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Consumers make a decision to make a purchase influenced by several factors, 

including location, product price, and marketing strategies through social 

media. This study was conducted with the aim of analyzing how the influence 

of location, product prices, and marketing through social media on purchasing 

decisions of Fore Coffee Surabaya Merr Branch customers who are students 

of the National Development University “Veteran” East Java. This study uses 

a quantitative method with a survey method. Data was obtained through 

questionnaires distributed to 100 respondents who are active undergraduate 

students of the National Development University “Veteran” East Java who 

have purchased Fore Coffee products at the Merr Surabaya branch at least 

once. The data analysis technique used in this research is multiple linear 

regression analysis with the help of the IBM SPSS Statistics 26 application. 

The results showed that simultaneously, the location variable (X1), product 

price (X2), and social media marketing (X3) had a positive and significant 

effect on the purchase decision variable (Y). However, partially, the location 

variable (X1) does not have a significant effect on the purchase decision 

variable (Y). Meanwhile, the product price variable (X2) and social media 

marketing (X3) each have a significant positive effect on the purchase 

decision variable (Y). The results of these findings indicate that Fore Coffee 

Merr Surabaya Branch can increase consumer purchasing decisions by 

maintaining a competitive pricing strategy, maximizing the effectiveness of

                                                                                           Marketing  through social media, and considering location factors as support.   
 

INTRODUCTION 
 

Business is a general term given to describe all 

activities and institutions that produce goods and 

services in everyday life. In today's digital age, the use 

of internet technology is always utilized by its users to 

support business activities. The internet has an 

important role as one of the bridges to convey 

information needed by the community. The use of the 

internet in the business sector has an impact on 

efficiency for operational purposes so that it can create 

good relationships with customers (Rantelembang, et 

al in Zakiyah & Hariasih 2023). Indonesia is a country 

rich in natural resources, with coffee products being 

one of the most productive agricultural products and a 

potential avenue for MSME business expansion, 

(Adiningrum, et al., 2020). One business that has a 

great opportunity with promising results for business 

people is the coffee shop business. 

In 2025, Surabaya City faces a significant 

transformation in the world of coffee shops. Various 

creative innovations were created by coffee shop 

owners, making this city a paradise for coffee lovers. 

Coffee shops in Surabaya are not only used as a place
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to enjoy a cup of coffee, but also as a place to gather, 

chat with the closest people, work remotely, and to do 

assignments for students. Just like the innovation 

created by Fore Coffee, which implements a Green 

Marketing system by paying attention to environmental 

sustainability. One of them is by using product 

packaging that supports the 4R concept or Reuse, 

Reduce, Recycle, and Recover. 

Marketing has an important role in society because it 

involves various aspects of life, including the economic 

and social fields. Companies can determine the most 

appropriate marketing strategy to get the best profit in 

the short and long term. A good marketing strategy will 

encourage many consumers to buy these goods or 

services (Aditya & Rusdianto, 2023). Business location 

selection is a strategic decision that has a major impact 

on company operations. The right location can reduce 

transportation costs (Azmi et al., 

2022). 

There are several local coffees in Surabaya that 

topped the Top Brand Award, apart from Fore Coffee 

there is also Kopi Kenangan, Janji Jiwa, and also Kulo. 

 

Table 1. Indonesia’s Top Brand Award 2024 

Source : Top Brand Award 2024 

Based on the figures and details in the table above, it 

can be seen that Fore Coffee is included in the Top 

Brand Award in the coffee shop category for 4 

consecutive years and occupies the 3rd position in 

2024 with a percentage of 6.90% after Kopi Kenangan 

with a percentage of 39.00% and Janji Jiwa with a 

percentage of 44.80% and then followed by Kulo which 

occupies the 4th place with a percentage of 

5.40%. This shows that Fore Coffee has a fairly strong 

brand position in the market, because many consumers 

recognize, choose, and foster high loyalty. Fore Coffee 

has 200 branches spread across 45 cities throughout 

Indonesia to Singapore. Currently Fore Coffee has 

opened 11 branches in Surabaya (Source: 

https://fore.coffee). Fore Coffee opens various branches 

in various locations such as city centers, malls to 

shophouses that are easily found by the people of 

Surabaya. However, this research only focuses on one 

of the Fore Coffee branches located on Jl. Dr. Ir. H. 

Soekarno No.396 MERR, Surabaya City. 

The first problem faced by Fore Coffee Merr 

Branch is in terms of inadequate location of parking 

lots for customers. Customers have difficulty parking 

their vehicles, especially during peak hours at 

lunchtime, especially Fore Coffee Merr Branch is 

located around office and campus areas. Second, the 

price of the product provided is quite “pricey”, which 

means that the price of Fore Coffee products is 

relatively high compared to competing coffee shops 

such as Kopi Kenangan, Janji Jiwa and Kulo. This is 

not in accordance with the pocket money of students 

who want to purchase Fore Coffee products. 

Third, the payment method applied is cashless, 

which means that Fore Coffee does not accept 

payments in cash but uses QRIS or debit cards. 

Customers find it difficult to make payments if there 

are sudden network constraints. Third, Fore Coffee's 

social media marketing is considered to be less 

attractive to customers to purchase products. 

Customers are less moved to make purchases due to 

passive marketing activities carried out. 

This problem is related to previous research 

conducted by Raziq in 2024 entitled “The Effect of 

Product Quality, Price Selection, and Digital Publicity 

on Purchasing Decisions for Fore Coffee in Bekasi”. 

This study used a survey method and purposive 

sampling technique. Data was collected from 100 Fore 

Coffee customer respondents in Bekasi. 

The results showed that product quality, price 

selection, and digital publicity have a positive and 

significant effect on consumer purchasing decisions at 

Fore Coffee Bekasi. Product quality has the most 

influence in influencing customers to purchase 

products. There are differences in previous research 

with this study, namely in the independent variables 

used by the author and the sample used is also too 

broad. As well as being supported by research 

conducted by Cahyo, et al. in 2024 with the title “The 

Effect of Promotion, Service Quality, and Location on 

Consumer Purchase Interest in Janji Jiwa Kediri” 

which states that location, cost, and service quality all 

influence consumer decisions to purchase Janji Jiwa 

Kediri products. Based on the results of previous 

studies, there is still a greater opportunity to conduct 

research with these variables. The author chose Fore 

Coffee Merr Surabaya Branch as the object of research 

based on a direct survey by considering the unique 

innovations in the coffee shop. 
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LITERATURE REVIEW 

1. Marketing 
 

Marketing is a social and managerial process where 

individuals and groups get what they want through the 

exchange of products and values with other parties 

(consumers). Marketing objectives are usually short- 

term, medium-term, or long-term, (Juliansyah, 2024). 

Meanwhile, according to Kotler in Riyoko (2022), 

marketing is a social process where individuals and 

groups get what they need and want by creating and 

offering and exchanging products and services freely 

with other parties. 

Miller & Peterson (2022) suggest that there are 4 

marketing systems called the 4Ps. This system is 

widely used by business people, including the 

following : 

a. Product 

Products are the most important 

manifestation of a business. However, 

products do not only focus on a tangible 

thing, but also must pay attention to 

intangible things such as organizations, 

services, and ideas. 

b. Price 

Price is defined as the monetary value that 

customers must pay to get or own products 

from a company. The 4P marketing mix 

decision can be determined by considering 

several things about marketing variables 

including pricing methods, strategy policies, 

strategies; profits; discounts; payment 

periods; credit; price comparisons with 

competitors; and the value of products and 

services. 

c. Place 

Place, also known as physical distribution, is 

concerned with the transfer of ownership of 

the product from the producer to the 

customer. Profit margins will be achieved 

depending on how the producer delivers the 

goods. The faster the product reaches the 

point of sale, the greater the likelihood of 

satisfying customers and increasing brand 

loyalty. 

d. Promotion 

There are two main goals that business 

people want to achieve by doing promotions. 

First, to increase brand awareness of the 

business that has been run while informing 

the public about the business that is being 

run. Second, to persuade them to buy or use 

the services offered. The thing that is the 

focus of the 4P marketing mix strategy is the 

right way of communication to attract the 

target market. 

 
2. Location 

Location is a place where a company activity can 

operate and carry out activities to produce and sell 

goods or services. Business location is the main 

thing to consider. A strategic location can affect 

accessibility, operating costs, and the potential to 

reach customers. According to Kotler and Keller 

(2019), “Choosing the right location is the key to 

business success, because it can increase 

operational efficiency and increase market share”. 

This shows that geographic and demographic 

factors must be considered in business strategy to 

achieve optimal results. Meanwhile, according to 

Potter (2022) 

 
3. Product Price 

Price is the value or money given by customers in 

exchange for certain offers that have a function to 

provide satisfaction for customer needs. Price 

functions as an economic mechanism by using 

offers that can be distributed among customers in 

the market (Rosyda, 2021). Kotler & Keller (2019) 

explain that there are three pricing theories, 

including the following: 

a. Premium Pricing 

Premium pricing strategy is a strategy carried 

out by companies in offering high prices and 

product quality. The company sets a high price 

to differentiate its products from the products of 

several competitors. This strategy is generally 

used by brands that want to create an exclusive 

image. Therefore, companies use price as a 

signal of product quality. 

b. Discount Pricing 

Discounts are a form of sales marketing strategy 

in the form of providing discounts without 

reducing the quality of the goods being sold. In 

general, this discount is in the form of a 

percentage discount or nominal price discount. 

This strategy is often used by companies to 

attract customer attention and also face market 

competition.
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c. Value-Based Pricing 

Value-based pricing is a pricing strategy 

based on customer opinions about how much 

value 

 

4. Social Media Marketing 

According to Pandiangan, et al. (2022) Social 

media marketing is a marketing activity or activity 

that utilizes social media platforms as a means to 

establish a two-way relationship that allows high 

involvement between the two parties. Meanwhile, 

according to Evans, et al. (2021) social media 

marketing is a strategy used by brands to promote 

their products or services through social media 

platforms such as Facebook, Instagram, Twitter, 

and TikTok. This strategy not only aims to reach a 

wider audience, but also to build a strong brand 

image and create meaningful interactions with 

customers. This marketing involves various 

strategies, such as organic content, paid 

advertising, interaction with users, and 

performance analysis to help promote business 

products. Businesses will also get feedback in the 

form of recommendations or testimonials from 

customers who are satisfied with the products they 

have purchased. The main goal of social media 

marketing is to expand the reach of the target 

market. With a wider market, the opportunity to get 

new customers will be greater. 

 
5. Purchase Decision 

Purchase decisions cannot be separated from 

how consumers experience the stages in it, namely 

knowing the problems faced until consumers make 

a purchase transaction. According to Kotler & 

Armstrong in Arsinta & Ulum (2023) the consumer 

stage in purchasing goods or services begins with 

understanding needs. Therefore, needs that are left 

behind or unmet must be satisfied by consumers. 

Then the next stage, information about the product 

sought by consumers, either through promotions 

organized by the company or suggested by 

previous consumers. 

The stage at which the purchase is made also 

affects the brand purchased, the store visited and 

the number of purchases. This purchasing decision 

is defined as the purchase of a product or service 

by considering all existing purchasing factors such 

as product quality, price, store location, service, 

etc. 

 
6. Inter-variable Relationship 

Based on the previous research described 

above, the hypothesis of this study is as follows:  

H1 : Location, product price, and social 

media marketing simultaneously influence the 

purchase decision at Fore Coffee Merr Branch in 

Surabaya. 

 
H2 : Location has a partial effect on purchase 
decisions at Fore Coffee Merr Branch Surabaya. 

 
H3 : Product price has a partial effect on purchase 

decision at Fore Coffee Merr Branch Surabaya. 

 
H4 : Social Media Marketing has a partial effect on 

purchase decisions at Fore Coffee Merr Branch in 

Surabaya. 

 
METHOD 

RESULT 

Researchers use quantitative methods in 

conducting research activities. Quantitative methods 

are procedures used to observe populations which are 

then sampled with certain criteria, analyze data 

statistically, and test hypotheses that have been 

formulated. Researchers used purposive sampling 

techniques to draw samples. The method used for data 

collection is a questionnaire.The questionnaire was 

distributed to 100 respondents. The research sample 

was determined using the Slovin formula based on 

the UPNVJT student population of 20.443 with an 

error tolerance level (e) of 10%, so that a sample of 

100 respondents was obtained. The Slovin formula 

used is as follows :  

 

Description:  

n = Number of samples required  

N = Total population = sampling error 

  

 

n = 99.51 (rounded to 100 respondents)  

The criteria, namely active undergraduate students of 

UPN “Veteran” East Java, actively using social 

media and have been influenced by social media 
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marketing of Fore Coffee “viral” products and have 

purchased Fore Coffee products at least once. The 

techniques chosen to analyze the data are validity and 

reliability tests, classical assumption tests, and 

hypothesis testing which are carried out using SPSS 26 

for windows. 

The following is a framework for this research: 
 
 

Figure 1. Research framework 
 

 
 

 

DISCUSSION 
 

1.Validity Test 

The significance test in this validity test is carried 

out by calculating the comparison between r count and 

r table. In determining whether or not an item is 

suitable for use, the correlation coefficient significance 

test is usually carried out at the 0.05 level, which can be 

concluded that an item can be considered valid if it is 

significantly correlated to the total score. If r count is 

greater than r table and the value is positive then each 

statement on the variable can be declared valid. 

 

Table 2. Validity Test 

Source : Data processed, 2025 
 

Table 2 shows that all indicators obtained the 

results of r count > r table worth 0.195. Therefore, 

it can be concluded that all data is recognized as 

valid. 

 
2.Reliability Test 

A questionnaire can be declared reliable if the 

respondent's answer to the statement given is 

consistent or stable over time. To measure the 

consistency of the questionnaire results by research 

respondents, a reliability test needs to be carried out. 

A data can be said to be reliable if the α coefficient 

value is> 0.60. The following are the results of the 

reliability test analysis on each variable: 

 

Table 3. Reliable Test 

Source : Data processed, 2025 
 

Based on the information in the table above, it can 

be concluded that the α value in each variable 

exceeds 0.60 so that the location, product price, 

social media marketing, and purchase decision 

variables are declared reliable. 

 
 

3. Classical Assumption Tests a. Normality Test 

The normality test is carried out to test 

whether in the regression model, or residuals 

have a normal distribution. The normality test in 

this study uses Kolmogorov Smirnov in IBM 

SPSS Statistics 26. If the results of the 

Kolmogorov Smirnov test obtain a value below α 

= 0.05, the null hypothesis is rejected or the 

variables are not normally distributed. The 

following are the results of the normality test 

presented in the table below:  

 
 

Table 4. Normality Test 

Source : Data processed, 2025 
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Based on the table above, the significance value is 

0.68> 0.05. So it can be concluded that the data 

distribution in this study is normal. 
 

b. Multicollinearity Test 
 

The multicollinearity test is a test conducted to 

test whether the regression model found a 

correlation between the independent variables in the 

form of Location, Product Price, and Social Media 

Marketing. If there is a high correlation between the 

independent variables with a number above 0.90, 

then this is an indication of multicollinearity. In 

addition, multicollinearity can also be seen from the 

tolerance value and VIF (Variance Inflation Factor). 

The commonly used cutoff value to indicate the 

presence of multicollinearity is if the tolerance value 

is ≤ 0.10 or  equal  to  the  VIF  value  ≥  10. 

 
 

Table 5. Multicollinearity Test Results 

Source : Data processed, 2025 
 

 

c. Heteroscedasticity Test 
 

The heteroscedasticity test is a test conducted to test 

whether in the regression model there is an inequality 

of variance from the residuals of one observation to 

another. If the variance of the residuals from one 

observation to another is constant, it is called 

homoscedasticity and if it is different, it is 

heteroscedasticity. A good regression model is one 

that contains homoscedasticity, this is characterized by 

the presence or absence of certain patterns on the 

scatterplot graph between SRESID and ZPRED where 

the Y axis is the predicted Y and the X axis is the 

residual (Y prediction - Y actual). The following are 

the results of the heteroscedasticity test in this study: 
 
Figure 2. Heteroscedasticity Test Results with 

Scatterplot 
 
Source: Data Processing with SPSS Program, 2025 

 

 
 

The dots on the scatterplot spread out and do 

not form a clear pattern, this indicates that the 

data is homoscedasticity. In addition, the basis for 

decision making in this test is also through the 

Glesjer Test, which if the significance value 

reaches> 0.05 or 5%, heteroscedasticity does not 

occur, but if the significance value reaches <0.05 

or 5%, heteroscedasticity occurs. The following 

are the results of the Glesjer Test that has been 

carried out in this study: 
 

 
 

Table 6. Multicollinearity Test Results 

Source : Data processed, 2025 
 

 

Based on the table above, the significant value of 

each variable in the Glesjer Test shows a 

number> 0.05. So it can be concluded that the 

data in this study does not contain 

heteroscedasticity. 

 
 

4. Multiple Linear Regression Analysis Tests 

Multiple linear regression analysis tests is carried 

out to determine how much the presence of 

independent variables (X) can affect the dependent 

variable (Y). Regression analysis not only measures 

the strength of the relationship between two or more 

variables, but also shows the directional relationship 

between the dependent variable and the independent 

variable. The following are the results of multiple 

linear analysis testing: 
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Table 7. Multiple Linear Regression Analysis 

Tests Results 

Source : Data processed, 2025 
 

Based on the table above, the coefficient value on 

each variable is obtained. The multiple linear 

regression equation is expressed as follows: 
 

Y = a + b1X1 + b2X2 + ... +b3X3 + e 
 

Y= - 0,338 + 0,119 + 0,581+ 0,427 
 

The above equation can be interpreted as 

follows: 
 

a. The constant value (a) of -0.338 is 

interpreted as a negative value which is if 

the score of the location variable (X1), 

product price (X2), and social media 

marketing (X3) is 0 or fixed, the purchase 

decision value (Y) is in a negative 

condition of 0.338. 

b. The location variable regression 

coefficient (X1) of 0.119 indicates that the 

location variable has a positive influence 

on the purchase decision variable. This 

means that every 1 unit increase in the 

location variable will affect the purchase 

decision by 0.019, assuming that the 

independent variable is constant. 

c. The regression coefficient of the product 

price variable (X2) of 0.581 shows that the 

product price variable has a positive 

influence on the purchase decision. This 

means that every 1 increase in the product 

price variable is 0.584, assuming that the 

independent variable is constant. 

d. The social media marketing (X3) 

regression coefficient of 0.427 shows that 

the product price variable has a positive 

influence on purchase decisions. This 

means that every 1 increase in the product 

price variable is 0.427 assuming that the 

independent variable is constant. 
 

5. Hypotesist Tests 
 

Simultaneous Hypothesis Testing (F Test) 
 

Simultaneous test or ANOVA (Analysis of 

Variance) test is conducted to determine how 

the significant effect of all independent 

variables simultaneously on the dependent 

variable. To determine whether or not there is 

an influence between the location variable 

(X1), product price (X2), and social media 

marketing (X3) on the purchase decision 

variable (Y), using the basis of determination 

in the F test, namely if F count > F table or 

Sig <0.05 then H₁ is accepted and H₀ is 

rejected. The following are the F test results 

from this study: 
 

 
 

Table 8. F Test Results 

Source : Data processed, 2025 
 

It is known that the value of F count 

(6.830) ≥ F table (2.70), then H0 is rejected 

and H1 is accepted, so it can be concluded that 

the location variable (X1), product price 

(X2), and social media marketing (X3) 

simultaneously have a significant effect on 

the purchase decision variable (Y) on Fore 

Coffee products, Merr Surabaya branch. 
 

Partial Hypothesis Testing (T Test) 
 

The T test is conducted to measure how the 

significant effect of each independent variable, 

namely the location variable (X1), product 

price (X2), and social media marketing (X3) 

individually or partially on the dependent 

variable, namely the purchase decision (Y). If 

the value of t count> t table and sig value <0.5 

then there is an influence between the 

independent variable on the dependent 

variable. Here are the T test results from this 

study: 
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Table 9. T Test Results 

Source : Data processed, 2025 
 

Here are the conclusions from the table above: 
 

a. The value of Sig. (0.277) or t count (1.094) ≤ t 

table (1.988), then H0 is accepted and H2 is 

rejected, so it can be concluded that the location 

variable (X1) partially has no significant 

effect on the purchase decision variable (Y) on 

Fore Coffee products, Merr Surabaya branch. 

b. The value of Sig. (0.000) or t count (7.199) ≥ t 

table (1.988), then H3 is accepted and H0 is 

rejected, so it can be concluded that the product 

price variable (X2) partially has a significant 

effect on the purchase decision variable (Y) on 

Fore Coffee products, Merr Surabaya branch. 

c. The value of Sig. (0.000) < 0.05 or t count 

(4.363) ≥ t table (1.988), then H4 is accepted and 

H0 is rejected, so it can be concluded that the 

social media marketing variable (X3) partially 

has a significant effect on the purchase 

decision variable (Y) on Fore Coffee products, 

Merr Surabaya branch. 

 
 

6. Determination Coefficient 
 

The coefficient of determination (R²) test aims 

to determine how much the independent variable 

(X) can explain the dependent variable (Y). The R² 

value ranges from 0 to 1, where the closer the value 

is to 1, the stronger the influence of the independent 

variable on the dependent variable. However, if R² 

is 0 then the independent variable does not explain 

the dependent variable at all. he coefficient of 

determination is used to determine how much the 

ability of the independent variable explains the 

dependentIvariable. 

 
 

Table 10. Determination Coefficient Results 

Source : Data processed, 2025 
 

Based on the output above, it is known 

that the R Square value is 0.683, this indicates 

that 68.3% of the variation that occurs in the 

dependent variable (Y) can be explained by the 

independent variables (X1, X2, and X3) in this 

study. Meanwhile, the remaining 31.7% is 

influenced by other variables not examined in 

this study. So it can be concluded that the effect 

of the independent variable on the dependent 

variable is relatively strong. 
 

CONCLUSION 
 

This study analyzes the effect of Location, 

Product Price, and Social Media Marketing on 

Purchase Decision on UPNVJT student customers 

of Fore Coffee, Merr Surabaya branch. The results 

showed that simultaneously, the three variables 

had a significant positive effect on Purchase 

Decision. However, partially, only Product Price 

and Social Media Marketing have a significant 

positive effect, while Location has no significant 

effect. These findings provide practical 

implications for Fore Coffee to improve digital 

marketing strategies and pricing policies to attract 

more customers. From an academic perspective, 

this research enriches the literature related to 

purchasing decision factors in the coffee industry. 

Research limitations include the limited scope 

of respondents to UPNVJT students and a 

quantitative approach that has not explored 

psychological factors in purchasing decisions. 

Future research is recommended to expand the 

respondent population and consider a qualitative 

approach to gain deeper insights. 
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