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ABSTRACT 

 
This study aims to determine whether the 
store's mood, location, and perceived 
pricing have an impact on consumers' 
decisions to buy. Data collection uses basic 
information obtained from questionnaires. 
All people who participated in this study 
were consumers of Arabeauty stores in 
Ternate City. There are 119 responders in 
the study's sample. PLS-SEM is the testing 
tool. The findings largely indicate that the 
location variable has no bearing on the 
decision to buy, the business atmosphere 
variable influences the decision to buy, and 
the pricing perception variable influences 
the decision to buy. 
Keywords: Store Atmosphere, Location, 
Price Perception, Purchase Decisions, 
Arabeauty Stores, Ternate City 
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INTRODUCTION 

 
There are numerous retail establishments in the neighborhood in this age of 
globalization. This is important because many people have become more selective in 
their shopping habits over time, but also because consumer attitudes towards retail have 
changed. 
Retail has existed since time immemorial; retail is a business limited to the provision of 
goods and services that develop from traditional markets and traders who sell goods 
directly to consumers. Retail is also a promising business for entrepreneurs, and many 
entrepreneurs compete with each other to attract consumers. This competition not only 
creates opportunities but also challenges. Retail, according to Berman et al. (2018), 
encompasses activities pertaining to the direct sale of goods or services to final 
consumers for non-commercial and personal use. Competing companies are always 
trying to find ways to increase their market share and always create a comfortable 
business environment. Naturally, this also covers the store's ambiance, location, and 
pricing perception, all of which need to be appealing to customers in order for them to 
make a purchase. Currently, the number of cosmetic stores in Ternate City has begun 
to appear a lot, considering that cosmetics enthusiasts are not only from young people 
but also adults. This is what drives competition among cosmetic retailers so they can 
draw in customers and keep them coming back.  
Various strategic efforts are also carried out, starting from creating a comfortable store 
atmosphere, choosing the right strategic location, and determining the appropriate price. 
These strategies are also carried out by Toko Arabeauty to compete fiercely to attract 
customer interest so that their store continues to exist. This is evident from the following 
figures on the number of people who visited the Arabeauty Store: 
The structure of the store, which comprises the layout, interior design, and outside 
design, is the primary determinant of the choice to buy (Utami, 2006). Customers are 
drawn to the business due of its ambiance, which is a result of their interest in the design 
or overall comfort of the space. 
This claim is supported by the findings of the small study, which showed that customers, 
with an 88.3% score, believe that the Arabeauty Store's design draws more attention to 
them. It is also well known that the Arabeauty Store's lighting has an 84.5% value in 
grabbing customers' attention. 
The findings of studies by Arianto & Satrio (2020) and Tantowi & Pratomo (2020) 
indicated that the store's atmosphere significantly influenced the decision to buy, 
whereas Erianto & Mahariono (2018) and Lutfi & Irwanto (2017) found no significant 
influencing influence. 
Another element that may affect a customer's choice to buy is a store's location. This is 
due to the fact that a store's parking lot, surroundings, and strategic position can all affect 
customers' decisions to buy (Nandyka, 2015). This conclusion is corroborated by 
research by Elly (2018) and Hidayat (2020), who found that location influences decisions 
to buy. In contrast, research by Hardiansyah et al. (2019), Cynthia et al. (2022), and Bala 
(2022) found that location has no discernible impact on decisions to buy. 
The primary factor that buyers take into account before making a purchase is the 
product's selling price. Customers may decide not to buy products from a cosmetics store 
if the prices are too expensive and out of line with their purchasing power. Instead, they 
may prefer products with lower prices that reflect their purchasing power.  
According to this assertion, the mini-research's findings showed that Toko Arabeauty's 
costs were more reasonable, with an 81.61% percentage. As a result, customers' 
purchasing decisions might be influenced by the price that the Arabeauty Store sets, 
which is in line with their purchasing power. 
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Price perception has a considerable beneficial impact on consumer purchase decisions, 
according to the findings of a study by Abdilla & Husni (2018). However, Mardiasih (2020) 
found no significant impact on customer purchase decisions.  
As previously explained, the purpose of this study is to investigate in greater detail how 
store environment, location, and pricing perception affect consumers' decisions to buy. 
 
 

LITERATURE REVIEW 
 

Purchase Decision  
The consumer's choice to purchase or not purchase a good or service is known as 

a buying decision. Consumers usually always consider several factors, including service 
quality and store atmosphere. Consumers will experience a level of satisfaction if the 
goods they get are in accordance with their needs and desires. Problem identification, 
information search, alternative evaluation, buy choice, and post-purchase behavior are 
the five steps in the consumer purchase decision process. Kotler & Keller (2022) explain 
that purchasing decisions are grouped into a five-stage model: 
1. Problem Introduction 

When an internal or external stimulus makes the buyer aware of a need or problem, 
the purchasing process starts. A person's natural demands, like hunger or thirst, are 
examples of internal stimuli, but ambient stimuli, like admiring their neighbor's new 
automobile and considering a purchase, can cause exterior stimuli. 

2. Information search 
Excited consumers are looking for more information, so that marketers are concerned 
about information sources that are consumer references in making purchase 
decisions. Here are four groups of information sources: 
▪ Family, friends, neighbors, and coworkers are examples of personal resources. 
▪ Commercial sources include websites, salespeople, distributors, packaging, 

displays, and advertisements. 
▪ Public sources include consumer rating agencies and the media. 
▪ Experimental resources include product handling, inspection, and use. 

3. Evaluation of alternatives 
Alternative evaluation is the stage where a person collects the product information 
obtained so that it matches what is needed. 

4. Purchase decision 
Consumers develop brand preferences throughout the evaluation step, and they may 
also decide to purchase the products they like best. Customers can choose five sub-
decisions when executing the buy intent: brand (brand A), distributor (distributor 2), 
quantity (one computer), timing (weekend), and payment method (credit card). 

5. Post-purchase behavior 
Customers may feel conflicted at this point because they are skeptical of information 
that contradicts their choice and may see some concerning features or hear positive 
things about competing businesses. 

 
 
Price Perception 

Price perception, according to Kotler & Armstrong (2020), is the value associated 
with a price in relation to benefits. The perception of prices that arise from individuals 
depends on the environmental background and the individual's own condition (Firi et al., 
2024). The price of products or services includes the currency rate as well as other 
associated benefits. According to Kotler & Armstrong (2020), price appropriateness can 
be measured and investigated using a variety of pricing indicators, such as the following: 
1. Affordability 
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Customers can get the price that the business has set. Products frequently come in a 
variety of brands and range in price from the least expensive to the most expensive. 

2. Price and product quality compatibility 
Customers frequently use price as a gauge of quality, selecting a more expensive 
item over another when they perceive a difference in quality. People often assume 
that greater prices correspond to better quality. 

3. Benefits and price compatibility 
When the advantages of a product outweigh or match the costs, consumers choose 
to purchase it. Customers will consider the product to be pricey and be reluctant to 
make another buy if they believe the benefits outweigh the cost. 

4. Set prices based on competitiveness or affordability. 
Customers frequently contrast two products' prices. In this instance, people are 
influenced to purchase the goods by its low price. 

 
Location 

A location is a place where a business works or where it conducts activities to 
generate items or services that are significant to its economic component, according to 
Tjiptono (2015). A number of factors influence the choice of a company's or factory's 
physical site, including the following (Tjiptono, 2015): 
1. Access, such as the place that public transportation passes or can easily reach. 
2. Visibility, which refers to a place or site that is easily visible under typical lighting 

conditions. 
3. Traffic involves two primary factors, specifically: a) the volume of people passing by 

can offer a fantastic opportunity for buying, which is a decision to make a purchase 
that frequently happens on the spur of the moment, without prior planning, and/or 
without requiring extra effort. b) Another potential barrier is traffic congestion. 

4. A large, cozy, and secure parking area that can accommodate both two- and four-
wheeled vehicles. 

5. Expansion, specifically the availability of a space big enough in case there is a future 
expansion. 

6. Environment, specifically the locality that sustains the provided goods. For instance, 
boarding houses, dorms, college students, offices, schools, and so on are all close to 
eateries. 

7. Competition, or where rivals are located. For instance, while choosing a restaurant 
location, one must take into account whether other eateries are located on the same 
street or in the same neighborhood. 

8. Government rules, such as those that forbid eateries from being situated too close to 
residential neighborhoods or houses of worship. 

 
Shop Atmosphere 

According to Levy et al. (2023), the store's ambiance has an impact on the 
customer's emotional state, which either triggers or impacts the purchase. Pleasure and 
stimulating desire are the two main emotions that the emotional state will produce. The 
atmosphere of the store is also an important component of a store and can provide 
comfort for visitors, so with that a store must form an atmosphere that can make visitors 
comfortable. Levy et al. (2023) state that a store's environment is made up of various 
elements, such as: 
1. Lighting  

Light is an energy emission from a particle that can stimulate the human retina and 
cause visual sensations. Increasing the number of windows and allowing more 
sunlight to enter can improve the mood of the customer. Light sources consist of two, 
natural light which is obtained from sunlight from the outside and artificial light where 
light is obtained from inside such as lamps. Lighting gives the impression of space 
and shape. 
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2. Music Background 
It affects the length of time customers are in a store because music can make the 
atmosphere comfortable for customers while shopping. In addition, the existence of 
music services will provide a more relaxed atmosphere to customers. Music should 
not be too loud can interfere with customer comfort when speaking so that the volume 
that can be given must be really in accordance with the hearing standards not too 
loud or too small. 

3. Temperature  
Covering a comfortable room temperature for customers. The temperature is not too 
hot or too cold. The temperature is quite cold will make customers feel sick. There are 
two systems to regulate air coolness, namely natural systems (outdoor air) and 
mechanical systems (Air Conditioning). 

4. Aroma  
Includes scents that can be the trademark of the store. Aroma also causes a reaction 
from food that will affect the sense of smell which can cause customers to want to buy 
again. The intensity and properties of the scent are apparently influential as long as 
they are not violated or excessive. 

5. Layout  
The layout of the store is the physical arrangement and placement of fixed equipment 
items, and the layout of the store. The layout of a store is designed to allow customers 
to walk around, display goods or services, and generally draw in and increase sales. 

6. In-store alluring decorations 
Display, or decoration, is something that can draw customers and be a feature. 
Display has two functions: it informs customers and enhances the store's ambiance, 
both of which can boost sales and profits. 

 
Hypothesis 
The Influence of Store Atmosphere on Purchase Decisions 
According to research findings backed by Arianto & Satrio (2020), Tantowi & Pratomo 
(2020), and Tansala et al. (2019), there is a positive and cognitive influence of store 
atmosphere on purchasing decisions. These findings, however, contradict the findings 
of Lutfi & Irwanto (2017) and Erianto & Mahariono (2018) research, which found no 
positive and substantial influence of store atmosphere on purchase decisions. 
H1 : The atmosphere of the store has a positive effect on the purchase decision. 

 
The Influence of Location on Purchase Decisions 

Based on research findings backed by Elly (2018) and Hidayat (2020), who claimed 
that location had a positive and cognitive impact on buying decisions, the relationship 
between location and decisions is examined. In contrast, research by Bala (2022), 
Hardiansyah et al. (2019), and Cynthia et al. (2022) found no significant influence of 
location on purchasing decisions. 
H2 : Location has a positive effect on the Purchase Decision 
 
The Influence of Price Perception on Purchase Decisions 

Price perception and purchase decisions are related. According to a study by Abdilla 
& Husni (2018), price perception significantly influences consumer decisions to buy, 
while Mardiasih (2020) found no significant relationship between price perception and 
consumers' decisions to buy. 
H3 : Price Perception has a positive effect on the Purchase Decision.  

RESEARCH METHOD 
 

Ternate City, North Maluku Province, served as the site for this study. All customers who 
made purchases at Arabeauty stores between November 2023 and January 2024 
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comprised the population used in this study. This study's sample strategy combines 
purposive sampling with a non-probability approach. 
 
Men and women between the ages of 16 and 50 who have made purchases from the 
store make up the study's sample criteria. The formula used by Hair et al. (2018), which 
multiplies the number of indicators by 5–10, determines the number of samples collected. 
In this study, the number of samples is 119, determined by multiplying the indicator by 
7. This study used quantitative data as its data type, and a questionnaire was employed 
as its data gathering method. A closed questionnaire was employed in this investigation. 
examination of quantitative data with the aid of the PLS 4.0 software. 
 

RESULTS 
 
The study's sample of respondents was categorized according to their income, 
occupation, age, and gender. In order to gather the necessary data and information, 119 
respondents were sampled by completing a questionnaire that was disseminated using 
Google Form. The characteristics of the study's respondents are as follows: 

 
Table 1. Respondent Characteristics 

Respondent Characteristics Frequency Percentage 

Gender 
Female 112 94,12% 

Male 7 5,88% 

Total 119 100,00% 

Age 

16-30 y.o. 116 97,48% 

31-40 y.o. 3 2,52% 

41-50 y.o. 0 0,00% 

Total 119 100,00% 

Job 

Students 89 74,79% 

Civil Servant 3 2,52% 

Entrepreneur 1 0,84% 

Others 26 21,85% 

Total 119 100,00% 

Income  
< Rp2.000.000 93 78,15% 

> Rp2.000.000 26 21,85% 

Total 119 100,00% 

Source: Processed Primary Data (2024) 

According to Table 1, the gender-based features of the respondents reveal that 
there are 112 (94.12%) female respondents, significantly more than the 7 (5.88%) male 
respondents. Which is because women tend to prefer shopping for cosmetics to increase 
self-confidence compared to men. (Nash et al., 2006) stated that women who use 
makeup are considered more competent, pleasant, and trustworthy than without makeup 
so that appearance is considered important for women.  

Respondent characteristics based on age show that at the age of 16-30 there are 
116 (97.48%), at the age of 31-40 there are 3 (2.52%) and at the age of 41-50 (0.00%). 
The difference in the age of respondents from 16-30 is 116 (97.48%) which is much 
higher in cosmetic shopping rates compared to the age of 31-40 there are 3 (2.52%) and 
also the age of 41-50 (0.00%). Because teenagers and adults will shop for cosmetics or 
skincare more often to prioritize appearance and build self-confidence, so they tend to 
be more aware of the importance of early skin care. However, at the age of 41-50 years, 
they tend to have different spending priorities such as household needs and children's 
education than external appearance, besides that they are also less influenced by the 
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latest beauty trends and prefer products that have been proven to be suitable for their 
skin (Mahendra & Ardani, 2015). 

Respondent characteristics based on occupation, it was found that respondents 
who had student jobs were 89 (74.79%), civil servants were 3 (2.52%), entrepreneurs 
were 1 (0.84%), and others were 26 (21.85%). These results indicate that purchasing 
decisions at cosmetic stores are greater for students than for civil servants, 
entrepreneurs and others. This is because basically students or students often use 
cosmetics or skincare as a way to build self-confidence, so they always follow certain 
beauty trends so that they increase the desire to try and buy new products (Fadli et al., 
2023). 

Furthermore, the characteristics of respondents based on expenditure where < 
Rp2,000,000 were 93 (78.15%) and income > Rp2,000,000 were 26 (21.85%). This 
shows that purchasing decisions made at cosmetic stores are greater for income < 
Rp2,000,000 compared to income > Rp2,000,000. Because the majority of respondents 
with monthly income < Rp2,000,000 still depend on their parents' financial support to 
meet their needs including in terms of purchasing cosmetic products. This can be seen 
from the characteristics of respondents in terms of age, and also occupation. Where the 
age is more dominant from 16-30 and also in the occupation which is on average the 
highest in students. 

 
Convergent Validity Test Results 

The loading factor value for every construct indicator block shows the results of 
the convergent validity test. Convergent validity is evaluated by assuming that the AVE 
value must be greater than 0.5 and that the loading factor value is greater than 0.7 (Hair 
et al., 2021). It is evident from the full-sample test's outer model re-estimation findings 
that the loading factor value for every indicator block for every variable was determined. 
The loading factor value from the re-estimation results is shown in Table 2 below: 

 
Table 2. Results of the Outer Model Re-Estimation of the Full-Sample 

Model Full-Sample 

Variable  Indicator LF Description 

Purchase Decisions 

Y.1. 0,884 

Valid 
Y.3. 0,796 

Y.4. 0,872 

Y.5. 0,895 

Store Atmosphere  

X1.1. 0,740 

Valid 

X1.2. 0,816 

X1.4. 0,844 

X1.5. 0,793 

X1.6. 0,801 

X1.7. 0,776 

X1.8. 0,851 

X1.9. 0,853 

X1.10. 0,816 

Location 

X2.2. 0,837 

Valid 
X2.3. 0,798 

X2.4. 0,817 

X2.5. 0,762 

X2.9. 0,765 
Valid 

X2.10. 0,780 

Price Perception 

X3.1. 0,901 

Valid X3.2. 0,946 

X3.3. 0,907 
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Model Full-Sample 

X3.4. 0,868 

Source: Primary Data processed by SmartPLS 4.0.9.7 (2024) 
 
Since all indicators have loading factor values > 0.7, it is known that all constructs 

of the Store Atmosphere, Location, Price Perception, and Purchase Decision variables 
in the Full-sample test have satisfied the convergent validity requirements based on the 
outcomes of the outer model re-estimation. Thus, it can be said that the construct is 
generally acceptable and legitimate. 

Aside from examining the outcomes of the estimated loading factor values shown 
in the outer loading, the Average Variance Extracted (AVE) value—which is deemed 
valid if the AVE value is > 0.5—is the next tool used to assess convergent validity. Table 
3, which includes the AVE value, is as follows: 

 
Table 3. Value of AVE (Average Variance Extracted)  

Construct 
Full-sampel 

AVE Description 

Purchase Decisions 0,744 

Valid 
Store Atmosphere 0,657 

Location 0,630 

Price Perception 0,821 

Source: Primary Data processed by SmartPLS 4.0.9.7 (2024) 
 
Since every variable construct in the entire sample satisfies the criteria for 

convergent validity testing, all constructs are deemed valid, as indicated by Table 3, 
which also reveals that each variable construct's AVE value is > 5.0. 

 
Reliability Test 

Cronbach's Alpha and Composite dependability values > 7.0 can be used to 
assess a construct's dependability with reflected indicators. The Cronbach's Alpha and 
Composite Reliability values are shown in Table 4 below: 
 

Table 4. Cronbach’s Alpha and Composite Reability  

Full-
sampel 

Konstruk 
Cronbanch's 

Alpha 
Composite 
Reliability  

 
Store Atmosphere 0,934 0,945  

Location 0,883 0,911  

Price Perception 0,927 0,948  

Purchase Decisions 0,885 0,921  

Source: Primary Data processed by SmartPLS 4.0.9.7 (2024) 
 

Since all of the constructs have satisfied the dependable criteria, it can be said 
that they all have a good level of reliability. Table 4 above displays the results of the 
computation of Cronbach's Alpha and Composite Reliability for all constructs with values 
> 0.7. All test constructs have satisfied the validity and reliability requirements, according 
to the validity test, which includes reliability, discriminant, and convergent validity tests. 
Thus, structural capital or inner model testing can be used to continue. 

 
Structural Model Testing (Inner Model) 
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The goal of structural model testing, also known as inner model in PLS, is to 
ascertain how constructs, significant values, and R-square relate to one another. The 
path coefficient value for the independent variable and R-square for the dependent 
variable will be used to assess the structural model (Sarstedt & Liu, 2024). The better 
the prediction model of the suggested research model, the higher the R-square value. 
The estimation of the determination coefficient (R-square) yielded the following results: 
 

Table 5. Value of R-square 

Nilai R-Square 

Variable Test 
R-

Square 
R-Square adjusted Criteria  

KP (Y) Full- Sampel 0,535 0,523 Moderate  

Source: Primary Data processed by SmartPLS 4.0.9.7 (2024) 
 
Table 5 explains that the adjusted R-square for the Purchase Decision variable 

(Y) in the Full-sample test was 0.523, meaning that 52.3% of the factor is influenced by 
Store Atmosphere, Location, and Price Perception, with the remaining 47.7% being 
influenced by variables not included in the study. The Full-sample research model falls 
into the moderate range. This suggests that the independent factors (store environment, 
location, and pricing perception) may explain and impact the variation of the dependent 
variable (purchase decision), as indicated by the adjusted R-square value of 52.3%. This 
graphic illustrates a moderate model prediction, meaning that while the model makes 
good predictions, it is not very effective in explaining fluctuations in the data. And the 
independent variables in this model are unable to account for the remaining 47.7% 
(100% - 52.3%). 

 
Hypothesis Testing 

With a significance threshold of 0.05, the bootstrapping approach is used in this 
study's analysis. This study will employ one-tailed testing since the direction of the link 
between the variables is obvious. The T-statistic value, as determined by one-way 
hypothesis testing, is more than 1.98 (Hair et al., 2019). Table 6 below provides an 
overview of the hypothesis test findings for the entire sample used for the test: 

 
Table 6. Summary of Hypothesis Test Results 

Model 
Ful-Sampel  

B t Sig  

Store atmosphere → Purchase Decisions 0,313 3,617 0,000  

Location → Purchase Decisions -0,033 0,362 0,718  

Price Perception → Purchase Decisions 0,486 5,538 0,000  

R-Square 0,535  

Adjusted R-Square 0,523  

Source: Primary Data processed by SmartPLS 4.0.9.7 (2024) 

 
The hypothesis test's findings can be explained as follows in light of Table 6's 

bootstrapping test results: 
Store atmosphere has a favorable impact on purchasing decisions, according 

to the full-sample test findings, which yielded a path coefficient value of 0.313 and a T-
statistic value of 3.617> 1.98. Purchase decisions are therefore positively impacted by 
the store atmosphere variable. This suggests that customers are more likely to make a 
purchase when the store atmosphere is better. Thus, the first hypothesis—that store 
atmosphere influences purchases favorably—is accepted. 
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The full-sample test yielded a path coefficient value of -0.033, a T-statistic value 
of 0.362 <1.98, and a Sig. value of 0.718> 0.05, indicating that location has no positive 
impact on purchase decisions. This indicates that decisions about what to buy are not 
positively impacted by the location variable. This suggests that a person's location has 
no bearing on their decision to buy. Thus, the second hypothesis—that location 
influences decisions to buy—is disproved. 

Price perception positively influences purchase decisions, according to the Ful-
sample test, which yielded a path coefficient value of 0.486 and a T-statistic value of 
5.538> 1.98. Purchase decisions are therefore positively impacted by the price 
perception variable. This suggests that a higher selling price has the potential to 
influence more purchases. Therefore, hypothesis 3—that price perception influences 
decisions to buy—is accepted. 

 
Discussion 
The Influence of Store Atmosphere on Purchasing Decisions 

The store atmosphere at Arabeauty is in the high or good criteria which can be 
seen from the descriptive value of the respondents' responses to each question item. 
Where the highest value of respondents' responses in the Full-sample test is in question 
item X1.6 with the question "The air temperature at the Arabeauty Store makes me 
comfortable shopping". The majority of respondents stated that it is important for the 
appropriate air temperature to be an important factor in making a purchase. Because 
with a cold or appropriate air temperature, consumers can feel comfortable and can 
make purchases without rushing. The high value after question item X1.6 is X1.9 with 
the statement "the product arrangement system at the Arabeauty store is very neat". The 
majority of respondents are very facilitated by the neat arrangement of products at the 
Arabeauty store. This can make it easier for respondents to find something and also 
make respondents able to see clearly so that they can find products easily and 
comfortably when making purchases. 

Where, the lowest value in the full-sample test is in the question item on 
statement item X1.8 with the statement "installing product instructions makes it easy for 
me to find the products I want". The majority of responses stated that product signs are 
important. Where, clear product signs can help consumers find their needs and make 
purchases. Arabeauty Store has signs that do not match the type of product arranged, 
this often makes consumers confused about finding the products they need. Customers 
will be able to locate the things they desire more quickly and easily if clear and accurate 
signs are installed. 

The findings of Tansala et al. (2019) study support the notion that Gramedia 
Manado customers' purchasing decisions are positively and significantly influenced by 
the store's atmosphere, which includes the exterior (including the shop sign, entrance, 
and display), the interior (including the floor, color and lighting, aroma, music, and air 
temperature), and the layout (including the placement of the equipment, merchandise, 
and facilities). 

The ambiance can affect how much a customer enjoys their shopping experience 
and can make it cozy and pleasurable. A pleasant shopping environment will encourage 
customers to spend a lot of time and money (Ikka et al., 2024). Thus, it may be concluded 
that customers will make more purchases at a store with a better retail atmosphere. 
According to earlier research, store atmosphere has a positive and considerable impact 
on purchasing decisions (Arianto & Satrio, 2020; Tantowi & Pratomo, 2020), 

 
The Influence of Location on Purchasing Decisions 

The location of the Arabeauty store is at the highest criteria as seen from the 
respondent's response value for each Ful-sample test in item X2.10 with the statement 
"The Arabeauty store has a safe environmental location". The majority of respondents 
stated that the environmental location of the Arabeauty store is safe because the 
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Arabeauty store is close to the shopping center so that respondents do not feel disturbed 
and afraid when shopping. The Arabeauty store also has a place to store respondents' 
belongings so that when respondents come to shop, they are no longer worried about 
their previous purchases. 

The location of the Arabeauty store is at the low criteria as seen from the 
respondent's response value for each Ful-sample test in item X2.3 with the statement 
"the Arabeauty store is located right on the main road". This indicates that location is 
generally considered an important factor for consumers because choosing the right and 
good location will further increase purchasing decisions at the Arabeauty store in Ternate 
City. 

However, this is not the case with Arabeauty consumers, even though the store 
location is not good and difficult to find, it does not become a barrier for consumers to 
make purchases. The majority of respondents stated that the location of the Arabeauty 
store is not on the main road so it is difficult to find and also takes time to find the location 
of the Arabeauty store which is far from the main road, and also the absence of signs or 
distance markers for the store from the main road access which makes it difficult for 
consumers to find the location of the Arabeauty store. However, consumers prefer to still 
make purchases. Because consumers do not really consider the location aspect when 
making purchases, but rather consumers prioritize other factors such as a comfortable 
store atmosphere and good prices. 

Additionally, prior study supports the findings of Hardiansyah et al. (2019), who 
found that location had a negligible and unfavorable impact on purchasing decisions. 
Additionally, according to Cynthia et al. (2022), location is not a major factor in 
purchasing decisions and has a partial zero impact. 

 
The Influence of Price Perception on Purchasing Decisions 

Price perception is in the high or very good criteria as seen from the descriptive 
responses to each question item. With the highest value of respondent responses for 
each Full-sample test, there is statement item X3.2 with the statement "The Arabeauty 
store has product prices that match the quality of the products offered". This indicates 
that the majority of respondents stated that the price perception offered by the Arabeauty 
store is good and respondents feel that with a good price they have been able to get 
quality products where the price of the product at the Arabeauty store indicates that even 
with an affordable price, respondents still get good and appropriate quality, so 
respondents do not hesitate to make purchases at the Arabeauty store. 

Price perception is in the low criteria as can be seen from statement item X3.1 
with the statement "The Arabeauty store has a more affordable selling price". This is 
because the majority of respondents prioritize product quality and benefits compared to 
costs. Respondents prefer to make purchases at a good price so that they get good 
quality products. These findings are consistent with research by Mardiasih (2020), which 
found that price perception significantly and favorably influences purchasing decisions. 
Thus, it may be concluded that customers will buy more from the store if they have a 
positive view of the prices. This study is corroborated by earlier studies by Abdilla & 
Husni (2018), which found that price perception significantly influences consumers' 
decisions to buy. 
 

CONCLUSION 
 

The following are some conclusions drawn from the findings of this study, which 
are based on the previously described research findings: 
1. According to the Ful-sample test, the Arabeauty Store in Ternate City's store 

atmosphere positively influences customers' decisions to buy; the better the store 
atmosphere, the more the customer will buy. 

https://www.ejournal.aibpmjournals.com/index.php/JICP


 
Journal of International Conference Proceedings (JICP) Vol. 7 No. 2, pp. 539-552, 
November, 2024 
P-ISSN: 2622-0989/E-ISSN: 2621-993X 
https://www.ejournal.aibpmjournals.com/index.php/JICP 

550 

 

2. According to the Ful-sample test, the location of the Arabeauty store in Ternate City 
has no beneficial impact on customer decisions to buy, indicating that location has no 
bearing on consumer choices. 

3. According to the Ful-sample test, price perception positively influences decisions to 
buy at the Arabeauty Store in Ternate City, indicating that pricing plays a significant 
role in decisions to buy; the better the price, the larger the purchase. 

 
The author offers recommendations that are anticipated to be input and 

advancements for the future based on the current conclusions. The recommendations 
made are: 
1. It is necessary to continue to improve and develop a good store atmosphere, for 

example, paying more attention to the arrangement of product signs so that they are 
easier to reach and more precise in choosing music so as not to disturb consumers 
when making purchases. So that consumers can feel comfortable when making 
purchases at the Arabeauty store in Ternate City. 

2. It is necessary to continue to improve and develop a good location, for example, it is 
better to optimize facilities, for example, installing signs indicating the distance of the 
location from the main road to the Arabeauty store because it can make it easier for 
consumers to search for the location of the store to visit in order to increase comfort 
for consumers who make purchases at the Arabeauty store. 

3. It is necessary to continue to improve and develop a good price perception, for 
example, considering the selling price of the product by conducting a survey to ensure 
that the price of the product sold is considered reasonable and affordable for 
consumers at the Arabeauty store in Ternate City. 

4. For further researchers, it is recommended that they can further develop the scope of 
the research in order to observe what factors can influence purchasing decisions. 

 
LIMITATION (OPTIONAL) 
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