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Abstract

The aim of this research is to explain the influence of price, product quality and
promotion on jewelry purchasing decisions at the Agung Amertha Kencana Gold Shop,
Tabanan. The population of this research is consumers who buy jewelry at the Agung
Amertha Kencana Gold Shop. The technique used is purposive sampling. The number of
samples determined was 130 respondents. The data collection method uses a
guestionnaire. The data analysis technique used is multiple linear regression analysis.
The results of the analysis show that the influence of price, product quality and promotion
has a positive effect on jewelry purchasing decisions at the Agung Amertha Kencana
Gold Shop, Tabanan. This research is expected to provide relevant and useful input for
related companies in efforts to improve company performance through the prices offered,
product quality and promotions. In order to increase company profitability by developing
innovative programs.
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INTRODUCTION

Changing times cause changes in consumer behavior. Research (Kotler & Keller,
2016) states that consumer behavior is the study of how individuals, groups, or
organizations choose, buy, use, or dispose of products, services, ideas, or experiences
to satisfy their needs and desires. This consumer behavior has an influence in changing
the understanding of human needs. Based on the type of need, it is divided into three,
namely: basic or primary needs, complementary or secondary needs, and complementary
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needs that are prestigious or tertiary in nature. In this group, tertiary needs are the most
luxurious needs and are only owned by certain people. However, currently, it can be seen
that tertiary needs have the same position as primary needs, for example gold jewelry.
Gold jewelry is no longer completely a tertiary item because most consumers want to own
it. Gold jewelry is an object that many people like or are interested in, where this object
has a meaning of prosperity. The function of gold jewelry is: to beautify oneself, as
currency, and as a means of exchange for transactions.

The development of the gold trade in Bali is currently quite rapid, especially in
Tabanan Regency. Tabanan Regency is a district that has a population of 73,443 people.
This makes the people of Tabanan district able to have prosperity (Tabanankab, 2023).
It has become the culture and habit of local people to wear gold jewelry in many traditional
and religious events. Research (Igbal & Firman, 2022) suggests that gold investment
attitudes have been high in the last three years because they were based on need and
also on the basis of desire due to fear of a decline in the currency and avoiding a recession.

One of the gold shops in the Tabanan area of Bali is the Agung Amertha Kencana
Gold Shop which was founded in 1990, located at Jalan Gunung Semeru Tabanan (shop
in Tabanan Market). This shop operates in the gold trading sector and has competitors,
which are also in the Tabanan market. Competitors compete to win the hearts of
consumers in various ways such as promotions, price competition and product quality.
Many competitors offer a wide selection of similar jewelry with good quality and
competitive prices. So, this makes Agung Amertha Kencana Gold Shop have to put more
effort into determining the right strategy in marketing its gold jewelry, especially strategies
consisting of price, product quality and promotion. In terms of price, try to ensure that the
prices set are competitive with the prices set by other gold shops. Apart from that, the
quality of the jewelry sold must also be considered so that it can provide satisfaction to
customers who buy in the shop and are willing to buy again. Agung Amertha Kencana
Gold Shop promotes its sales using Instagram, Facebook and WhatsApp media to
introduce its shop. According to Kotler and Armstrong (2016: 104) consumer purchasing
decisions are influenced by several factors, namely price, promotion and product quality.

Research by Kotler and Armstrong (2016: 132) shows that price is the amount of
money spent on a product or service, or the amount of value exchanged by consumers
to obtain benefits, ownership or use of a product or service. Research (Kotler & Armstrong,
2008:75) Product quality is a characteristic of a product or service that depends on its
ability to satisfy customer needs. Promotional strategy is a combination of advertising,
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personal selling, sales promotion and publicity into an integrated program to communicate
with buyers and other people which will ultimately influence the decision to purchase a
product.

Previous research researched by Alfin Karim (2019) stated that price variables
have a positive effect on purchasing decisions. Meanwhile, research (Khumairo, 2018)
states that price has no effect on purchasing decisions. Based on this previous research,
researchers will conduct the same research but in a different case study, namely the case
study of gold sales. Based on research (Kristian & Widayanti, 2016) it is stated that
product quality has a positive effect on purchasing decisions. Meanwhile, research
(Pandensolag & Hendra, 2015) states that product quality has no effect on purchasing
decisions. In other research variables, according to Alvin Karim (2019), the promotion
variable partially has a positive and significant effect on purchasing decisions. Meanwhile,
according to (Syahrial & Yusroni, 2017), promotional variables do not have a significant
effect on purchasing decisions. The existence of this research gap makes researchers
research these variables further.

Based on the theory and description, the following hypothesis can be concluded:

H1: Price has a positive and significant effect on purchasing decisions

According to research (Rizky & Ayu, 2023) it is also suggested that there is a
positive and significant influence of the price variable on purchasing decisions. This is in
line with research (Puspita & Rahmawan, 2021) which shows that price has a significant
positive effect on purchasing decisions, consumers will decide to make a purchase if the
price offered by the producer is as desired by consumers.

H2: Product quality has a positive and significant effect on purchasing
decisions

According to research by Puspita & Rahmawan, 2021 Quality is a consideration for
someone when seeing how a product is. The quality of a product that has good quality
can influence someone in making a purchasing decision. In line with research (Rizky &
Ayu, 2023) it is also stated that there is a positive and significant influence of product
quality variables on purchasing decisions. this is in line with research (Puspita &
Rahmawan, 2021)

H3: Promotion has a positive and significant effect on purchasing decisions
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Promotion is a type of company marketing activity aimed at encouraging demand.
The more intensive the promotional activities carried out by the company, the more
interested and influenced consumers will be so that ultimately consumers will buy the
products produced and offered by the company (Raras, 2014: 24). Sandra's (2023)
research also suggests that there is a positive and significant influence of promotional
variables on purchasing decisions. In line with research by Putri Zafira (2023) which
shows that the influence of promotions has a significant positive effect on purchasing
decisions. Promotions also influence consumer purchasing decisions.

H4: Price, product quality and promotion have a positive and significant effect
on purchasing decisions

According to research (Lestari & Ayu, 2023) suggests that there is a simultaneous
influence, namely where price, product quality and promotion jointly influence purchasing
decisions. This is in line with research by Benedektus (2023) which also shows that there
is a positive and significant influence of price, product quality and promotion on
purchasing decisions and research from Rusli, Anderson (2023) that price, product quality
and promotion have a positive and significant influence. on purchasing decisions

Product Purchasing
quality Desicion

promotion

Figure 1. Research Conceptual Framework
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RESEARCH METHODS

The approach used in this research is a quantitative approach in associative form.
This research was conducted in Tabanan City. The reason the researcher chose Tabanan
City as the research location was because the study at this jewelry shop was located at
Jalan Gunung Semeru Tabanan (Tabanan Market). The consideration underlying the
researchers in choosing the location was that the Agung Amertha Kencana Gold Shop is
a gold shop that is famous and known for a long time by the people of Tabanan Regency.
The research object used in this research is consumer behavior, especially purchasing
decisions at the Agung Amertha Kencana store which is influenced by price, product
qguality and promotions. In this research, the independent variables or independent
variables are: price (X1), product quality (X2) and promotion (X3). use, word of mouth
and brand image. which is symbolized by X. In this research the dependent variable or
dependent variable is the Purchase Decision (Y).

Table 1. Research Variable Indicators

Variable Indicator Source
X.1.1 | Price match. Gronholm (2012);
. X1.2 | Affordability. : .
Price (X1) i . . Nugraheni & Ferdinand
X1.3 | Competitive prices with other
(2013).
products.
X2.1 | Product Value. . _ .
Product Quality | X2.2 | Product Packaging. SI;??gézlogl)-Z)c’;zﬁtﬁc\:; el
(X2) X2.3 | Product Durability. (2(’)12)
X2.4 | Product variety '
X3.1 | Interesting advertisement.
. X3.2 | Accuracy of prpmotlonal media. Isoraite (2016): Prastiwi
Promotion (X3) | X3.3 | The message in the
. . (2012)
advertisement is easy to
understand.
Y1.1 | The stability of consumer desires
Purchase for the product Shobayar & Rumyeni,
Decision (Y) Y1.2 | Consumers like the product (2018)
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Y1.3 | Recommend products to others
Y1.4 | Consumer Repurchase.
Source:data processed, 2023

Primary data in this research was obtained completely from respondents through
a list of questions asked in the form of a questionnaire. Primary data collected includes
respondents’ identity data, respondents’ opinions regarding purchasing decisions
regarding price, product quality, promotions and consumer purchasing decisions at
Agung Amertha Kencana Gold Shop. Secondary data in this researchobtained from
literature, previous research journals.

The data measurement method used uses a Likert scale. The sample is part of the
number and characteristics of the population (Sugiyono, 2016: 194). The sample
collection technique used was the purposive sampling method.This research uses
multiple regression analysis. The criteria for determining the sample in this research are
as follows:

1) The minimum education level is SMA/SMK equivalent with an age range starting
from 19 years on the grounds that the person can understand the meaning of the
guestions to be asked and is able to answer questions objectively.

2) Respondents are consumers of Toko Agung Amertha Kencana who live in
Tabanan City

3) Respondents are consumers who have shopped or purchased gold products at
Toko Agung Amertha Kencana in Tabanan City.

The data analysis technique used is the classical assumption test, descriptive
statistics, multiple linear regression analysis, f test (simultaneous test), t test (partial test),
coefficient of determination test (r2). The classical assumption test is where a model
theoretically will produce the correct estimator parameter values if it meets the
requirements of the classical regression assumptions, which include normality,
multicollinearity and heteroscedasticity tests.Descriptive statistics used in this research
include minimum, maximum, average and standard deviation values. Multiple regression
analysis is a tool for predicting the value of the influence of two or more independent
variables on one dependent variable.

The F statistical test basically shows whether all the independent or independent
variables intended in the model have a joint influence on the dependent or dependent
variable. The t statistical test shows how much influence an explanatory or independent
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variable individually has in explaining variations in the dependent variable and is used to
determine whether it exists or not. The coefficient of determination (R2) aims to determine
how much the independent variable is able to explain the dependent variable.

DISCUSSION RESULT

Research data was obtained from the results of a questionnaire that was answered
by respondents who were consumers who lived in Tabanan and had shopped or
purchased gold products at Toko Agung Amertha Kencana in Tabanan City. Respondent
characteristics include age, gender, occupation and income of respondents.

Table 2. Characteristics of Respondents

Amount Percentage
No Characteristics Classification Respondent | Respondent
(person) (percent)
Man 45 35
1 Gender Woman 85 65
Amount 130 100
19-25 32 25
26 - 35 41 32
2 Age (years) 36 - 45 33 25
> 45 24 18
Amount 130 100
Student / Students 22 17
PNS/TNI/POLRI 8 6
3 Current job Private employees 41 32
Self-employed Other 37 28
22 17
Amount 130 100
<5 55 42
Income/money 5-10 42 32
4 monthly pocket 10-20 21 16
(Rp., Million) =20 12 9
130 100
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Amount

This shows that consumers have shopped at the Agung Amertha Kencana Gold
Shop in Tabanan city. In this study, the dominant gender was women with a total of 85
people or 65 percent, while men were 45 people or 35 percent.

The table above shows that the majority of consumers who have shopped at the
Agung Amertha Kencana Gold Shop in the city of Tabanan who participated in filling out
this questionnaire are aged 26-35 years. Based on current employment, private
employees dominate participating in filling out this questionnaire with 41 people or 32
percent. In terms of monthly income < Rp. 5,000,000.00 dominates with 55 people or 42
percent compared to the smallest range, namely > Rp. 45,000,001.00 with 12 people or
9 percent.

The results of the recapitulation of validity tests in this research are presented in
the following table:

Table 3 Validity Test Results

Variable Indicator Corre_lqtlon Sl.g ' (2- Information
coefficient tailed)
X1.1 0.919 0,000 Valid
Price (X1) X1.2 0.907 0,000 Valid
X1.3 0.882 0,000 Valid
X2.1 0.902 0,000 Valid
Product quality X2.2 0.954 0,000 Valid
(X2) X2.3 0.936 0,000 Valid
X2.4 0.941 0,000 Valid
Promotion X3.1 0.917 0,000 Valid
(X3) X3.2 0.937 0,000 Valid
X3.3 0.915 0,000 Valid
Y1 0.907 0,000 Valid
Purchase Y2 0.943 0,000 Valid
decision (Y) Y3 0.901 0,000 Valid
Y4 0.899 0,000 Valid
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Source:data processed, 2023
The validity test results in the table above show that all variables have a correlation
coefficient value with a total score of all statement items greater than 0.30. This shows
that the statement items in the research instrument are valid.
A recapitulation of the research instrument reliability test results can be seen in

Table 4 below.
Table 4 Reliability Test Results
No. Variable Cronbach'’s Information
Alpha
1 | Price (X1) 0.891 Reliable
2 | Product quality (X2) 0.950 Reliable
3 | Promotion (X3) 0.912 Reliable
4 | Purchase decision (Y) 0.933 Reliable

Source:data processed, 2023

The reliability test results in table 4 show that all research instruments have a
Cronbach's Alpha coefficient of more than 0.70. It can be said that all instruments are
reliable so they can be used to conduct research.

Descriptive analysis was carried out to determine the characteristics and
responses of respondents to each statement. All variables are described using average

values. Namely by:
_(Nilal batas terting gi - nilai batas Lterendah)

Interval Value
Total nilal yang digunakan

=6B-03g
5

Based on the interval range results, criteria for construct measurement results can
be prepared as follows:

Score Value Criteria

1.00 -1.80 Very low

1.81-2.60 Low

2.61 —-3.40 Medium/Fair
340
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3.41-4.20 Tall
4.21 -5.00 Very high

Table 4. shows the results of descriptive statistical analysis.

Table 5 Descriptive Statistics

STS T.S N S SS Total | Average | Criteria
Price match (X1.1) 2 1 20 7 50 542 | 4.17 Good
Affordability (X1.2) 2 1 21 56 50 541 | 4.16 Good
Price competitiveness (X1.3) 1 3 26 62 38 523 | 4.02 Good
X1 Average price variable score ‘ 1606 ‘ 4.12 Good
Product value (X2.1) 3 4 11 59 53 545 | 4.19 Good
Product packaging (X2.2) 2 3 10 51 64 |562 |4.32 ;/sx
. Very
Product packaging (X2.3) 2 3 9 56 60 559 | 4.30 good
. Very
Product variety (X2.4) 2 3 12 53 60 556 | 4.28 good
. . Very
X2 Average score of product quality variables 2222 | 4.27 good
Attractive ads(X3.1) 2 1 21 68 38 529 | 4.07 Good
Accuracy of promotional media (X3.2) 2 3 15 66 44 537 | 4.13 Good
Easy to understand ads (X3.3) 2 4 22 62 40 524 | 4.03 Good
X3 Average promotional variable score ‘ 1590 ‘ 4.08 Good
Product stability (Y1.1) 2 4 12 53 59 |553 |4.25 gsx
. Very
Consumers like the product (Y1.2) 1 4 13 54 58 554 | 4.26 good
Recommend product (Y1.3) 1 5 16 54 54 545 | 4.19 Tall
Repurchase (Y1.4) 1 4 17 56 52 544 | 4.18 Tall
Y1 Average score of purchasing decision variables | 2196 | 4.22 ;/s(%
Source:data processed, 2023
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Based on the results of descriptive statistical tests in Table 5, it shows that the
price variable obtained an average value (mean) of 4.12, which means Toko Agung
Amertha Kencana already has good prices. Quality variables

The product obtained an average value (mean) of 4.27, which means that Toko
Agung Amertha Kencana already has very good product quality. The promotional variable
obtained an average value (mean) of 4.08, which means that Toko Agung Amertha
Kencan has good promotion.The purchasing decision variable obtained an average value
(mean) of 4.22, which means that Toko Agung Amertha Kencan already has a very good
purchasing decision.Good.

Table 6 Normality Test Results

One-Sample Kolmogorov-Smirnov Test Unst.andardlzed
Residuals

N 130

Normal Parameters, b Mean .0000000
Std. 1.19673590

Deviation

Most Extreme Differences Absolute ,093
Positive ,093
Negative -.087

Kolmogorov-Smirnov Z 1,062

Asymp. Sig. (2-tailed) ,210

a. Test distribution is Normal.

b. Calculated from data.

Source:data processed, 2023

Based on the analysis results in the table, a significance value of 0.210 is obtained,
which is greater than 0.05. Because the significance value of the Kolmogorov-Smirnov
test is more than 0.05, it can be concluded that the regression equation model has a
normal distribution.

The multicollinearity test aims to test whether in one regression model a correlation
is found between the independent variables. A good regression model is that there is no
correlation between the independent variables.
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Table 7 Multicollinearity Test Results

Variable Tolerance VIF | Information
Price (X1) 0.222 4,506 | Multicol free
Product quality (X2) 0.258 3,883 | Multicol free
Promotion (X3) 0.238 4,206 | Multicol free

Source:data processed, 2023

Based on the table, it can be seen that the tolerance and VIF values for all these
variables show that the tolerance value for each variable is greater than 10% and the VIF
value is smaller than 10, which means the regression equation model is free from
multicollinearity.

This heteroscedasticity test aims to determine whether in the regression model
there is an inequality of variance from the residuals of one observation to another
observation which is carried out using the Glejser test. A good regression model is one
that does not contain symptoms of heteroscedasticity or has homogeneous variance.

Table 8 Heteroscedasticity Test Results

Unstandardized Standardized
Coefficients Coefficients
Std.

Model B Error Beta t Sig.
(Constant) 1,017 ,438 2,319 ,022
Price (X1) .104 071 273 1,459 ,147
Product Quality -.065 ,047 -.240 - ,169
(X2) 1,382
Promotion (X3) -.025 ,067 -.068 -.377 , 707

Source:data processed, 2023

Based on this table, it can be seen that the significance value of the price variable
is 0.147, product quality is 0.169 and promotion is 0.707. This value is greater than 0.05,
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which means there is no influence between the independent variables on the absolute
residual. Thus, the model created does not contain symptoms of heteroscedasticity.

After all the classical assumptions are met, the next step is to present the results
of the multiple linear regression analysis. The calculation of multiple linear regression
coefficients was carried out using regression analysis using SPSS 18.0 for Windows
software, the results obtained were shown as follows:

Table 9 Results of Multiple Linear Regression Analysis

Unstandardized Standardized
Coefficients Coefficients
Model B | Std. Error Beta t Sig.
1| (Constant) ,664 ,640 1,038 ,301
Price (X1) 491 .104 ,357 4,732 ,000
Product  Quality ,382 ,068 ,393 5,608 ,000
(X2)
Promotion (X3) ,296 ,099 ,220| 3,008 ,003
a. Dependent Variable: Purchase Decision (Y)

Source:data processed, 2023
Based on the results of multiple linear regression analysis as presented in the table,
the following regression equation can be created:

Y =a+ bl 0.357 + b20..393 +b3

The regression coefficient value for each independent variable has a t test
significance value of less than 0.05. This shows that all independent variables have a
significant influence on the dependent variable.

Researchers use the adjusted R2 value when evaluating which regression model
is best, because unlike R2, the adjusted R2 value can increase or decrease if one
independent variable is added to the model. The results of the coefficient of determination
test can be seen in the following table:
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Table 10 Coefficient of Determination Test Results (R2)

Std. Error
Estimate

of the
Model R R Square | Adjusted R Square
1 917a ,840 ,837 1.24434
a. Predictors: (Constant), Promotion (X3), Product Quality (X2), Price (X1)

Source:data processed, 2023

A. This table provides results where the adjusted R2 (adjusted coefficient of
determination) is 0.837. This means that variations in purchasing decisions can be
significantly influenced by price, product quality and promotion variables amounting to
83.7 percent, while the remaining 16.3 percent is explained by other factors not explained
in the research model.

The simultaneous test aims to find out whether all the independent variables
identified are suitable for predicting usage decisions together. This test is often also called
the F test. The results of the F test in this research can be seen in the following table:

Table 11 F Test Results

Sum of
Model Squares df [Mean Square F Sig.
1|Regression |1027,396 3 342,465 221,176 ,000b
Residual 195,096 126 1,548
Total 1222.492 129
a. Dependent Variable: Purchase Decision (Y)
b. Predictors: (Constant), Promotion (X3), Product Quality (X2), Price (X1)

Source:data processed, 2023

The table above shows that the F value is 221.176 with a significance of 0.000
which is less than a = 0.05, this means that the model used in this research is feasible.
These results mean that all independent variables are able to predict or explain the
purchasing decision phenomenon. In other words, there is a simultaneous influence of
price, product quality and promotion variables on purchasing decisions.
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The influence of the variables Price, Product Quality and Promotion on employee
purchasing decisions was tested using the t test. The test criteria to explain the
interpretation of the influence between each variable is that if the significance value is
<0.05 then HO is rejected and H1 is accepted. Conversely, if the significance value is >
0.05 then HO is accepted and H1 is rejected.

Table 12. Results of Multiple Linear Regression Analysis

Unstandardized |Standardized
Coefficients Coefficients
Model B [Std. Error Beta t Sig.
1|(Constant) ,664 ,640 1,038 ,301
Price (X1) 491 104 ,357 4,732 ,000
Product Quality ,382 ,068 ,393 5,608 ,000
(X2)
Promotion (X3) ,296 ,099 ,220 3,008 ,003
a. Dependent Variable: Purchase Decision (Y)

Source: Processed data, 2023

The results of the influence test between variables can be explained as follows:
1. The influence of price on purchasing decisions
HO: Price has no effect on purchasing decisions.
Ha: Price has a positive effect on purchasing decisions.

Based on the results of the analysis of the influence of price on purchasing
decisions, a significance value of 0.000 was obtained with a calculated t value of
4.732 and a positive regression coefficient value of 0.491. A significance value of
0.000<0.05 indicates that HO is rejected and Ha is accepted. This result means
that price has a positive and significant effect on purchasing decisions.

2. The influence of product quality on purchasing decisions.
HO: Product quality has no effect on purchasing decisions.
Ha: Product quality has a positive effect on purchasing decisions.
Based on the results of the analysis of the influence of product quality on
purchasing decisions, a significance value of 0.000 was obtained with a calculated
t value of 5.608 and a positive regression coefficient value of 0.382. A significance

value of 0.000 < 0.05 indicates that HO is rejected and Ha is accepted. These
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results mean that product quality has a positive and significant effect on purchasing
decisions.
3. The Effect of Promotion on Purchasing Decisions.
HO: Promotions have no effect on purchasing decisions.
Ha: Promotions have a positive effect on purchasing decisions.

Based on the results of the analysis of the influence of promotions on purchasing
decisions, a significance value of 0.003 was obtained with a calculated t value of 3.008
and a positive regression coefficient value of 0.296. A significance value of 0.003 < 0.05
indicates that HO is rejected and Ha is accepted. These results mean that promotions
have a positive and significant effect on purchasing decisions.

The Influence of Price on Purchasing Decisions

The results of hypothesis testing show thatprice has a positive and significant
effect on purchasing decisions. This means that the better or positive the price given by
the Agung Amertha Kencana gold shop, the more it will increase a person's purchasing
decision to buy gold jewelry at that shop. After the process of searching for information
about the price of a product, consumers will filter prices from several shops that sell similar
products to provide Positive prices are able to influence consumer decisions in choosing
and purchasing a product.

The Influence of Product Quality on Purchasing Decisions

Based on the results of the hypothesis testing analysis, it shows that product
quality has a positive and significant effect on purchasing decisions. This means that the
better or positive the product quality provided by the Agung Amertha Kencana gold shop,
the more it will increase a person's purchasing decision to buy gold jewelry at that shop.
After the process of searching for information about the quality of a product, consumers
will filter the quality of the product from several shops that sell similar products. so that
providing the best product quality can influence consumer decisions in choosing and
purchasing a product.
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The Effect of Promotion on Purchasing Decisions

Based on the results of hypothesis testing, the results of hypothesis testing show
that promotions have a positive and significant effect on purchasing decisions. This
means that the better or more positive the promotion given by the Agung Amertha
Kencana gold shop, the more it will increase a person's purchasing decision to buy gold
jewelry at that shop. After receiving a promotion regarding a product, consumers will filter
the promotions given from several shops that sell similar products so that they can
influence consumer decisions in choosing and purchasing a product.

Implications of Research Results

In theoretical implications, the results of this research have been able to enrich
empirical evidence in the field of marketing management science, especially inexplained
that the factors that influence purchasing decisions are price, product quality, and
promotion.

In Practical implications, based on the results of this research, are used as input
for readers to provide the latest learning for readers and can use thisresearch as a
learning reference to improve purchasing decisions consumer.

Based on the research that has been conducted, several limitations were found in
this research, namely that this research was only conducted in Tabanan City so it cannot
be generalized. An environment that is always experiencing dynamic changes may also
result in several changes related to similar topics and relationships so that this research
needs to be carried out again in the future.

CONCLUSION

Based on the results of the research and discussion in the previous chapter,
several things can be concluded, namelyPrice has a positive and significant effect on
purchasing decisions at the Agung Amertha Kencana gold shop in Tabanan city. Based
on the results of the analysis of the influence of price on purchasing decisions. This
explains that the better the price given, the higher the purchasing decision at the Agung
Amertha Kencana Gold Shop in Tabanan City. Product quality has a positive and
significant effect on purchasing decisions at the Agung Amertha Kencana Gold Shop in
Tabanan City. Based on the results of the analysis of the influence of product quality on
purchasing decisions. This explains that the better the quality of the product provided, the
higher the purchasing decision at the Agung Amertha Kencana Gold Shop in Tabanan
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City. Promotion has a positive and significant effect on purchasing decisions at the Agung
Amertha Kencana Gold Shop in Tabanan City. Based on the results of the analysis of the
influence of product quality on purchasing decisions. This explains that the better the
promotion given, the higher the purchasing decision at the Agung Amertha Kencana gold
shop in Tabanan city.

Suggestions that can be given to companies based on the results of this research
are:Price, product quality and promotion in the results of this research provide a positive
response to purchasing decisions at the Agung Amertha Kencana gold shop in Tabanan
city. However, in this case it is better to continue adding new innovations in the promotion
variable. The company must innovate in the form of word of mouth communication or
more massive advertising to increase the strength of the company's branding. Product
guality variables to improve purchasing decisions at the Agung Amertha Kencana gold
shop in Tabanan city. In the price variable, you must often look at the competitors of the
Agung Amertha Kencana gold shop in Tabanan city so that you always provide
competitive prices to get a wider market share, not only in Tabanan city but other cities in
Bali province. Further researchers can expand the research area and can also add other
variables such as Place, People, Process, Physical Evidence which can influence
purchasing decisions at the Agung Amertha Kencana gold shop in Tabanan city. Apart
from that, you can add a research time span to get updated information considering the
changing times

REFERENCE

Ackaradejruangsri, Pajaree. (2013). The effect of product quality atttributes on Thai’'s
consumer buying decisions. Journal of Asia Pacific Studies, Vol. 3, No. 3, pp. 14-
24.

Al mubarok, lugman igbal. (2015). Pengaruh Kualitas Produk, Harga, Promosi terhadap
Keputusan Konsumen (Studi kasus pada konsumen Wardah Cosmetics di Wardah
Beauty House Yogyakarta)

Alma, Buchari. (2007). Manajemen Pemasaran dan Pemasaran
Jasa.Bandung:CV .Alfabeta.

Amilia, Suri & Nst, M. Oloan Asmara (2017). Pengaruh Citra Merek, Harga, dan Kualitas
Produk terhadap Keputusan Pembelian Handphone Merek Xiaomi di Kota Langsa.
JURNAL MANAJEMEN DAN KEUANGAN, VOL.6, 664-665.

349
IJEBIR, Volume 03 Issue 01, 2024

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Benedektus Wahyu Kusbiyantara (2023) Pengaruh Kualitas Produk Dan Promosi
Terhadap Keputusan Pembelian Melalui Harga Sebagai Variabel Mediasi Rapid
Antigen Sarscov2 Pada Pt. Roche Di Dki Jakarta Program Magister Manajemen
Fakultas Ekonomi Dan Bisnis Universitas Mercu Buana

Anggar Purna Putra, Krisnasakti. 2012. “Analisis Pengaruh Harga, Kualitas Produk, dan
Promosi Terhadap Keputusan Pembelian Sepeda Motor Honda (Studi Kasus pada
Konsumen di Kota Semarang)”. Skripsi. Semarang: Fakultas Ekonomi dan Bisnis,
Universitas Diponegoro.

Cahyono, Edi. (2018). Pengaruh Citra Merek, Harga Dan Promosi Terhadap Keputusan
Pembelian HP Merek Oppo DI Sleman Daerah Istimewa Yogyakarta. Jurnal Bisnis,
Manajemen, dan Akuntansi. Vol 5, No. 1

Devi, Lenggang Kurnia Intan. (2019). Pengaruh Kualitas Produk, Harga, dan Promosi
terhadap Keputusan Pembelian pada MarketPlace Shopee. Fakultas Ekonomi dan
Bisnis Islam. Universitas Negeri Sunan Ampel. Surabaya.

Faithoni, Ahmad. (2017). Analisis Faktor-Faktor yang Mempengaruhi Penjualan
Terhadap Peningkatan Volume Penjualan Mobil ( Studi Kasus pada Showroom
Mobil Modern Bandar Lampung). Fakultas Ekonomi dan Bisnis Islam. Universitas
Islam Negeri Raden Intan Lampung.

Farisi, S., & Siregar, Q. R. (2020). Pengaruh Harga Dan Promosi Terhadap Loyalitas
Pelanggan Pengguna Jasatransportasi Online Di Kota Medan. Maneggio: Jurnal
liImiah Magister Manajemen, 3(2), 148-159.
Http://Jurnal.Umsu.Ac.ld/Index.Php/Maneggio/Article/View/4941

Fauzi, Rizki A. Dan Siti Nurbijah. (2010). Analisis Pengaruh Fluktuasi Harga Emas
Terhadap Omset . Laporan Penelitian. Perum Pegadaian Cabang Cicurug.

Fitriani, R. (2021). Pengaruh Harga, Kualitas Produk Dan Promosi Terhadap Keputusan
Pembelian Perhiasaan Pada Toko Emas Budi Banjaran (Doctoral Dissertation,
Politeknik Harapan Bersama Tegal).

Ghozali, I. (2016) Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23. Edisi 8.
Semarang: Badan Penerbit Universitas Diponegoro.

Gronholm, T. (2012). Marketing concepts in practice, case study: Company X.
International BusinessBachelor’s thesis. Lahti University

Handoko. (2017). Pengaruh Promosi, Harga Dan Kualitas Pelayanan Terhadap
Kepuasan Konsumen Pada Titipan Kilat JINE Medan. Vol 18, No. 1

350
IJEBIR, Volume 03 Issue 01, 2024

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Isoraite, M. (2016). Marketing mix theoretical aspects. International journal of research
granthaalayah, 4(6), 25-37.

Junaedi, Edi. (2010). Analisis Pengaruh Biaya Promosi dan Harga Jual terhadap
Penjualan Industri Perumahan, Bintaro Jaya.

Kalicharan, H.D. (2014).The effect and influence of country-of-origin on consumer’s
perception of product quality and purchasing intentions. International Business and
Economic Research Journal, Vol. 13, No. 5, pp. 897-902.

Khikmah, Nur. (2017). Analisis Pengaruh Kualitas Produk dan Harga terhadap Keputusan
Pembelian pada Toko Emas Hidup Banjaran, Politeknik Harapan Bersama Tegal.

Khumairo, Ninik Lukiana dan Kasno T. Kasim. 2018. Pengaruh Citra Merek Dan Harga
Terhadap Keputusan Pembelian Kopi Kapal Api Di Lumajang. Progress
Conference, Vol. 1, No. 1. E-ISSN : 2622 — 304X, P-ISSN : 2622 — 3031

Kotler, P., & Armstrong G (2014). Principles of marketing. 15th edition. New Jersey :
Person Prentice Hall.

Kotler, P., & Armstrong G. (2017). Principles of marketing (2017, Pearson).

Kotler, P., & Keller, K. L. (2016). Marketing Management.

Kristian, Deny dan Rita Widayanti. 2016. Pengaruh Kualitas Produk dan Harga Terhadap
Keputusan Pembelian Sepeda Motor Honda Pada Mahasiswa Kampus 1
Universitas Kristen Krida Wacana. Jurnal liImiah Manajemen Bisnis, VOL. 16, NO.
1

Lestari, Ayu. (2016). Pengaruh Penjualan Terhadap Harga, Kualitas dan Promosi.

Lestari Dan Ayu (2023) Pengaruh Harga, Kualitas Produk, Dan Promosi Terhadap
Keputusan Pembelian Konsumen (Studi Kasus Pada Konsumen Kopi Liberika Di
Desa Sungai Beras, Kec.Mendahara Ulu) S1 Thesis, Universitas Jambi

Nugraheni, Rini dan Comaeni Enril Ferdinan. 2013. Analisis Pengaruh Persepsi Harga,
Persepsi Kualitas Produk dan Promosi Terhadap Keputusan Pembellian Sepeda
Motor Suzuki (Studi Pada Pembeli — Penguna Sepeda Motor Suzuki di Kota Solo).
Diponegoro Journal of Management, 2(2), hal. 1-8.

Maharani, P. S. S. D., & Jatra, I. M. (2019). Peran Kepuasan Konsumen Memediasi
Pengaruh Marketing Mix Terhadap Niat Beli Ulang Dewata Kaos Di Denpasar. E-
Jurnal Manajemen, 10(7), 632-651.

Masmadia, A. S. (2018). Makna Perhiasan Emas Bagi Kalangan Wanita Madura Di Kota
Surabaya (Doctoral Dissertation, Universitas Airlangga).

351
IJEBIR, Volume 03 Issue 01, 2024

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Monalisa, Sherly Br.Purba. 2015. Meningkatkan Keterampilan Menulis Siswa Dengan
Menggunakan Model Explicit Instruction Pada Pembelajaran Bahasa Indonesia Di
Kelas IV SDN 060908 Kec. Medan Denai T.A 2014/2015. Skripsi. UNIMED

Puspita, Y.D. Dan Rahmawan,G. (2021). Pengaruh Harga, Kualitas Produk Dan Citra
Merek Terhadap Keputusan Pembelian Produk Garnier. Jurnal Sinar Manajemen,
Vol.8, No.2.

Pratama, Deni Rian (2018). Pengaruh Persepsi Produk, Harga, Promosi dan Distribusi
terhadap Keputusan Pembelian Produk Gawai OPPO di Bandar lampung.
Raharjo, Sahid (2017). Panduan Uji Heterokedastisitas dengan Gambar

ScatterplotsSPSS.
Https://lwww.spssindonesia.com/2017.ujiheterokedastisitasscatterpl
ots.html.diakses 3 Maret 2022.

Ratnaningrum, Hesti. (2016). Pengaruh Harga, Kualitas Produk dan Promosi terhadap
Keputusan Pembelian Konsumen dalam Pembelian Bahan Bakar Minyak Jenis
Pertalite di Kota Yogyakarta. Universitas Sanata Dharma, Yogyakarta.

Rahyuda, Ketut. (2016). Metode Penelitian Bisnis 1. Denpasar. Udayana University Press.

Rizky Agung Wicaksonol); Ayu Nurafni Octavia2 (2023) Pengaruh Harga, Kualitas
Produk, Dan Citra Merek Terhadap Keputusan Pembelian Indomie Di Semarang
Prodi Manajemen Fakultas Ekonomi, Universitas Semarang, Semarang, Indonesia

Rusli, Anderson (2023) Analisis Kualitas Produk, Harga, Citra Merek, Dan Promosi
Terhadap Keputusan Pembelian Sandal Carvil Di Jakarta. Bachelor Thesis,
Podomoro University

Sandra Tria Karininal, Triana Ananda Rustam?2 (2023) Pengaruh Promosi, Kemudahan
Dan Kepercayaan Terhadap Keputusan Pembelian Pada Marketplace Lazada
(Studi Kasus Di Tiban Indah)Universitas Putera Batam

Siswantari, N. P. N. E. (2022). Pengaruh Kualitas Produk, Kepercayaan Pelanggan Dan
Citra Perusahaan Terhadap Loyalitas Pelanggan Pada Cv. Melati Gold
Denpasar (Doctoral Dissertation, Universitas Mahasaraswati Denpasar).

Singh, M. 2012. Marketing mix of 4P’s for competitive advantage. Raisoni Institute of
Engineering & Technology/Pune University, India IOSR. Journal of Business and
Management, 3(6), 40-45.

Shareef, Mahmud Akhter. (2008). Role Of Different Electronic-Commerce (Ec) Quality
Factors On Purchase Decision: A Developing Country Perspective. Canada.

352
IJEBIR, Volume 03 Issue 01, 2024

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

International Journal of Economics, Business and Innovation Research
https://e-journal.citakonsultindo.or.id/index.php/IJEBIR

E-ISSN : 2964-0865

Sugiyono. 2016. Metode Penelitian Pendidikan Pendekatan Kuantitatif, Kualitatif, dan
R&D. Bandung: Alfabeta.

Tamunu, M., Ferdinand T. (2014). Analyzing the influence of price and product quality on
buying decision honda matic motorcycles in Manado. Journal EMB, Vol. 2, No. 3,
pp. 1255-1263.

Tjiptono, Fandy. 2008. Strategi pemasaran. Edisi ketiga. Yogyakarta

Tulangow, Sharen G. T.Tumbel. O. Walangitan. 2019. Pengaruh Promosi dan Harga
Terhadap Keputusan Pada Pembelian PT. Shopee International Indonesia Di Kota
Manado. Jurnal Administrasi Bisnis. Vol 9, No. 3

Vernando. (2018). Pengaruh citra merek, kualitas produk, dan promosi produk terhadap
keputusan pembelian Smartphone Samsung (studi kasus pada mahasiswa
pengguna Smartphone Samsung di Universitas Sanata Dharma Yogyakarta)

Veronika, F. (2022). Pengaruh Kualitas Produk, Keunikan Produk, Dan Kualitas
Pelayanan Terhadap Keputusan Pembelian Di Toko Emas H. Arsyad Puruk Cahu.

Widowati, Maduretno. (2008). Pengaruh harga, Promosi, dan Merek terhadap Penjualan
barang pharmasi di PT. Anugrah Pharmindo Lestari, Jawa Tengah.

Yulianti, Wiwi Dwi. (2017). Pengaruh Harga Emas terhadap Volume Penjualan diXZ toko
Emas Kresno Adiwerna, Politeknik Harapan Bersama Tegal

353
IJEBIR, Volume 03 Issue 01, 2024

Copyright at authors some right reserved this work is licensed under a Creative
Commons Attribution-ShareAlike 4.0 International License.



http://creativecommons.org/licenses/by-sa/4.0/
http://creativecommons.org/licenses/by-sa/4.0/

