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Abstract

ThepurposeofthisstudydescribestheeffectofServiceQuality,

Location,andPriceonConsumerPurchasingDecisionsatRiniPharmacy.

Inthisstudy,thecollectionandanalysisofdatabyseekingtheopinionof

thesubject,namelyfrom asmanyas98consumerswhowereselected

throughquestionnairedataselectedbythesamplingtechniqueSlovin

formula.TheresultsshowthatthereliabilitytestofeachvariableService

Quality(X₁),Location(X₂)andPrice(X₃)andPurchaseDecision(Y)is

greaterthan0.6,namely0.783forServiceQuality,0.780forLocation,

0.783Price,and0.780forthePurchasingDecisionvariable,itmeansthat

allvariablesinthisstudyaredeclaredreliable.Theresultsofthestudy

concludedthattherewasasignificantinfluencebetweenallvariableson

consumerpurchasingdecisions.

Keywords:ServiceQuality,Location,PricetoDecisionPurchase

I. INTRODUCTION
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With the era ofglobalization and the rapid developmentof

technology,wearerequiredtobesmarterandmorealertinchoosingand

purchasingadrug,especiallyatpharmaciesthatarewidelyscatteredso

thatconsumersaremorecarefulinchoosingcompetitivepricesandthe

bestquality.Advancesincommunicationtechnologyalsoplayarolein

increasingtheintensityofcompetition,becausetheyprovidecustomers

withaccesstomoreinformationaboutthevariouskindsofproducts

offered.

Withmanychoicesofplacesanddrugsalesprices,thecompetition

betweenpharmaciesisincreasingrapidly,thereisalotofdiversification

andservicebeingdevelopedbypharmaciesinsalesmethodssothat

consumersareincreasinglytemptedtobecomeattractedandbecome

loyaltopharmacies.(Sulistyanto:2015)

Forserviceproviderorganizations,servicequalityisameasureof

how preciselythelevelofserviceofferedbythecompanyorservice

provider can meet the service standards expected by customers.

AccordingtoKotlerinLupiyoadi(2014)"servicequalityisanyactionor

activitythatcanbeofferedbyonepartytoanother,basicallyintangible

and doesnotresultin anytransferofownership.Theproduction of

servicesmayormaynotberelatedtophysicalproducts.

Service quality and efficient strategic location selection are

marketingstrategiesthatencouragecompaniestoachievesuccess.One

wayisbyimprovingservicequality,understanding,andtreatingemployees

appropriately.Because,employeeswhohavecontactwithcustomersare

akeysourceforservicecompanies.Consumersarepeoplewhoconvey

theirwishestothecompany.Thecompany'sjobistohandleitinorderto

makeaprofit.Moreandmorecompaniesarerecognizingtheimportance

ofsatisfyingandretainingexistingcustomers.Satisfiedconsumersare

usuallyassociatedwithcustomersurvival.

Inestablishingapharmacyisastrategiclocationandplace.Where
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itmuststillconsiderthedistributionanddistributionofhealthservices,

population,and the purchasing powerofthe population around the

pharmacylocation,environmentalhealth,securityandeasilyaccessibleto

thepublicbyvehicle.

Withthebestandmaturemanagementandstrategy,thislineof

pharmacywillbeabletogrowrapidly,befamous,beabletocompetewith

otherpharmacies and ofcourse selland can be trusted to provide

maximum servicetoallpeople.

ResearchPurposes

Theobjectivesofthisstudyare:

1.Tofindouthow muchinfluencethequalityofservicehason

purchasing decisions.

2.Tofindouthow muchinfluencelocationhasonpurchasing

decisions.

3.Tofindouthow muchinfluencethepricehasonpurchasing

decisions.

4.Tofindouthow muchinfluenceservicequality,location,and

pricehaveonpurchasingdecisions.

II. LITERATUREREVIEW

2.1 ResearchReview

ThefirstresearchinthisstudywasconductedbyHariKurniawan

withthetitleofresearchontheRelationshipbetweenServiceQualityand
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PurchaseIntentionatPharmacyXYogyakarta(2015).Thisstudyuseda

descriptive cross-sectionalresearch design.The results showed that

46.8% oftheindependentvariableswereabletoexplainthedependent

variable,while53.2% wereinfluencedbyotherindependentvariablesnot

includedinthisstudy.

ThesecondresearchinthisstudywasconductedbyMarwanJhon

ErixsonSinagawiththeresearchtitleTheEffectofProductQuality,Price

andPromotiononPurchasingDecisionsatPT.SurgikaAlkesindoMedan

(2019).Theresultsoftheresearchonthehypothesisshow thatproduct

quality,priceandpromotionsimultaneouslyorpartiallyhaveasignificant

effectonpurchasingdecisionsandpriceisthemostdominantfactorin

influencingpurchasingdecisions.

ThethirdresearchinthisstudywasconductedbyIrzaldiYazidwith

thetitleofresearchTheeffectofservicequalityandpriceonpurchasing

decisions.Theresultsshowedtheeffectofservicequalityonpurchasing

decisionsofGadjahMadaK-24Pharmacy,toanalyzetheeffectofpriceon

purchasingdecisionsofGadjahMadaK-24Pharmacy,andtoanalyzethe

effectofservicequalityandpriceonpurchasingdecisionsattheK-24

GadjahMadaPharmacy.

ThefourthresearchinthisstudywasconductedbyNiPutuNovia

Karlina(2015).Thepurposeofthisresearchistodeterminehow the

influence ofbrand image and productqualityon productpurchasing

decisionsofPT.PakOlesTokcer'swork.Basedontheresearch,ithasa

significanteffectonthepurchasedecisionofPT.TheworkofMr.Oles

TokcerDenpasar.

ThefifthresearchinthisstudywasconductedbyNaniErnawati

(2017).Theresultsshowedthatsatisfactionisamoderatingvariablethat

strengthenstheeffectofservicequalityoncommunityloyaltywhouses

healthclinicservicesinBandung.

ThesixthresearchinthisstudywasconductedbyChia-NanWang,
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Dinh-ChienDang,NguyenVanThanh2&Pham KyQuangin(2018).Abrief

analysisofquantitativestudiesshowsthatthefactorsaffectedareprice

andprocess,convenience,andpeople.whoansweredtheinterviewagreed

thatpriceandproductwereimportantfactorsforthem to go to the

drugstore.Hence,policyandsalesmakersmustpayattentiontocustomer

needsinconductingthedrugstorebusiness.

TheseventhresearchinthisstudywasconductedbyJosewiththe

titleofresearchonconsumerbuyingbehaviorandattitudestowardsdrugs

(2019)ThepharmaceuticalindustryisthefastestgrowingindustryinIndia.

ThevalueisoverUS40billiondollars.Indiaexportslargequantitiesof

drugstovariouspartsoftheworld.

TheeighthresearchinthisstudywasconductedbyMohd.Ayub,

Prof.M.Mustafa(2017)Consumerpurchasingbehaviorfrom customers

tobuydrugsismuchdifferentfrom otherproducts.Customerscanavoid

manythingsbutcannotignoredrugs.Purchasingbehaviorofcustomers

cannotbethesameallacrossIndiaitmaydifferfrom locationtolocation.

Therearevariousfactorsthatareresponsibleforconsumerpurchasing

behaviorinretailpharmacies.Thepurposeofthisstudywasto find

consumerpurchasing behaviorfrom unorganized retailpharmaciesin

DelhiandNCR.Theaim ofthisstudyistounderstandthechallengesthat

arisefrom disorganizedpharmaceuticalsduetoconsumerpurchasing

behavior.emergedasanonlineretailcenterandorganizedretailpharmacy.

2.2 DefinitionofMarketing

AccordingtoKotlerandArmstrong(2014)statesTheprocessby

whichcompaniescreatevalueforcustomersandbuildstrongcustomer

relationshipsinordertocapturevaluefrom customersinreturn.This

definitionimpliesthat,Marketing istheprocessbywhichcompanies

createvalueforcustomersandbuildstrongrelationshipswithcustomers,
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withtheaim ofcapturingvaluefrom customersinreturn.

According to Hasan (2013:4),"Marketing is the process of

identifying,creating and communicating value,aswellasmaintaining

satisfyingcustomerrelationshipstomaximizecompanyprofits.According

toJhonw.Mullins&OrvilleC.Walker,Jr(2013:5),marketingisasocial

processinvolvingtheactivitiesnecessarytoenableionindividualsand

organizationstoobtainwhattheyneedandwantthroughexchangewith

othersandtodevelopongoingexchangerelationships.Thisdefinition

impliesthatmarketingisasocialprocessthatinvolvesactivitiesthatare

requiredtoenableindividualsandorganizationstogetwhattheyneedand

want through exchanging with others and developing sustainable

exchangerelationships.

2.3 QualityofService

KotlerinLupiyoadi(2014:7)“ServiceQualityisanyactionoractivity

thatcanbeofferedbyonepartytoanother,basicallyitisintangibleand

doesnotresultinanytransferofownership.Theproductionofservices

mayormaynotberelatedtophysicalproducts.

According to Kotler in Tjijptono (2014),in general,service

characteristics consist of intangibility, inseparability, variability /

heterogeneity,perishabilityandlackofownership:

1.Intangibility:Servicesaredifferentfrom goods.Ifgoodsareanobject,

toolorthing,serviceisanact,action,experience,process,performanceor

effort.Therefore,services cannotbe seen,tasted,smelled,heard or

touchedbeforetheyareboughtandconsumed.

2.Inseparability:Goods are usually produced then sold and then

consumed.Meanwhile,servicesaregenerallysoldfirst,thenproducedand

consumedatthesametimeandplace.

3.Heterogeneity/variability/inconsistency:Servicesarehighlyvariable

becausetheyarenon-standardizedoutputs,meaningthattherearemany
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variationsinshape,qualityandtype,dependingonwho,whenandwhere

theserviceisproduced.

4.Perishability:Meansthattheservicecannotbestoredanddoesnotlast

long.

5.LackofOwnership:Thebasicdifferencebetweengoodsandservices.

Inpurchasinggoods,consumershavefullrightstotheuseandbenefitsof

theproductstheybuy.Theycanconsume,deviateorsellit.Ontheother

hand,whenpurchasingservices,customerswillonlyhavepersonalaccess

andforalimitedperiodoftime.

2.4 Location

Location according to Tjiptono (2015:345)Location refers to

variousmarketingactivitiesthattrytofacilitateandfacilitatethedelivery

ordistribution ofgoods and services from producers to consumers.

Meanwhile,accordingtoKotlerandArmstrong(2014:76)"placeincludes

companyactivitiesthatmaketheproductavailabletotargetconsumers".

Thekeyfactorindeterminingthelocation,wasalsostatedbyHendraFure

(2013:276)asfollows:

1.Thelocationiseasytoreach.

2.Availabilityofparkingspace.

3.Ampleplace.

4.Comfortableenvironment.

2.5 PricePerception

Everycompanyalwayspursuesprofitforsustainableproduction.
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Theprofitearnedisdeterminedbythepricingoffered.Thepriceofa

productisdeterminedfrom thesacrificesmadetoproduceservicesand

theexpectedprofitorprofit.Therefore,determiningtheproductpriceofa

companyisanimportantissue.

According to Suparyanto and Rosad (2015:141),price is the

amountofsomethingthathasageneralvalueintheform ofmoneythat

mustbesacrificedtogetaproduct.

AccordingtoKotlerandArmstrong(2013:151),theamountof

moneycharged fora good orservice orthe amountofmoneythat

consumersexchangeforthebenefitsofowningorusingtheproductor

service.

AccordingtoKotlerandArmstrong,translationofSabran(2012:

278),therearefourindicatorsthatareprice,namely:

1.Priceaffordability,namelytheabilityofconsumerstobuytheproducts

orservicesoffered.

2.The suitability ofprice with productquality,which is a positive

relationshipwiththequalityofaproduct,soconsumerswillcompareone

producttoanother,thenconsumersmakethedecisiontobuyaproduct.

3.Pricecompetitivenessisdefinedastherelativepricepositionofone

competitortoanother.

4.Thesuitabilityofpriceandbenefits,thereisapositiverelationship

betweenpriceandbenefitsobtainedafterconsumersuseaproduct.

2.6 PurchasingDecisions

AccordingtoJ.PaulPeterJerryCOlson(2013:06)Thedefinitionof

consumerbehavior(CustomerBehavior)isadynamicinteractionbetween
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influenceandawareness,behavior,andtheenvironmentinwhichhumans

exchangeaspectsoflife.

IndicatorsofpurchasingdecisionsaccordingtoKotlerandKeller

whichhavebeentranslatedbyBobSabran(inAldyZulyanecha2013:52)

therearefivepurchasedecisionsmadebybuyers,namely

1.ProductOptions:Thebuyercandecidetobuyaproductorusethe

moneyforotherpurposes.Inthiscasethecompanymustdecideits

attentiontothepeoplewhoareinterestedinbuyingaproductandthe

alternativestheyareconsidering.

2.BrandChoice:Thebuyerhastomakeadecisionaboutwhichbrandto

buy.Eachbrandhasitsowndifferences.Inthiscasethecompanymust

knowhowconsumerschooseallbrands.

3.ChoiceofReseller:Thebuyermustmakeadecisiononwhichcoatingto

visit.Everybuyerhasdifferentconsiderationsintermsofdetermininga

supplier,which can be due to factors ofclose location,low prices,

completeinventoryandothers.

4.Purchase Time:Buyer's decision in choosing the time varies,for

example,everyday,everyweek,everymonthandothers.

5.Purchase Quantity:Buyers can make decisions abouthow many

productstobuy.Inthiscasethecompanymustpreparethenumberof

productsaccordingtothedifferentdesiresofthebuyers.

6.Paymentmethods:Consumerscanmakedecisionsaboutthepayment

methods thatwillbe made in making decisions to use products or

services.Currently,purchasing decisions are notonly influenced by

cultural,environmentalandfamilyaspects,purchasingdecisionsarealso

influencedbythetechnologyusedinthepurchasetransaction.
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2.7 RelationshipBetweenResearchVariables

Servicequality,location,andpriceareimportantthingsthatcan

influence consumerpost-purchase decisionsstating thathigh service

qualityresultsinahighpurchasingdecisionaswell.Iftheservicereceived

orfeltbyconsumersmatchesorevenexceedsconsumerexpectations,

then theserviceisconsidered to beofqualityand satisfactory.The

secondfactorthatinfluencesconsumerdecisionsisprice.Ifthepriceset

byacompanyisnotinaccordancewiththebenefitsoftheproduct,itcan

reducethelevelofconsumerpurchasingdecisions,andviceversa,ifthe

pricesetbyacompanyisinaccordancewiththebenefitsreceived,itwill

increaseconsumerpurchasing decisions.Location can also influence

consumerpurchasingdecisions.becausetheexactlocationofacompany

willhaveabeneficialimpact,whilethewronglocationwillbedetrimental

to the company.The rightlocation facilitates access forpotential

customerstomeettheirneedsandwillprovideadistinctadvantagefora

businesstoindirectlyinfluenceconsumerpurchasingdecisions.

2.8 Hypothesis

Hypothesesaretemporaryanswerstotheformulationofresearch

problems,therefore the formulation ofresearch problems is usually

arrangedintheform ofaquestionsentence.hypothesisasfollows:

1.Servicequality(X1)affectsconsumerpurchasingdecisions(Y).

2.Location(X2)affectsconsumerpurchasingdecisions(Y).

3.Price(X3)affectsconsumerpurchasingdecisions(Y).

4.ServiceQuality(X1),location(X2)andprice(X3)affectthePurchasing

Decision(Y).
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III. RESEARCHMETHODS

3.1 ResearchStrategy

Theresearchstrategyusedbytheresearcherisanassociative

strategywhichaimstodeterminetheeffectbetweenvariables,inthis

casethestudyidentifiestheextentoftheinfluenceofservicequality(X1),

location(X2),andprice(X3),whichareexogenousvariablesonpurchasing

decisions(Y)whichisanendogenousvariable.

3.2 PopulationandResearchSample

Thepopulationisallmembersofthesubjectunderstudy.Inthis

studythepopulationisconsumerswhomakepurchasesatthepharmacy

rinionJl.BalaiPustakaTimurNo.11.

AccordingtoAnwarSanusi(2017:101)Slovin,includinginaccuracydueto

samplingerrorsthatcanstillbetolerated.Theformulausedisasfollows:

n=N/(1+Ne²)

Source:AnwarSanusi(2017)

information:

n=SampleSize
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N=PopulationSize

e=ErrorRate(5%)

ByusingthecalculationoftheSlovinformula,thenumberofsamples

usedinthisstudywere98consumerswhomadetransactionsattheRini

Pharmacy,EastJakarta.

3.3 ResearchInstrument

Thisresearchinstrumentisaquestionnaire.Thequestionnaireisa

datacollectiontechniquethatiscarriedoutbyprovidingasetofwritten

statementstotherespondent,whichisefficientiftheresearcherknows

exactlywhatvariablestomeasureandwhattherespondentexpects.To

assessrespondents'attitudesandperceptions,thisstudyusesalinkert

scaleresearch,whichisascaleusedtomeasureattitudes,opinions,

perceptionsofapersonorgroupofpeopleaboutcertainevents.Where

theanswertoeachinstrumentitem hasaweightedvalue.

3.4 TestInstruments

ValidityTest

Validitytesting is done using the SPSS 23 forWindow program,

according to DwiPriyatno (2014)the validity ofthe questionnaire

questionsisasfollows:

1.IfthePearsonCo

2.Relation>0.3thenitcanbedeclaredvalid

3.IfthePearsonCorrelationvalue<0.3,itcanbedeclaredinvalid

ReliabilityTest

Thevariableisdeclaredreliablewiththefollowingcriteria:

1.IftheCronbach'sAlphavalueis>0.6thenitisreliable

2.IftheCronbach'sAlphavalue<0.6thenitisnotreliable
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AvariableissaidtobegoodifithasaCronbach'sAlphavalue>0.6(Dwi

Priyatno:2014).

3.5 PartialDeterminationCoefficientTest

Tofindoutthestatisticaldataanalysistoolsusedinthisstudy

usingthecoefficientofdetermination(R2).AccordingtoGhozali(2013:

97),thecoefficientofdetermination(R2)essentiallymeasureshowfarthe

model's ability to explain variations in the dependentvariable.The

coefficientofdeterminationisbetweenzeroandone.AsmallR²value

meansthattheabilityoftheindependentvariablestoexplainthevariation

inthedependentvariableisverylimited.Avalueclosetooneindependent

variableprovidesalmostalltheinformationneededtopredictthevariation

inthedependentvariable.

HypothesisTest

a.EffectofX₁(Service Quality),X₂(Location),and X₃(Price)on Y

(PurchaseDecision).

Ho:py₁₂₃=0:Populationcorrelationcoefficientbetweenservicequality,

location,andthepricewiththepurchasedecisionisinsignificant.

Ho:py₁₂₃≠0:Populationcorrelationcoefficientbetweenservicequality,

location,andpriceswithsignificantpurchasedecisions.

b.Determinethereallevel(ɑ)of5%(0.05)

c.Testcriteria:Hoisrejected,ifthesignificanceofF<0.05

Hoisaccepted,ifthesignificanceF≥0.05

d.Conclusion.

Iftheresultsofhypothesistesting,eitherpartiallyorsimultaneously,Hois

rejected,inotherwordsthepopulationcorrelationcoefficientissignificant,
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itmeansthatthevalueofKDcanbeusedtoexplaintheeffectofchanges

intheindependentvariableonthedependentvariable.

VI. RESEARCHRESULTSANDDISCUSSION

4.1 DescriptionofRespondents

Inthisstudy,datasamplingusingaquestionnaire,whichisgivento

98consumerswhomaketransactionsatthepharmacyrini.

A.CharacteristicsofRespondents

Thefollowingwilldescribethecharacteristicsofrespondentsconsisting

ofgenderandage,asfollows:

1.BasedonGender

Basedonthenumberofrespondentswhoansweredthestatement,data

wasobtainedaboutthegenderoftherespondentsascanbeseenfrom

thefollowingtable:

Tabel1.DistributionofRespondentsbyGender

No

Jenis

Kelamin Frekuensi Presentase

1 Laki-Laki 40 40.8%

2 Perempuan 58 59.2%

Jumlah 98 100%

Sumber:DataPrimeryangtelahdiolah,2020

BasedonTable1,itcanbeseenthatthehighestrespondentsarewomen

asmanyas58peopleor59.2%.

2.BasedonAge



JournalOfMarketing

STEIJournalofEconomics,VolXX,NoXX,DESEMBER202015

Based on the number of respondents who answered the

statements from the distributed questionnaires,data was obtained

regardingtheagelimitofrespondentsfrom theyoungesttotheoldest,as

canbeseenfrom thefollowingtable:

Tabel2.DistributionofRespondentsbyAge

No

Usia

(Tahun) Frekuensi Presentase

1 18-30 45 45.9%

2 31-40 39 39.8%

3 >40 14 14.3%

Jumlah 98 100%

Sumber:DataPrimeryangdiolah,2020

BasedonTable2,itcanbeseenthatbasedontheageofthemost

respondentsare18-30yearsoldasmanyas45or45.9%.

4.2 ValidityTestResults

ThisvaliditytestusesthePearsoncorrelation.BasedonthePearson

ProductMomenttableforn=98withasignificantlevelof5%,thendf=98

-2,andthevalueofrtableis0.198.Ifthevalueofeachstatementismore

than0.198,itisdeclaredvalid.

Tabel3.ResultsofTestingtheValidityofServiceQuality

Variables

Pernyataan R R
Keterangan

(X1) Hitung tabel

P1 0,500 0,198 Valid

P2 0,464 0,198 Valid
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P3 0,732 0,198 Valid

P4 0,542 0,198 Valid

P5 0,744 0,198 Valid

P6 0,711 0,198 Valid

Tabel4.ResultsofTestingtheValidityofLocationVariables

Tabel5.ResultsofTestingtheValidityofPriceVariables

Pernyataan R R
Keterangan

(X2) Hitung tabel

P1 0,792 0,198 Valid

P2 0,592 0,198 Valid

P3 0,747 0,198 Valid

P4 0,768 0,198 Valid

P5 0,842 0,198 Valid

P6 0,539 0,198 Valid

Pernyataan R R
Keterangan

(X3) Hitung tabel

P1 0,819 0,198 Valid

P2 0,804 0,198 Valid

P3 0,655 0,198 Valid

P4 0,686 0,198 Valid

P5 0,823 0,198 Valid

P6 0,587 0,198 Valid
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Tabel6.ResultsofTestingtheValidityofPurchasingDecision

Variables

Pernyataan R R
Keterangan

(Y) Hitung tabel

P1 0,792 0,198 Valid

P2 0,592 0,198 Valid

P3 0,747 0,198 Valid

P4 0,768 0,198 Valid

P5 0,842 0,198 Valid

P6 0,539 0,198 Valid

Based on Table 6,itisknown thatallthe correlation valuesofthe

statementitemsthatform thePurchasingDecisionvariablestatethat

accordingtother-count>r-tablecriteriasothatallstatementsofthe

PurchasingDecisionvariableinthisstudyaredeclaredvalid.

4.3 ReliabilityTestResults

Forreliabilitytesting,Cronbach'sAlphamethodwasused.Avariablecan

be said to be reliable ifitprovides a reliabilitycoefficientvalue of

Cronbac'sAlpha>0.6

Tabel7.ResearchReliabilityTestResults

Variabel Cronbac's Reability Keterangan
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AlphaItem

X1 0,780 0,600 RELIABEL

X2 0,780 0,600 RELIABEL

X3 0,783 0,600 RELIABEL

Y 0,780 0,600 RELIABEL

Sumber:DataolahSPSS23,2020

BasedonTable7,thereisaCronbach'sAlphavalueofeachvariable

ServiceQuality(X₁),Location(X₂)andPrice(X₃)andPurchaseDecision(Y)

isgreaterthanCronbach'sAlphaof0.6whichis0.783forServiceQuality

(X₁),0.780forLocation(X₂)and0.783forPrice(X₃)and0.780forthe

PurchasingDecisionvariable(Y)meansthatallvariablesinthisstudyare

declaredreliable.Soitcanbeconcludedthattheindicatorsusedbyeach

dependentandindependentvariablecanbetrustedorreliabletobeused

asavariablemeasuringtool.

4.4 AnalysisofPartialDeterminationCoefficients

1.ThecoefficientofdeterminationofpartialX₁againstY

Table 8.PartialCorrelation ofService Qualitywith Purchasing

Decisions

Basedontheresultsoftable8,thepartialcorrelationcoefficientbetween

X₁andYis0.585,thusthecoefficientofdeterminationofservicequality

onpurchasingdecisionscanbecalculatedasfollows:

Correlations

Kualitas_P

elayanan

Keputusa

n_Pembel

ian

Kualitas_Pelayan

an

Pearson

Correlation
1 .585**

Sig.(2-tailed) .000

N 98 98



JournalOfMarketing

STEIJournalofEconomics,VolXX,NoXX,DESEMBER202019

KD2.13=ry2.132x100%

=0.5852x100%

=34.22%

The coefficientvalue ofservice qualitydetermination on purchasing

decisionsis34.22%.Furthermore,itcanbeconcludedthattheeffectof

servicequalityonpurchasingdecisionsis34.22%,therestis65.78%

influencedbyothervariables.

2.PartialDeterminationCoefficientX2AgainstY

Tabel9.PartialCorrelationofLocationandPurchaseDecisions

Correlations

Lokasi

Keputusan

Pembelian

Lokasi Pearson

Correlation
1 .812**

Sig.(2-tailed) .000

N 98 98

Keputusan

Pembelian

Pearson

Correlation
.812** 1

Sig.(2-tailed) .000

N 98 98

Sumber:DatadiolahSPSS23,2020

Keputusan_Pem

belian

Pearson

Correlation
.585** 1

Sig.(2-tailed) .000

N 98 98

Sumber:DatadiolahSPSS23,2020
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Basedontheresultsoftable9,thepartialcorrelationcoefficientbetween

X2andYis0.812,thusthelocationdeterminationcoefficientvalueon

purchasingdecisionscanbecalculatedasfollows:

KD2.13=ry2.132x100%

=0.8122x100%

=65.93%

Thecoefficientvalueoflocationdeterminationonpurchasingdecisionsis

65.93%.Furthermore,itcanbeconcludedthattheeffectoflocationon

purchasingdecisionsis65.93%,theremaining34.07% isinfluencedby

othervariables.

3.CoefficientofPartialDeterminationX3toY

Table10.PartialCorrelationofPriceandPurchaseDecisions

Correlations

Basedontheresultsoftable10,thepartialcorrelationcoefficientbetween

X3 and Y is 0.826,thus the coefficientofprice determination on

purchasingdecisionscanbecalculatedasfollows:
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KD2.13=ry2.132x100%

=0.8262x100%

=68.22%

Thecoefficientvalueofpricedeterminationonpurchasingdecisionsis

68.22%.Furthermore,itcanbeconcludedthattheeffectofpriceon

purchasingdecisionsis68.22%,theremaining31.78% isinfluencedby

othervariables.

4.5 SimultaneousDeterminationCoefficientAnalysis

Table11.SimultaneousDeterminationCoefficient

ModelSummaryb

ModelR RSquare

Adjusted R

Square

Std.Errorof

theEstimate

1 .859a .738 .730 1.426

a.Predictors:(Constant),Harga,Kualitas_Pelayanan,

Lokasi

b.DependentVariable:Keputusan_Pembelian

Sumber:DatadiolahSPSS23,2020

Basedontheresultsofthesummarymodel,thesimultaneouscoefficient

ofdeterminationbetweenservicequality,locationandpriceonpurchasing

decisionsisseenfrom theAdjustedRSquarevalueof0.730or73%,while

theremaining27% isinfluencedbyothervariablesnotexaminedinthis

study.



Contoh

STEIJournalofEconomics,VolXX,NoXX,BULAN20XX22

4.6 HypothesisTestResults(F-Test)

Table12.SimultaneousHypothesisResults(F-Test)

ANOVAa

Model

Sum of

Squares Df

Mean

Square F Sig.

1 Regressio

n
539.477 3 179.826 88.395 .000b

Residual 191.227 94 2.034

Total 730.704 97

a.DependentVariable:Keputusan_Pembelian

b.Predictors:(Constant),Harga,Kualitas_Pelayanan,Lokasi

Sumber:DatadiolahSPSS23,2020

BasedonTable4.12itcanbeseenthatthecalculatedFvalueis88.395>F

table2,700,withthereallevel(ɑ)=5%,withthedenominator(nk-1)=(98-3

-1)=94andthenumerator(k=3).Significantvalue(SigF)(0.000)<ɑ

(0.05),sothatHoisrejected,andHaisaccepted,thismeansthatthereis

asignificantinfluencebetweentheeffectofservicequality,locationand

pricesimultaneouslyonconsumerpurchasingdecisionsatthepharmacy

line.

4.7 HypothesisTestResults(T-Test)

Table13.PartialHypothesisResults(ttest)

Coefficientsa

Model

Unstandardized

Coefficients

Standardiz

ed

Coefficient

s

t Sig.B Std.Error Beta

1 (Constant) 2.992 1.639 1.826 .071
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Sumber:DatadiolahSPSS23,2020

4.8 DiscussionofResearchResults

a.EffectofServiceQualityonPurchasingDecisions

Basedonthetestresults,itisproventhatthereisasignificanteffectof

servicequalityonpurchasingdecisions.Thisstrengthensthetheoryby

FandyTjiptono(2014:268)ServiceQualityfocusesoneffortstomeetthe

needsanddesiresofconsumersandtheaccuracyoftheirdeliveryto

balanceconsumerexpectationsofrepurchase.

TheresultsofthisstudyareinlinewiththatcarriedoutbyHariKurniawan

(2015)thatfrom thesignificantleveltinthisstudyrejectedHo and

acceptedHa.ThehypothesisstatesthatHorejectsandshowsthatthe

servicequalityvariablehasasignificanteffectonpurchasingdecisions.

Thisisbecausetheexistingindicatorsarereasonsforconsumerstore-

purchasetheproduct.

b.TheInfluenceofLocationonPurchasingDecisions

Basedonthetestresults,itisevidentthatlocationhasasignificanteffect

onpurchasingdecisions.ThisstrengthensthetheorybyFandyTjiptono

(2016:15).Locationfocusesonaccessthatisoftenpassedoreasily

accessiblebymeansoftransportationbybuyerssothatitprovidesgreat

opportunitiesforpurchases.

Theresultsofthisstudyareinlinewiththeinitialhypothesisofrejecting

HoandacceptingHa.ThehypothesisstatesthatHoisrejectedandshows

thatthelocationvariablehasasignificanteffectonpurchasingdecisions.

Kualitas_Pelay

anan
.157 .074 .139 2.123 .036

Lokasi .312 .100 .328 3.134 .002

Harga .421 .089 .473 4.711 .000

a.DependentVariable:Keputusan_Pembelian
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Thisisbecauseindicatorssuchaseasy-to-reachlocation,availabilityof

parking space,sufficientspace and a comfortable environmentmeet

consumerpurchasingexpectations.

c.TheEffectofPriceonPurchasingDecisions

Basedonthetestresults,itisproventhatthereisasignificanteffectof

priceonpurchasingdecisions.ThisreinforcesthetheorybyKotlerand

Armstrong (2012:278)thatprices focus on indicators thataffect

purchasessuchasaffordability,pricesuitability,pricecompetitiveness

andpricecompatibilitywithbenefits.

TheresultsofthisstudyareinlinewithwhatwasdonebyIrzaldi(2018)

thatfrom thesignificantleveltinthisstudyrejectedHoandacceptedHa.

ThehypothesisstatesthatHoisrejectedandshowsthatthepricevariable

hasasignificanteffectonpurchasingdecisions.Thisisduetoindicators

suchaspriceaffordability,pricesuitability,pricecompetitivenessand

pricecompatibilitywithbenefits.

V. CONCLUSIONSANDSUGGESTIONS

5.1 Conclusion

1.Thereisapositiveandsignificantinfluencebetweentheservicequality

variable(X₁)onpurchasingdecisions(Y),theresultsshowthatthevaluein

theX₁variableis0.036,whichmeansitissmallerthan0.05.Soitcanbe

concluded thatservicequalityhasa significanteffecton purchasing

decisions.



JournalOfMarketing

STEIJournalofEconomics,VolXX,NoXX,DESEMBER202025

2.There isa positive and significantinfluence between the location

variable(X₂)onpurchasingdecisions(Y),theresultsshowthatthevalue

onvariableX₂is0.002whichmeansitislessthan0.05.Soitcanbe

concludedthatlocationhasasignificanteffectonpurchasingdecisions.

3.Thereisapositiveandsignificantinfluencebetweenthepricevariable

(X₃)onpurchasingdecisions(Y),theresultsshow thatthevariableX₃is

0.000,whichmeansitissmallerthan0.05.Soitcanbeconcludedthatthe

pricehasasignificanteffectonpurchasingdecisions.

4.From theoverallresults,3 independentvariablestogethershow a

significantinfluenceonpurchasingdecisions.Thisisshownbytheresults

ofthehypothesistestwhichshowsFcount>Ftable(88,395>2,700),so

thatHaisaccepted,andthereisasignificantinfluencebetweenthe

variables of service quality,location and price simultaneously on

consumerpurchasingdecisionsattheRiniPharmacy.

5.2 Suggestions

Based on the conclusions thathave been stated above,the authors

providesuggestionsforthisstudyasfollows:

1.ForthepharmacyRini

Basedontheresultsofthestudy,itshowsthattheservicequalityofthe

linepharmacyisgoodanditishopedthatitcanbemaintainedforthe

continuity ofre-purchases made by consumers.Betterservice will

encourageconsumerstorepurchasetheproduct.Thestrategiclocation

factorencouragesconvenienceforconsumerstogetproductsandeasy

accesstolocations,apteklocationsthatarecentrallylocatedandeasily

accessiblefrom thetransportationsidemakeiteasierforconsumersto

makerepurchases.ThepriceofferedbyRiniPharmacyiscurrentlyvery

competitiveandrelativelyaffordablecomparedtoothercompetitors,so

thiscanbeafactorthatcanbemaintainedbyRiniPharmacyinmeeting

consumer satisfaction expectations which will encourage repeat
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purchases.

2.Forrelateddisciplines

Itishopedthatinfuturestudiestousealargerandwidersamplesize,and

addotherindependentvariablesinordertoanswerwhatfactorsinfluence

purchasingdecisionssuchasproductimagesorpromotionsbecause

researchersrealizethattheyarenotoptimalindoingresearchduetotime

factors.insufficientandadequate.
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