 
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Based on the results of a pre-survey conducted on 50 respondents of Kedai 

Kopi Sikoseda, an initial picture was obtained regarding consumers' perceptions 
and tendencies towards the practice  of Word of Mouth (WOM). This survey refers 
to indicators developed by Goyette et al. (2010), which include four main aspects: 
intensity, positive tendencies, information content, and recommendations. 

On the intensity indicator, the majority of respondents of 24 people agreed 
that they felt enthusiastic about sharing information about Kedai Kopi Sikoseda, 
although there were 26 respondents who expressed disagreement. Meanwhile, 
in the statement about actively sharing experiences during visits, 12 people 
agreed and 38 others disagreed, indicating the low intensity of voluntary 
dissemination of experiences. 
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From table 1.4 in the past year (2024), Kedai Kopi Sikoseda received at 

least 110 complaints from customers. The most complaints came from the service 
aspect, both in terms of speed and staff attitude, with a total exceeding 35% of all 
complaints. On the other hand, the comfort of the place (seating, cleanliness, and 
atmosphere) is the second most frequently complained factor. This data shows 
that there are gaps in the quality of service that have the potential to affect 
consumer satisfaction and repurchase decisions, as well as impact the overall 
image of the store 
 
LITERATURE REVIEW  
Word of Mouth 

According to Kotler and Keller (2016) "Word of Mouth communication is 
personal communication about a product between target buyers and neighbors, friends, 
family members, and associates."WOM is considered more convincing than formal 
promotional messages because it comes from direct experience 
Quality of Service 

According to Umami Risatul (2019), service quality is the quality of the 
totality of features and characteristics of a product or service which depends on 
its ability to satisfy stated or implied needs. According to Tjiptono (2019:59), 
states that "service quality is the expected level of excellence and control over that 
level of excellence to meet customer desires". 
Purchase Decision 

Purchasing decisions are part of consumer behavior, i.e. the study of how 
individuals, groups, and organizations choose, buy, use, and how goods, 
services, ideas or experiences satisfy their needs and desires, Kotler and 
Amstrong (2018:177). Meanwhile, Alma (2018:96) stated that purchasing 
decisions are a consumer decision that is influenced by: financial economics, 
technology, politics, culture, products, prices, location, promotions, physical 
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evidence, people and, process. So that all of the above forms an attitude and the 
mind of consumers to process all information and draw conclusions in the form 
of responses that arise to the choice of what product they will buy 
 
RESEARCH METHODS 

This type of research is quantitative descriptive, According to Sugiyono 
(2019:17), "Quantitative research methods can be interpreted as research methods 
based on the philosophy of Positivism, used to research on certain populations 
or samples, data collection using research instruments, quantitative or statistical 
data analysis, with the aim of testing established hypotheses." Thus, this 
quantitative research can build a theory that functions to explain, predict and 
control a symptom. This research is an empirical study that aims to examine the 
influence of product quality and price on purchasing decisions 
 
RESULTS AND DISCUSSION 
Validity Test 

1. all questionnaires on  the Word of Mouth variable (X1) obtained a value of 
r calculated > r table (0.198), thus all questionnaire items are declared valid 

2. all questionnaires in the Promotion variable (X1) obtained a value of r 
calculated > r table (0.198), thus all questionnaire items are declared valid 

3. All questionnaires in the Promotion variable (X1) obtained a value of r 
calculated > r table (0.198), thus all questionnaire items are declared valid. 

Reality Test 

 
Based on the test results in the table above, it shows that  the Word of Mouth 

(X1) variable obtained a Cronbach alpha value of 0.859, the Quality of Service 
(X2) variable of 0.803, and for the Consumer Purchase Decision (Y) variable of 
0.885, and all variables are declared reliable 
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Normality Test 

 
Based on the test results in the table above, a value of 0.73 was obtained 

assuming that the distribution of the equation in this test is normal 
Multicollinearity Test 

 
Based on the results of the multicollinearity test in the table above, the 

Tolerance  value was 0.996 and the VIF value was 1.004, so it can be concluded 
that there was no multicollinearity disturbance in this study data 
Heteroscedasticity Test 
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Based on the image above, the dots on the chart are randomly spread and 

do not form a specific pattern. This shows that the regression model does not 
suffer from heteroscedasticity problems, so it can be declared feasible to use 
Autocorrelation Test 

 
Based on the test results in the table above, this regression model has no 

autocorrelation interference, it has been tested with a Durbin-Watson of 1,955 
which is between a scale of 1,550 – 2,460 
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Linear Regression Analysis 

 
Based on the test results in the table above, it can be obtained that the 

regression equation Y = 9.407 + 0.595X1 + 0.083X2. From the above equation, it 
can be concluded as follows 

1. The constant value is 9.407, which means that if  the variables Word of Mouth 
(X1) and Service Quality (X2) are constant, the value of the Purchase 
Decision is 9.407 

2. The value of the Word of Mouth regression coefficient  (X1) is 0.595, this 
indicates that for every increase  in the value of Word of Mouth by one unit, 
the Purchase Decision will experience an increase of 0.595 units 

3. The value of the Service Quality regression coefficient (X2) is 0.083, this 
shows that every increase in the value of Service Quality by one unit, the 
Purchase Decision will experience an increase of 0.083 units 

Correlation Coefficients 

 
Based on the test results in the table above, a correlation coefficient of 0.919 

was obtained, where the value is in the interval of 0.800 – 1,000 which means that  
the variables Word of Mouth and Service Quality have a very strong relationship 
level with the Purchase Decision 
Coefficient of Determination 
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Based on the test results in the table above, a determination coefficient 

value of 0.844 was obtained, so it can be concluded that the variables of Word of 
Mouth and Quality of Service had an effect on the variable of Purchase Decision 
by 84.4%, while the remaining 15.6% was influenced by other factors 
Partial Hypothesis Test (t-test) 

 
Based on the test results in the table above, a calculated t-value of 21.434 

was obtained. This is also strengthened with a significance value of 0.000. Thus, 
H₀1 is rejected and Hₐ1 is accepted. This means that Word of Mouth has a positive 
and significant effect on Purchase Decisions 
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Based on the test results in the table above, a calculated t value of 6.569 
was obtained. This is also strengthened by a significance value of 0.000 < 0.05. 
Thus, H₀2 is rejected and Hₐ2 is accepted. This means that the Quality of Service 
has a positive and significant effect on the Purchase Decision 

 
Based on the test in the table above, the F value was obtained at 31.458, this was 
strengthened with a significance of 0.000 < 0.05. Thus, H₀ is rejected and Hₐ3 is 
accepted. This means that Word of Mouth and Service Quality simultaneously 
have a positive and significant effect on Purchase Decisions 
 
CONCLUSION 

Based on the results and discussion, several conclusions can be drawn as 
follows: 
1. The results of the simple linear regression test of Word of Mouth (X1) on 

Consumer Purchase Decision (Y): Regression equation Y = 10.173 + 0.648X, 
shows that Word of Mouth has a positive effect on Consumer Purchase 
Decision. The t-value of 21.434 with a significance of 0.000 < 0.05 proves that 
Word of Mouth has a significant effect. This means that the better the Word of 
Mouth promotion  carried out, the higher the Consumer Purchase Decision 
rate 

2. Results of the Simple Linear Regression Test of Service Quality (X2) on 
Consumer Purchase Decisions (Y): The regression equation Y = 26.548 + 
0.294X, shows that Service Quality has a positive effect on Consumer 
Purchase Decisions. The t-value of 6.569 with a significance of 0.000 < 0.05 
proves that Service Quality has a significant effect. This indicates that the 
better the Quality of Service, the more Consumer Purchase Decisions will be 
increased 

3. Results of the Word of Mouth (X1) and Quality of Service (X2) Multiple 

Linear Regression Test  on Consumer Purchase Decisions (Y):  The 
regression equation Y = 9.407 + 0.595X1 + 0.083X2 shows that the two 
independent variables together have a positive effect on customer 
satisfaction. The results of the F test with a value of 260.437 and a significance 
of 0.000 < 0.05 reinforce that Word of Mouth and Service Quality 
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simultaneously have a significant effect on Consumer Purchase Decisions. 
Thus, it can be concluded that Word of Mouth and Service Quality are the main 
factors that support Consumer Purchase Decisions at Sikoseda Coffee Shop 
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