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Penurunan jumlah transaksi dan pendapatan usaha UMKM Due Cafe di Kecamatan Bumiayu selama empat tahun terakhir menjadi fenomena terkait keberlangsungan dalam usahanya tersebut. Penelitian ini bertujuan untuk mengetahui pengaruh penggunaan quick response code indonesian standard (Qris), harga, promosi dan kualitas pelayanan terhadap keputusan pembelian. Data diperoleh dari 210 responden konsumen umkm due cafe yang dijadikan responden menggunakan kuesioner dan dianalisis dengan SEM melalui SmartPLS. Hasil analisis menunjukkan bahwa: 1) variabel   penggunaan quick response code indonesian standard (QRIS) X1 terbukti berpengaruh positif terhadap keputusan pembelian. 2) variabel harga X2 terbukti berpengaruh positif terhadap keputusan pembelian. 3) promosi X3 terbukti berpengaruh positif terhadap keputusan pembelian. 4) kualitas pelayanan X4 terbukti tidak berpengaruh.
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The decline in the number of transactions and business revenue of the MSME Due Cafe in Bumiayu District over the past four years has become a phenomenon related to the sustainability of the business. This study aims to determine the effect of the use of the Indonesian Standard Quick Response Code (QRIS), price, promotion and quality on purchasing decisions. Data were obtained from 210
MSME  consumer  respondents  because  the  cafe  used  as  respondents  used  a
questionnaire and was analyzed with SEM through SmartPLS. The results of the analysis show that: 1) the variable of the use of the Indonesian Standard Quick Response Code (QRIS) X1 has been shown to have a positive effect on purchasing decisions. 2) the price variable X2 has been shown to have a positive effect on purchasing decisions. 3) promotion X3 has been shown to have a positive effect on purchasing decisions. 4) service quality X4 has been shown to have no effect.
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