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ABSTRAK 
 

Penelitian ini bertujuan untuk mengetahui pengaruh Media Sosial, Kualitas 
Produk, dan Store Atmoshphere terhadap Keputusan Pembelian (studi kasus 
pada konsumen restoran Wingstop Citywalk). Populasi penelitian ini adalah 
semua konsumen yang sudah mengkonsumsi makanan di restoran Wingstop 
citywalk. Sampel penelitian sebanyak 96 responden. Strategi yang digunakan 
dalam penelitian ini adalah strategi penelitian asosiatif dengan metode 
penelitian purposive sampling. Analisis statistik data yang digunakan adalah uji 
koefisien determinasi dan uji hipotesis. 

Hasil penelitian menunjukan bahwa media sosial secara parsial 
berpengaruh signifikan terhadap keputusan pembelian. Kualitas produk secara 
parsial berpengaruh signifikan terhadap keputusan pembelian. Store 
Atmosphere secara parsial berpengaruh signifikan terhadap keputusan 
pembelian. Secara simultan terdapat pengaruh signifikan antara Media Sosial, 
Kualitas Produk, dan Store Atmosphere terhadap keputusan pembelian 
konsumen pada restoran Wingstop Citywalk. 
 
Kata Kunci: Media Sosial, Kualitas Produk, Store Atmosphere, dan 

Keputusan Pembelian 
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THE INFLUENCE OF SOCIAL MEDIA, PRODUCT QUALITY 

AND STORE ATMOSPHERE ON  
PURCHASING DECISIONS 

 

(CASE STUDY AT CITYWALK WINGSTOP  
RESTAURANT CONSUMERS) 

 

 
ABSTRACT 
 

This study, aims to determine the effect of Social Media, Product Quality, 
and Store Atmoshphere on Purchasing Decisions (case studies at citywalk 
Wingstop restaurant consumers).  

The population of this research is all consumers who have consumed food 
at the Citywalk Wingstop restaurant. The research sample of 96 respondents. 
The strategy used in this study is an associative research strategy with a 
purposive sampling research method. Statistical analysis of the data used is the 
coefficient of determination and hypothesis testing. 
     The results showed that social media partially had a significant effect on 
purchasing decisions. Product quality has a significant effect on purchasing 
decisions partially.  

Store Atmosphere partially has a significant effect on purchasing 
decisions. Simultaneously there is a significant influence between Social Media, 
Product Quality, and Store Atmosphere on consumer purchasing decisions on 
consumers of Citywalk Wingstop restaurants 
 
 

Keywords:  Social Media, Product Quality, Store Atmosphere, and 
Purchasing Decisions  
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