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Abstract 

The study aim is to analyze Are brand image and product quality partially positive and significant impact on purchasing decisions 

at Starbuck; Do brand image and product quality simultaneously have a positive and significant effect on purchasing decisions at 

Starbucks; Which variable has the most dominant influence on purchasing decisions at Starbucks. In this study, the authors chose 

the research location in Starbucks, Trans Studio Mall, Makassar City. In connection with the problems previously stated, an 

analysis will be carried out based on the data obtained using the following calculation: (1) Validity test, used to measure whether a 

questionnaire is valid or not. A questionnaire is said to be useful if the questionnaire's questions can reveal something, which is 

measured by the questionnaire. The results showed that the brand image variable had positive and significant influences on 

purchasing decisions; this indicated that Starbucks should maintain a good brand reputation, increasing consumer loyalty. 

Introducing products to consumers will give a good impression, and consumers will also remember the product.  The results 

showed that the product quality variable had positive and significant effects on purchasing decisions; this indicated that Starbucks 

had to improve the quality of the products offered to increase sales levels. 12.9% of variables are not examined in this thesis, and 

this also affects the purchasing decision at Starbucks Trans Studio Mall Makassar; the variables that are not examined are (Price, 

Location, and Lifestyle). Researched, so you can find out what variables influence a person to make purchasing decisions at 

Starbucks Trans Studio Mall Makassar. In this study, the authors chose the research location in Starbucks, Trans Studio Mall, 

Makassar City. In connection with the problems previously stated, an analysis will be carried out based on the data obtained using 

the following comment: (1) Validity test, used to measure whether a questionnaire is valid or not. A questionnaire is said to be 

useful if the questionnaire's questions can reveal something, which is measured by the questionnaire. The results showed that  the 

brand image variable had positive and significant effects on purchasing decisions; this indicated that Starbucks should maintain a 

good brand reputation, increasing consumer loyalty. Introducing products to consumers will give a good impression, and 

consumers will also remember the product.  The results showed that the product quality variable had positive and significant 

influences on purchasing decisions; this indicated that Starbucks had to improve the quality of the products offered to increase 

sales levels. 12.9% of variables are not examined in this thesis, and this also affects the purchasing decision at Starbucks Trans 

Studio Mall Makassar, the variables that are not examined are (Price, Location, and Lifestyle). Researched, so you can find out 

what variables influence a person to make purchasing decisions at Starbucks Trans Studio Mall Makassar. 
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1. Introduction
*
 

In today's business world, the level of competition between industries is getting tighter, including companies in 

Indonesia, Indonesia as a developing country cannot be separated from the development of its business industry, one 

of which is the increasing number of coffee shops that are mushrooming, both coffee shops. Local or abroad that also 

enliven the coffee shop industry in Indonesia, each coffee shop company competes to improve its quality to compete 

with other coffee shops by enhancing its quality to become an attraction for consumers later. The culinary business in 

coffee shops has expanded its function. In the past, coffee shops were only an answer to the community's needs for 

coffee consumption and socializing. In today's world, coffee shops have increased their function to support work 

activities, a place to seek self-recognition, and a place for socializing (Ramlawati et al., 2019).  

In Indonesia, the Dutch cultivated coffee during the period of forced cultivation from 1830 to 1870 to be traded. In 

                                                         
*
 Corresponding author. 

E-mail address: n.rosanti.nr@gmail.com  

mailto:n.rosanti.nr@gmail.com


Rosanti et.al |  Quantitative Economics and Management Studies (QEMS), 2021, 2(6): 365–375 

366 

2016, Indonesia became the world's 4th largest coffee producer with a production output of 11,491,000 tons. The 

number of coffee production can be so large because almost all islands in Indonesia the coffee plant in Indonesia is 

1.24 million hectares consisting of 933 thousand hectares of robusta plantations and 307 hectares of arabica 

plantations, and local farmers manage more than 90% of the land with total land area. An average of 1-2 hectares 

tonnes (www.indonesia-investments.com, 2017). Starbucks corporation is a coffee company and global coffee shop 

chain from the United States headquartered in Seattle, Washington. In Indonesia, the Starbucks coffee chain is 

operated by PT Mitra Adiperkasa Tbk. Starbucks is already present in 12 cities in Indonesia with more than 150 

outlets (Starbucks.co.id, 2018). The menus sold at Starbucks include coffee, tea, and accompanying cakes. On 

September 27, 2012, Starbucks Indonesia was named one of the Top 10 Brands in Indonesia by The Nielsen Company 

and Campaign Asia Pacific's Asia's Top 1000 Brands report with a ranking of 10. (swa.co.id, 2012) 

Product quality is prioritized in business. Regardless, according to (Kotler et al., 2013; Ma et al., 2020; Yoon C. Cho, 

2015; Zhu et al., 2020), product quality is the ability of a product to demonstrate its function; this includes overall 

durability, accuracy, ease of operation, and product repair, as well as other product attributes. In improving the quality 

of its products, Starbucks is very selective in choosing coffee beans; based on the official Starbucks website 

(www.Starbucks.co.id, 2018), Starbucks only decides on coffee beans grown in the highlands because, in the 

highlands, the coffee beans will become denser. And has a more pungent taste; only the selected coffee cherries are 

red and meet the standard. Product quality is defined as the totality of product features and characteristics defined as 

the totality of features and characteristics of a product or service that can satisfy stated or implemented needs (Zhu et 

al., 2020). Image of Brand is a concept that is easy to understand but difficult to explain systematically because of its 

abstract nature; the image of the brand is related to attitudes in the form of beliefs and preferences for brands related 

to attitudes in the form of thoughts and intentions for a brand (Halkias et al., 2017; Huang & Liu, 2020; Kim & Yoo, 

2015; Maheshwari & Yadav, 2015; Sondakh, 2015). Based on the above background, the problem formulation will be 

discussed in this study, namely: 

1. Our brand image and product quality partially positive and significant impact on purchasing decisions at 

Starbucks? 

2. Do brand image and product quality simultaneously have a positive and significant effect on purchasing 

decisions at Starbucks? 

3. Which variable has the most dominant influence on purchasing decisions at Starbucks? 

 

2. Methodology 

In this study, the authors chose the research location in Starbucks, Trans Studio Mall, Makassar City. The time needed 

in this study is approximately one month. The population in this study were Starbucks consumers during the last year, 

amounting to 54,700 people. The sample of this study was determined using the Slovin formula, which according to 

(Ghozali, 2013; Rudolph et al., 2019), namely: 

  
 

(   )   
 

where: 

n    = sample size 

N    = population size 

e     = leeway inaccuracy due to tolerated sampling errors.  

 

This tolerable error limit for each population is not the same. In this study, it was used at 10%. While the use of the 

formula above assumes that the population is normally distributed. Based on the formula above, the number of 

samples from the population is 100 respondents. The data collection technique used in this study was through a 

questionnaire. The questionnaire is a data collection technique done by giving a set of questions or written questions 

to the respondent to answer. Library Research is also carried out in this research in the form of theoretical or 

conceptual materials obtained from the internet and libraries in the form of literature and scientific articles/journals 

that can support research studies and analyze problems. Field research using questionnaires (Questionnaire), in which 

the author distributes a written questionnaire containing a list of questions to customers selected as respondents and 
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uses a closed list of questions, namely questions that have been provided with the possibility of an answer first and the 

respondent does not have the opportunity to offer other solutions. Interviews were conducted directly between 

respondents and researchers to obtain information relevant to the research objectives and obtain information with the 

highest possible validity and reliability. This type of research uses a quantitative methodology. With this quantitative 

method, it is hoped that researchers can explain the behavior of consumer and customer purchasing decisions. The 

data source used in this research is primary data. Primary data in this study are data obtained directly from 

questionnaires to Starbucks customers. External secondary data is obtained through books, journals, references, and 

articles related to research topics, to acquire theoretical knowledge and expert opinion related to this research so that it 

can help analyze the problem under study (Garson, 2016; Lee et al., 2001) The method of analysis used in this study is 

a quantitative method, where this method tries to process data in the form of information into numbers. For data 

processing in this study using SPSS 20. In addition to calculating data using validity tests, reliability tests, multiple 

liner tests, F test, and t-test. Data analysis in the data processing process and interpreting the results of processing 

through inferential analysis emphasizes the relationship between variables by testing hypotheses and concluding the 

study results (Sugiyono, 2014) 

In connection with the problems previously stated, an analysis will be carried out based on the data obtained using the 

following comment: (1) Validity test, used to measure whether a questionnaire is valid or not. A questionnaire is said 

to be useful if the questions on the questionnaire can reveal something. Which is measured by the questionnaire. The 

validity test is calculated by comparing the value of the r count (correlation item-total correlation) with the r table's 

value. If r count> r table and the value is positive, then the question is declared valid. (2) A reliability test is data to 

measure a questionnaire which is an indicator of a variable. A questionnaire is reliable or reliable if a person's answer 

to a question is consistent or stable over time. Reliability concerning the consistency of responses if tested repeatedly 

on different samples.SPSS provides facilities to measure reliability with the Cronbach Alpha (a) statistical test. A 

variable is said to be reliable if it gives a Cronbach Alpha value> 0.60. (3) Multiple Linear Regression Test, 

inferential statistical analysis techniques are performed using multiple linear regression analysis. Multiple linear 

analysis is useful in estimating the dependent variable's value using more than one independent variable. The multiple 

linear regression equation is as follows: 

Y = a + b1X1 + b2X2 + e 

where: 

Y  = Purchase decision 

X1  = Brand image 

X2  = Product quality 

a  = Constant value 

b    = Regression coefficient 

e  = Standard Error 

 

The t-test is carried out to test the significant influence of the independent variable's impact (independent variable) on 

the dependent variable (bound). The t-test aims to partially test the independent variable on the dependent variable, 

with the Sig test criteria. T ≤ α, it is stated that there is a partial and significant effect. The test criteria for the t-test 

uses a significance of 0.005 and 2 sides with the following hypothesis (Sarwono, 2012): 

H0: There is no effect of the independent variable on the dependent variable. 

Ha: There is an effect of the independent variable on the dependent variable. 

Another calculation uses the t table, were criteria in t-test testing, namely: (Field et al., 2013). If t < tα / 2, then Ho is 

accepted. So, Ha is rejected and bi = 0, meaning that the variable Xi does not affect Y. If t > tα/ 2, then Ho is rejected. 

So, H0 is accepted and bi ≠ 0, meaning that the variable Xi influences Y. The F test results from multiple linear 

calculations will get the parameters F and Adjusted R Square. If the regression is significant at F < 0.05, it means that 

the independent variable has a significant effect on the dependent variable. Adjusted R Square shows the model's 

ability to explain variations in the dependent variable. The greater the Adjusted R Square, the better the model can 

explain the dependent variable's variation. The coefficient of determination in linear regression is often defined as all 

independent variables' ability to explain the variance of the dependent variable. In simple terms, the coefficient of 
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determination is calculated by squaring the Correlation Coefficient (R). For example, if the value of R is 0.80, the 

coefficient of determination (R Square) is 0.80 x 0.80 = 0.64. It means that the independent variable's ability to 

explain the dependent variable's variance is 64.0%. It means a 36% (100% -64%) variance of the dependent variable, 

explained by other factors. Based on this interpretation, it appears that the value of R Square is between 0 and 1. 

Table 1. Operational Variable Research 

Variables Operational Definition Indicators 

Brand Image (X1) 

Consumer perceptions about a brand as a 

reflection of the brand association that 

exists in the minds of the consumer 

 Recognition 

 Reputation 

 Affinity 

Product Quality 

(X2) 

 

Is the ability of a product to satisfy 

consumers seen from the overall 

characteristics of the product 

 Form 

 Taste 

 Color 

 appearance 

 designs 

Purchasing decision 

(Y) 

A series of processes carried out by 

consumers before and after buying a 

product, both in the form of goods and 

services 

 

 Purchase decisions due to needs & 

wants. 

 Purchase decisions are based on the 

information and related sources. 

 Purchase decision after making an 

assessment. 

 Get a product. 

 

3. Results and Discussion 

3.1 Characteristics of Respondents  

Respondents in this study were Starbucks customers with respondent characteristics based on gender, age, and 

occupation. To clarify the characteristics of the respondents in question, a table regarding the following respondents is 

presented: 

Table 2. Gender, age, and occopation of respondents 

Gender Total Percentage 

Male 59 59,0% 

Female 41 41,0% 

Total 100 100% 

 

Age  Total Percentage 

< 22 25 25,0% 

22-30 30 30,0% 

30-40 33 33,0% 

>40 12 12,0% 

Total 100 100,0% 

 

Occupation Total Percentage 

Students 30 30,0% 

Civil Servants 16 16,0% 

Employers 36 36,0% 

Private Employees 18 18,0% 

Total 100 100% 

  

Based on the table 2, it can be seen the gender of these respondents is the same in number per category, namely male 
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59 respondents and female respondents total 41 respondents. Male visitors have the highest percentage of coffee 

drinkers because, on average male visitors. The age of the respondents varied, therefore the researcher categorized it 

into four categories, and from the results of the research, it was known that the number of respondents whose age was 

<22 years was 25 respondents, the age category of 22-30 years was 30 respondents, and in the 30-40 year age 

category. Totaled 33 respondents, and types> 40 years amounted to 12 respondents. Ages 30-40 have the highest 

percentage because many Starbucks visitors are office employees. The respondent's work is varied. Therefore the 

researcher categorizes it into four categories, and the results of the research show that the number of respondents who 

have student/student jobs is 30 respondents, those who have civil servant jobs are 16 respondents, who have 

entrepreneurial jobs totaling 36 respondents, and have private employee jobs totaling 18 respondents. Because 

Starbucks customers are mostly students and entrepreneurs. Entrepreneurs have the highest percentage; the reason is 

that many entrepreneurs hold meetings that discuss work or meet clients. 

 

3.2 Descriptive Results Analysis 

Descriptive analysis of the results is used as a summary of the data to determine the respondents' answers to each 

statement contained in the research instrument. Description of Variable Brand Image (X1). 

Table 3. Respondents’ Responses Regarding Brand Image 

Statement 

Respondents’ Answers 

STS TS KS S SS 

N % N % N % N % N % 

Starbucks is a well-known coffee company 

that has gone global 
0 0 0 0 1 1,0 38 38,0 61 61,0 

Starbucks has good quality coffee. 0 0 0 0 0 0 40 40,0 60 60,0 

Starbucks gives a classy impression to 

consumers 
0 0 0 0 0 0 25 25,0 75 75,0 

 

Based on the table above, it can be explained as follows: The first statement shows that one respondent answered that 

he disagreed about Starbucks as a well-known global coffee company, 38 respondents answered that they agreed that 

Starbucks is a globally renowned coffee company, and 61 respondents answered firmly that Starbucks is a world-

renowned coffee company. The second statement shows that 40 respondents answered that Starbucks has good coffee 

quality, and 60 respondents answered firmly that Starbucks has good quality coffee. The third statement shows that 25 

respondents answered that Starbucks gives a classy impression to consumers, 75 respondents answered firmly about 

Starbucks giving an elegant appearance to consumers. 

Table 4. Respondents’ Responses Regarding Product Quality 

Statement 

Respondents' Answers 

STS TS KS S SS 

N % N % N % N % N % 

Starbucks products have form packaging 

an attractive. 
0 0 0 0 1 1,0 42 42,0 57 57,0 

Starbucks products have extended product 

durability. 
0 0 0 0 0 0 47 47,0 53 53,0 

Starbucks products have advantages over 

other products. 
0 0 0 0 0 0 24 24,0 76 76,0 

Starbucks products have a style of 

packaging that other products don't have. 
0 0 0 0 1 1,0 42 42,0 57 57,0 

Starbucks products have a distinctive 

coffee taste. 
0 0 0 0 0 0 24 24,0 76 76,0 
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Based on table 4, it can be explained as follows: The first statement shows that one respondent answered that he did 

not agree that Starbucks products had an attractive form of packaging, 42 respondents answered agreed that Starbucks 

products have a beautiful arrangement of packaging, and 57 respondents answered strongly agree about Starbucks 

products having an attractive packaging form. The second statement shows that 47 respondents answered agree that 

Starbucks products have extended product durability, and 53 respondents answered firmly that Starbucks products 

have extended product durability. The third statement shows that 24 respondents answered that Starbucks products 

have advantages over other products, and 76 respondents answered firmly that Starbucks products have advantages 

over other products. The fourth statement shows that one respondent answered disagree about the Starbucks product 

having a packaging style that other products do not have, 42 respondents answered that they agreed that the Starbucks 

product had a packaging style that other products did not have, 57 respondents responded that they decided that the 

Starbucks product had a packaging style that was not owned. Another product. The fifth statement shows that 24 

respondents answered that the Starbucks product has a distinctive coffee taste, and 76 respondents answered firmly 

that the Starbucks product has a distinct coffee taste. 

Table 5. Respondents’ Responses Regarding Purchasing Decisions 

Statement 

Respondents' Answers 

STS TS KS S SS 

N % N % N % N % N % 

I bought Starbucks products because of 

my desire. 
0 0 0 0 0 0 18 18,0 82 82,0 

Friends/family recommended me to 

purchase coffee products at Starbucks. 
0 0 0 0 1 1,0 36 36,0 63 63,0 

I made comparisons of other products 

before purchasing a Starbucks product. 
0 0 0 0 0 0 34 34,0 66 66,0 

 

Based on the table 5, it can be explained as follows: The first statement shows that 18 respondents answered agree 

about buying Starbucks products because of their desires, and 82 respondents answered firmly about buying Starbucks 

products because of their desires. The second statement shows that one respondent answered disagree about 

friends/family recommending buying coffee products at Starbucks, 36 respondents answered agreeing about 

friends/family recommending buying coffee products at Starbucks, and 63 respondents answered strongly agree about 

friends/family suggesting to make purchases of coffee products at Starbucks. The third statement shows that 34 

respondents answered agree about comparing other products before making a Starbucks product purchase, and 66 

respondents answered firmly about comparing other products before making a Starbucks product purchase. 

3.3 Hypothesis Testing Results 

The validity test is used to measure whether a questionnaire is valid or not. A questionnaire is useful if the 

questionnaire questions can reveal everything that the questionnaire will measure. The validity test is calculated by 

comparing the computed r-value (correlation item-total correlation) with the r table value. If r count> r table and the 

value is positive, then the question is declared valid. The test results are as follows: 

Table 6. Test ResultsValidity 

Variable Item Questions R Calculate R Table Description 

Brand Image (X1) 

ITEM 1 0,794 0,1946 Valid 

ITEM 2 0,826 0,1946 Valid 

ITEM 3 0,811 0,1946 Valid 

Product Quality (X2) 

ITEM 1 0,809 0,1946 Valid 

ITEM 2 0,745 0,1946 Valid 

ITEM 3 0,758 0,1946 Valid 

ITEM 4 0,809 0,1946 Valid 

ITEM 5 0,758 0.1946 Valid 
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Variable Item Questions R Calculate R Table Description 

Purchase Decision (Y) 

ITEM 1 0,808 0,1946 Valid 

ITEM 2 0,730 0,1946 Valid 

ITEM 3 0,729 0,1946 Valid 

 

Based on the validity test of the 11 statements in table 6, it is known that all data have an R count greater than the R 

table, so all data is declared valid so that it can be used for further data processing. 

Reliability test is data to measure a questionnaire which is an indicator of the variable. A questionnaire is reliable or 

reliable if someone's answer to a statement is consistent or stable over time. Reliability concerning the consistency of 

responses if tested repeatedly on different samples. SPSS provides facilities to measure reliability with the Cronbach 

Alpha (a) statistical test. A variable is said to be reliable if it gives a Cronbach Alpha value> 0.60. Then the results of 

the test are as follows: 

Table 7. Reliability Test Results  

Variables Alpha Description 

Brand Image (X1) 0,735 Reliable 

Product Quality (X2) 0,833 Reliable 

Purchase Decisions (Y) 0,603 Reliable 

Based on the table 7, it can be seen that all variables are more significant than 0.60, so that it is said to be reliable, 

meaning that the questionnaire can be used more than one time and is reliable. Multiple regression analysis is a study 

of the dependent variable's dependence (bound) with one or more independent variables (explanatory or independent 

variables) to estimate the population average or the average value of the dependent variable based on the known value 

of the independent variable. The results of multiple regression analysis are in the form of coefficients for each 

independent variable. This study's multiple regression analysis aims to determine the influence independent variable's 

influence (Brand Image and Product Quality) on the dependent variable (Purchase Decision). The results of multiple 

regression analysis are in the form of coefficients for each independent variable. This coefficient is obtained by 

predicting the value of the dependent variable with an equation. 

Table 8. Results of Multiple Linear Regression Analysis 

 

Based on the table 8, it can be concluded that several variables can identify the purchasing decision variable, so it can 

be supposed that the equation is as follows: 

Y = 2.050 + 0.296 (X1) + 0.342 (X2) + e 

Based on the results of the regression equation, it can be explained that the influence of each independent variable on 

the dependent variable is as follows: 

a) The constant value is 2.050, meaning that if the Brand Image (X1) and Product Quality (X2) are equal to 

zero, then the purchase decision is favorable. 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 2.050 0.473  4.339 0.000 

Brand Image 0.296 0.076 0.336 3.919 0.000 

Product Quality 0.342 0.047 0.618 7.217 0.000 

a.  Dependent Variable: Purchase Decision 
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b) The regression coefficient value for the Brand Image variable (X1) is 0.296. This means that Brand Image 

has a positive effect on purchasing decisions. 

c) The regression coefficient value for the Product Quality variable (X2) is 0.342. This means that product 

quality has a positive effect on purchasing decisions. 

d) The analysis results show that the independent or independent variable that has the most influence is Product 

Quality, with a coefficient of 0.342. In contrast, the variable that has the lowest influence is Brand Image 

with a coefficient of 0.296; from this equation, all independent variables have a positive effect on purchasing 

decisions. 

  

The coefficient of determination measures the extent to which the independent variable explains the dependent 

variable. The following table of determination coefficients produced in this study (table 9). 

Table 9. Results of the Coefficient of Determination 

Model Summary 

Model R R Square Adjusted R Square 
Std. The error of the 

Estimate 

1 0.933
a
 0.871 0.868 0.374 

 Predictors: (Constant), Product Quality, Brand Image 

 

Based on the table 9, it can be seen that the magnitude of R2 is 0.871, this means that 87.1% of the variation of e 

purchasing decisions can be explained by variations of the two independent variables, namely Brand Image (X1) and 

Product Quality (X2) while the rest (100%) - 87.1% = 12.9%) explained by other causes that cannot be described in 

the regression equation or other factors not examined in this study. In this study, the F test was used to determine the 

significance level of the influence dependent variables influence (Ghozali, 2005). In this, the research hypothesis is as 

follows: 

H0  = There is no influence of brand image and product quality on Starbucks Trans Studio Mall Makassar's 

purchasing decisions. 

H1  = There is an influence of brand image and product quality on Starbucks Trans Studio Mall Makassar's 

purchasing decisions. 

 

The results of the calculation of the F test are as follows in table 10. 

Table 10. Simultaneous Significant Test Results (F statistical test) 

 

Based on the table 10, the ANOVA test or the F statistical test, the calculated F value is 327.285 with a probability 

level of 0.000. The probability is smaller than 0.05, so H0 is rejected, and H1 is accepted that there is a significant 

influence between brand image and product quality variables on purchasing decisions at Starbucks Trans Studio Mall 

Makassar. The t-test is used for a test aimed at whether or not each regression coefficient is significant or not on the 

independent variables. Or the t-test to find out whether the independent variable has a significant effect on the 

dependent variable. 

The t-test in the table 11 can be used to determine whether the independent variable significantly affects the 

dependent variable. The following describes the results of the calculation of the t-test for each variable: The results of 

the partial effect significance test (t-test) on the Brand Image variable resulted in a significance of 0.000. The 

ANOVA 

Model Sum of Squares df Mean Square F Sig. 

1 

Regression 91.448 2 45.724 327.285 0.000
b
 

Residual 13.552 97 0.140   

Total 105.000 99    

a. Dependent Variable: Keputusan Pembelian 

b. Predictors: (Constant), Product Quality, Brand Image 
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significance level of 0.000 is less than 0.05, so it can be seen that the hypothesis which states that Brand Image affects 

purchasing decisions is acceptable. The partial effect significance test (t-test) of the product quality variable resulted 

in a significance of 0.000. The significance level of 0.000 is less than 0.05, so it can be seen that the hypothesis which 

states that product quality affects purchasing decisions is acceptable. 

Table 11. Significant Test Results Partial Effect (t-test) 

 

3.4 Discussion of Research Results 

Multiple linear regression analysis aims to determine the effect of brand image and product quality on purchasing 

decisions with SPSS obtained by the equation Y = 2.050 + 0.296 (X1) + 0.342 (X2) + e, stating that if there is a brand 

image (X1) and Product quality (X2) is considered constant, so the purchase decision will be equal to 2.050 and 0.296 

states that every addition of one brand image point (X1) will increase the purchase decision (Y) by 0.296. Meanwhile, 

0.342 states that each addition of one product quality point (X2) will increase the visiting decision (Y) by 0.342. T-

test to determine the effect of Brand Image and Product Quality on purchasing decisions. Calculations using the SPSS 

program, the testing criteria is H1 accepted if the significant level t-count> t-table = 0.05. Based on testing the first 

hypothesis, the t-count value was 3,919. The decision to test H1 was accepted because t-count> t-table, namely, 3.919  

> 1.983, and the significance probability value < 0.05, namely 0.000. In conclusion, there is a significant influence 

between the brand image on purchasing decisions and testing the second hypothesis, and it is known that the t-table is 

7,217. The decision to test H1 was accepted because the t-calculated > t-estimated was 7,217 > 1,983, and the 

probability value of significance < 0.05 was 0,000. The conclusion is that there is a significant influence between 

product quality on purchasing decisions. The analysis results show that the significance value is 0.000 < 0.05 so that 

the brand image has a positive and significant effect on purchasing decisions. It can be said that the better the brand 

image, the higher the purchasing decision. Conversely, the worse the brand image, the lower the purchasing decision. 

The analysis results show that the significance value is 0.000 < 0.05, so that the product quality has a positive and 

significant effect on purchasing decisions. Then the higher the product quality, the higher the purchasing decision. 

Conversely, the lower the product quality, the lower the purchasing decision. The research results obtained are based 

on the F test of 327.285 with a probability level of 0.000 < 0.05. The variables brand image and product quality have a 

significant effect on purchasing decisions. This shows a high level of purchasing decisions when a good brand image 

and good quality products are offered to consumers. The t-test analysis results show that the product quality variable 

has a greater influence on purchasing decisions than the brand image variable; this means that the good quality of the 

product offered to Starbucks consumers has more influence than the brand image variable. This research is also in line 

with previous research conducted by Purwati (2012). The variables used in this study were purchasing decisions as to 

the dependent variable, while the independent variables used were brand image, product quality, and price. 

4. Conclusion 

Based on the descriptions and research results that have been stated previously, it can be concluded that the Brand 

Image has a positive and significant effect on purchasing decisions at Starbucks Trans Studio Mall Makassar. It can be 

supposed that if the brand image variable is increased, consumer purchasing decisions will also increase. Also, 

product quality has a positive and significant effect on Starbucks Trans Studio Mall Makassar's purchasing decisions. 

It can be concluded that if the variable product quality is increased, consumer purchasing decisions will also increase. 

The uneven quality of the product is the most dominant variable influence on purchase decisions at Starbucks Trans 

Studio Mall Makassar. Based on the results of research and discussion on the influence of brand image and product 

quality on purchasing decisions at Starbucks Trans Studio Mall Makassar, then put forward suggestions as a 

Coefficients 

Model 
Unstandardized Coefficients 

Standardized 

Coefficients t Sig. 

B Std. Error Beta 

1 

(Constant) 2.050 0.473  4.339 0.000 

Brand Image 0.296 0.076 0.336 3.919 0.000 

Product Quality 0.342 0.047 0.618 7.217 0.000 

a. Dependent Variable:  Purchase Decision 
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complement to the research results as following: The results showed that the brand image variable gave positive and 

significant effects on purchasing decisions, this indicated that Starbucks should maintain a good brand reputation 

which would increase consumer loyalty. Introducing products to consumers will give a good impression, and 

consumers will also remember the product.  The results showed that the product quality variable had positive and 

significant consequences on purchasing decisions; this indicated that Starbucks had to improve the quality of the 

products offered to increase sales levels. 12.9% of variables are not examined in this thesis, and this also affects the 

purchasing decision at Starbucks Trans Studio Mall Makassar, the variables that are not examined are (Price, 

Location, and Lifestyle). Researched, so you can find out what variables influence a person to make purchasing 

decisions at Starbucks Trans Studio Mall Makassar. 
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