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Abstract. This research aims to explore the effects of product quality and price on buying 
decision for coffee product by Strada Coffee in Semarang. Sample size in this research is 96 
respondents, while data are gathered by distributing Likert-scale questionnaire to all coffee 
consumers of Strada Coffee Semarang. Variables studied in this research are product quality 
and price as independent variables and buying decision variable as dependent variable. The 
findings reveal that product quality has effect on buying decision, while price has no effect          
at all. 
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I. INTRODUCTION 
 

The number of coffee lovers in this 
millenal era is rapidly increasing, and this fact 
has become the focus of attention for business 
actors. This fact has been proven by the 
increasing number of coffee consumption in 
Indonesia (Sari, Tety, & Eliza, 2016). Data 
from Association of Indonesian Coffee 
Exporters and Industries (2017) shows that in 
2010, coffee demands in Indonesia reached 190 
millions kg, and in 2016 that number increased 
to 300 million kg, increased nearly 70% in just 
seven years. Indonesian people’s habits to 
gather together for chatting and enjoying a cup 
of coffee has now  become Indonesian life style 
(Cita, 2015). This is in line with the growth of 
cafes in Indonesia, which is now amounting to 
more than 10.000 cafesand is predicted to 
continue to grow. In 2013-2017, the total 
revenue from cafe sector was estimated to 
increase from USD 3.4 billions to USD 4.16 
billions. These facts prove that the number of 
coffee lovers in Indonesia is growing, since 
having coffee as breakfast or for afternoon 
break, either before or after activities, has become 

a routine for Indonesian people (Sudiyarto, 
Widayanti, & Kresna, 2012). 

The development of cafe business has 
spread in several big cities in Indonesia, one of 
which is Semarang city. In this city, the 
number of cafes that sell speciality coffee is 
growing and increasing up to five times. The 
growth of coffee shop in Semarang has 
appealed to coffee shop entrepreneurs in 
Semarang, such as Strada Coffee, Kelas Kopi, 
Antara Kata, Black Bone Coffee, and Peacook 
Coffee.This increasing number of coffee shops 
also triggers the growing competition among 
them. A cup of coffee or a dish can be one factor 
that influences a consumer to determine his or 
her buying decision. Furthermore, consumers 
tend to try buying product that has unique taste 
(Daengs, Mahjudin, & Hufron, 2012).  

Besides product quality that is offered, 
affordable price which fits the serving portion 
will also influence people to decide buying 
drinks in a coffee shop. Therefore, price factor 
must be given full attention to convince 
consumers that every rupiah that they spend 
worth the benefits gained (Kaihatu, 2012).      
A coffee shop crowded with coffee lovers is          
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