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ABSTRAK 

 

       Penelitian ini bertujuan untuk mengetahui pengaruh store atmosphere dan brand image 

terhadap keputusan pembelian (Survei Konsumen Toko Buku Gramedia di Bekasi). Penelitian 

ini menggunakan kuantitatif dean menyebarkan kuesioner secara offline secara langsung di 

Toko Buku Gramedia Grand Metropolitan dan online melalui gform, jumlah kuesioner 

sebanyak 100 responden (10 responden langsung di Toko Buku Gramedia Grand Metropolitan 

& 90 responden di gform) dengan kriteria minimal (2) dua kali berbelanja ke Toko Buku 

Gramedia dalam waktu 4 bulan terakhir serta berdomisili Bekasi. Teknik pengamilan sampel 

yaitu non-probability dengan menggunakan purposive sampling. Kemudian, dilakukan uji 

analisis menggunakan analisis regresi linier berganda dengan SPSS 25. Hasilnya menunjukkan 

store atmosphere dan brand image memiliki pengaruh yang positif secara simultan terhadap 

Keputusan Pembelian di Gramedia Bekasi sebesar 0,550 atau 550%. Variabel Store Atmosphere 

berpengaruh positif secara parsial sebesar 0,447 atau 447%. Sedangkan Brand Image 

berpengaruh positif secara parsial sebesar 0,428 atau terhadap keputusan pembelian. 

 

Kata Kunci: Store Atmosphere, Brand Image, dan Keputusan Pembelian. 
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ABSTRACT 

 

This research aims to determine the influence of store atmosphere and brand image on 

purchase decisions, based on a quantitative survey of 100 Gramedia Bookstore consumers in 

Bekasi. Data was collected both offline through direct distribution of questionnaires to 10 

respondents at the Gramedia Grand Metropolitan Bookstore and online via Google Forms from 

90 respondents, targeting individuals who reside in Bekasi and have shopped at the bookstore 

at least twice in the last four months. The sampling utilized a non-probability technique using 

purposive sampling. Analysis was conducted using multiple linear regression via SPSS 25, 

revealing that Store Atmosphere and Brand Image simultaneously have a positive and 

significant influence on Purchase Decisions at Gramedia Bekasi with a coefficient of 0.550 

(55.0%). Furthermore, both variables exhibit a positive partial influence, with the Store 

Atmosphere variable showing a coefficient of 0.447 (44.7%) and the Brand Image variable 

showing a coefficient of 0.428 (42.8%) on purchase decisions. 

 

Keyword: Store Atmosphere, Brand Image, Purchase Decisions. 
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