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MOTTO  

 

“Triple B (Brain, Beauty, Behavior) are a deadly combination” 
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ABSTRAK 
 

Penelitian ini membahas tentang pengaruh Cita Rasa, Store Atmosphere, dan 

Content Marketing terhadap Keputusan Pembelian di Palacio Sky Café Surabaya. 

Penelitian ini menggunakan metode kuantitatif dengan jumlah 100 responden. 

Responden didapat dari konsumen yang pernah mengunjungi dan membeli di 

Palacio Sky Café Surabaya. Pengambilan sampel menggunakan purposive 

sampling yakni penyebaran kuesioner. Data yang terkumpul selanjutnya akan 

dianalisis menggunakan uji analisis regresi linier berganda. Hasil penelitian 

menunjukkan bahwa cita rasa berpengaruh terhadap keputusan pembelian di 

Palacio Sky Café Surabaya, hal ini berarti semakin meningkat rasa lezat yang 

disajikan maka keputusan pembelian konsumen pun akan meningkat. Store 

atmosphere memiliki pengaruh terhadap keputusan pembelian di Palacio Sky 

Café Surabaya. Jadi, semakin estetik nya café maka konsumen akan memutuskan 

pembelian. Dan yang terakhir content marketing tidak berpengaruh terhadap 

keputusan pembelian. Dalam hal ini, Palacio Sky Café diharap dapat lebih 

memfokuskan peningkatan penjualan melalui tiga variabel di atas terutama 

meningkatkan fokus pada variabel content marketing. 

Kata Kunci: Cita Rasa, Store Atmosphere, Content Marketing, dan Keputusan 

Pembelian 
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ABSTRACT 
 

This research discusses the influence of Taste, Store Atmosphere, and Content 

Marketing on Purchasing Decisions at Palacio Sky Café Surabaya. This research 

uses quantitative methods with a total of 100 respondents. Respondents were 

obtained from consumers who had visited and purchased at Palacio Sky Café 

Surabaya. Sampling used purposive sampling, namely distributing 

questionnaires. The collected data will then be analyzed using multiple linear 

regression analysis tests. The research results show that taste influences 

purchasing decisions at Palacio Sky Café Surabaya, this means that the more 

delicious the taste served, the more consumer purchasing decisions will increase. 

Store atmosphere has an influence on purchasing decisions at Palacio Sky Café 

Surabaya. So, the more aesthetic the café, the more consumers will decide to 

purchase it. And finally, content marketing has no influence on purchasing 

decisions. In this case, it is hoped that Palacio Sky Café can focus more on 

increasing sales through the three variables above, especially increasing focus on 

the content marketing variable. 

Keyword: taste, store atmosphere, content marketing, and buying decision 
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