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ABSTRACT 

This research aimed to assess the influence of product quality, brand image and 

promotion of the purchasing decision. The population was 320 consumers of Toko 

Murah and total sample is 178 respondents. The research method used is 

descriptive quantitative methods and data sources used are primary data by 

distributing questionnaires to 178 respondents. The sampling technique used 

nonprobability techniques sampling (sampling incidental) and data analysis by 

SPSS 22.0. Based on the testing results trough of multiple linear regression 

product quality, brand image and promotion simultaneously influence on 

purchase decisions. Partial test, product quality and brand image significant 

influences on purchasing decision while the promotion variable does not 

significantly influence to the purchasing decision. 
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PRELIMINARY 

Clothing business is a kind of businesses that interest consumers after food 

business. Clothing needs is basic needs for everyone. It is evolving in  Indonesia 

especially in Balikpapan, proven by the increasing numbers of outlets and distros. 

Companies are required to always innovate their products and services in 

order to survive in business competition and able to attract consumers. However, 

companies should notice before design innovation product, they should determine 

market segmentation and targeting. 

Therefore companies’ stimulation is necessary as one of significant factors 

that could influence purchasing decision. Consumers purchasing decision of a 

product could not be separated from observation of product quality, brand image, 

price and promotion. It is proven by Hendra Noky Andrianto and Idris (2013) 

based on their testing results trough of linear regression product quality, brand 

image and promotion simultaneously influence on car purchasing decisions of 

MPV, brand of Toyota Kijang INNOVA on Semarang. 
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One of marketing strategies that need to be concerned by companies on 

determining their strategy is quality product. Product quality valuation became 

important thing to attract consumer on purchasing decision proven by Aniek 

Fatlahah’s research (2013) indicate the most influence variable on purchasing 

decision of Wall’s Magnum ice cream is quality product. 

The other factor can be done as achieving goal for making products known in 

the whole society is creating brand image. Testing result by Supriyadi, Yuntawati 

Fristin and Ginanjar Indra K.N (2016) proves brand image partially influence on 

shoes purchasing decision, brand of Converse on Fisip Universitas Merdeka 

Malang. 

Among the marketing strategies, promotion is one of marketing strategy 

means commonly used for introducing the companies’ products. Promotion is not 

just communication tool between consumer and company yet as the tool to affect 

consumers on purchasing or using services according to their needs and wants. It 

is proven by Mohamad H. P Wijaya (2013) on his research through F test result 

variable of promotion, brand image and distribution channel simultaneously 

influence on purchasing decision of Terminix service on Manado. 

The marketing strategy means mentioned above has be done by Toko 

Murah for increasing the product quality and brand image including promotion in 

hoping to increase their product sales. However the condition happened in Toko 

Murah Balikpapan on 2015 to 2017 is inversely proportional to the expected, sales 

per year is unstable and tend to decrease. It is showed on  table1: 

Table 1 

Product Sales Data Period 2015 to 2017 

Year Total of Product Sales/Pcs 

2015 245.068 

2016 328.837 

2017 224.954 

Sources : Toko Murah, Balikpapan 

As table 1, product sales of Toko Murah in 2015 less decreased than in 

2016, where sales increased significantly. But in 2017 it drastically decreased 

again. It is estimated that brand image, quality product and promotion done by 

Toko Murah have not adhered yet on consumer so purchasing decision in Toko 

Murah Balikpapan is still not become one of the main choices for shopping. 

In addition, the growing numbers of outlets (stores) and distros appear in 

Balikpapan will increase the intense competition in the sector of fashion so it is 

possible to influence consumer purchasing decisions with many options to buy 

products at similar stores. 

From the fact of sales fluctuation happened at Toko Murah Balikpapan and 

based on the backgrounds that have been described above, the authors try to 
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analyze how far the influence of quality products, brand image and promotion to 

affect consumer purchasing decisions at Toko Murah Balikpapan. 

THEORETICAL FRAMEWORK 

1. Purchasing Decision 

Kotler and Keller (2007: 240) state that purchasing decisions are the 

consumer's decision that form a preference for the brands in the set of choices, the 

consumer can also form the intention to buy the most preferred brand. After 

making a purchase, the consumer will evaluate the product that has been bought 

as expected or not. This will create a sense of satisfaction and dissatisfaction for 

consumers. The following feelings will decide whether consumer will use the 

brand again or not. 

As well as research done by Jacky R. Manoppo and Willem J.F. Alfa 

(2014) who observed consumers in the purchasing of Excite Oriflame perfume, it 

shows based on the results of regression test of the brand image, product quality 

and promotion simultaneously have a significant influence on purchasing 

decisions. This suggests that brand image, product quality and promotion have a 

strong contribution to shaping consumers' intentions to buy products that already 

have a strong image in the minds of consumers including the quality of the 

product itself and the incessant promotion of the marketed product. 

2. Product Quality 

Angipora (2002: 162) stated that the quality of the product is a form of 

assessment of the product to be purchased and in accordance with the expectation 

of consumers. Quality is the thing that needs to get the main attention from the 

company or producer, considering the quality of a product 

related to the problem of consumer satisfaction, which is the purpose of marketing 

activities done by company (Assauri, 2015: 211). 

This opinion is supported by research done by Aniek Fatlahah (2013), 

where product quality is the most influence variable of consumer decisions in 

purchasing Ice Cream Wall's Magnum. In other words, to achieve the desired 

product quality it is required a quality standardization to maintain the products 

that fulfill the settled standards so that consumers will not lose the trust in the 

product. 

3. Brand Image 

Brand image is a unique set of associations that a marketer wants to create 

or maintain. The associations state what the brand is and what it promises to 

consumers. Brand image is a set of tangible and intangible nature, such as ideas, 

beliefs, values, interests and features that make it unique (Hasan, 2009: 210). 

Brand image is a set of brand associations formed in the consumers’ mind 

(Sopiah, 2013: 327) . Brand image could be considered as the kind of association 
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that comes to the minds of consumers when considering a particular brand. And a 

positive brand image provides benefits for producers to be better known to 

consumers, in other words consumers will decide the choice to buy a product with 

a good quality and good image. 

The related research to the brand image is done by Supriyadi, Yuntawati 

Fristin and Ginanjar Indra K. N (2016) which prove that brand image partially 

influence to the purchasing decision of a shoe product in brand of Converse at 

Fisip Universitas Merdeka Malang. This indicates that the brand of Converse 

shoes is attached in the minds of the students and become one of the choices in 

purchasing shoes. The students at Fisip Universitas Merdeka Malang admitted by 

using the shoes of Converse brand that is well known among the students and also 

have affordable price will increase students' confidence in the daily life. In other 

words, brand image becomes one of consumers' considerations to use a product 

that gives positive benefits and value to them. 

4. Promotion 

Hasan (2014: 603) defines promotion is the process of communicating the 

marketing mix variables that are very important to be implemented by companies 

in marketing the product. The ideal of promotion activity is to integrate all 

promotional elements to create a consistent interactive dialogue between 

companies and customers to achieve maximum goals. Lupiyoadi and Hamdani 

(2011: 120) define promotion mix includes advertising, personal selling, sales 

promotion, public relations, information from word of mouth and direct 

marketing. 

RESEARCH METHOD 

1. Population and Sample 

The type of research is quantitative descriptive based on positivism 

philosophy, aiming to test the hypothesis that has been established (Sugiyono, 

2013: 13). Data sources used in this research is primary data. Primary data is data 

obtained from the first source either from individuals such as the result of 

interview or questionnaires done by the researcher (Umar, 2013: 42). The authors 

collect the primary data through questionnaires distributed to customers of Toko 

Murah Balikpapan. 

The data collection method in this research using questionnaires is data collection 

by giving or distributing a list of questions or statements to respondents in the 

hope of providing a response to a list of questions or statements. The data 

collection method used is closed questionnaire with likert scale measurement from 

number 1 to number 5, and then tested by quantitative method which the result 

can give description of a phenomenon about hypothesis proposed in research. 

The population in this study is the consumers of Toko Murah Balikpapan. 

According to the scope and limitation problem that has been described previously, 
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the duration of research for 1 month and in 1 month authors do research 2 times a 

week on Saturdays and Sundays and authors’ target in a day to meet 40 consumers 

to be part of the research population. Next, 40 consumers are multiplied by 8 days 

then obtained population results in this study that is 320 consumers. 

The sampling technique in this research used non-probability sampling technique 

and incidental sampling method. Incidental sampling is a sample determination 

technique based on incidental, which is anyone who accidentally or incidentally 

meets with the researcher can be used as sample, if in view of the person who 

happened to meet is suitable as a data source (Sugiyono, 2013: 122). In 

determining the number of samples, researchers used the Slovin formula cited by 

Umar (2013: 78) with the following calculations: 

Slovin formula: 

Detail : 

n = numbers of sample 

N = numbers of population 

n =  N 1 + Ne
2
 

e = a percent of inaccuracy laxity due to sampling errors that are intolerable or 

desirable, for example 5%. 

Then it is knows: 

n   =  320 = 1 + 320 (0.05) 

 

From the total population of 320, the obtained sample size is 178 research 

samples. 

a. Brand Image (X2) as independent variable 

Series of tangible and intangible traits are ideas, beliefs, values, 

interests and features that make it unique (Hasan, 2009: 210). The indicators 

in the brand image (X2) are as follows (Aeker and Biel, 2009: 71): 

• Corporate Image 

• User image 

• Product image 

b. Promotion (X3) as independent variable 

The process of communicating the marketing mix variables is very 

important to be done by company in marketing the product (Hasan, 2014: 

603). The indicators in promotion (X3) are as follows (Lupiyoadi and 

Hamdani, 2011: 120): 

• Advertising 

• Individual sales 

• Sales promotion 

• Public relations 

• Information by word of mouth 

178 
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• Direct Marketing 

2. Analysis Method 

a. Validity and Reliability Test 

The validity test is used to measure the validity of a questionnaire (Ghozali, 

2013: 52). Testing validity of the questionnaire in this research used Pearson 

Correlation method by correlating the item score with the total score. The 

significant test done with the criteria used rtable on significant level of 0.05 with a 

2-sided test. If the value is positive and rcount ≥ rtable, then the item or statement on 

the indicator can be declared as valid and if rcount <rtable then the item is declared 

as invalid. 

Reliability test is a measurement of a stability and consistency of respondents 

in answering things related to the collision of questions which is the dimension of 

a variable and arranged in the form of questionnaires. The Measurement provision 

of reliability used statistical test CronbachAlpha (α). It is said to be reliable if it 

has a Cronbach Alpha value> 0.60 (Priyatno, 2014: 64). Reliability test in this 

research is done by software SPSS 22.0. 

 

b. Classic Assumption Test 

The classic assumption test is used to find out whether multiple linear 

regression models used to analyze in this study are classic assumptions or not. 

c. Normality Test 

The normality test aims to test whether in the residual regression model of a 

regression is normally distributed or not. A good regression model has a normally 

distributed residual value. Normality test method by seeing the spread of data on 

diagonal sources on normal graph of PP- Plot of Regression Standardized 

Residual or by One Sample Kolmogorov-Smirnov test (Ghozali, 2013: 160): 

1. Residual normality test with graphical method is to see the spreading of data on 

the diagonal source graph Normal PP-Plot of Regression Standardized 

Residual. By looking at the probability plot that compares the quantitative 

distribution of the normal distribution. 

2. The Kolmogorov-Smirnov One Sample Test is used to determine the 

distribution of data, whether following the normal distribution, poisson, 

uniform or exsponential. Residuals are normally distributed if significant 

values are greater than 0.05 and residuals are abnormally distributed if 

significant values are less than 0.05 (Priyatno, 2014: 94). 

d. Multicolinearity Test 

Multicolinearity test aims to test whether the regression model found the 
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Y = a + b1X1 + b2X2 + b3X3 

correlation between the independent variables (Ghozali, 2013: 105). 

Multicolinearity test method is seen from the tolerance value and variance 

inflation factor (VIF). Tolerance measures the variability of selected independent 

variables that are not explained by other independent variables. If the low 

tolerance value is equal to the high VIF value (because VIF = 1 / tolerance). 

Common cutoff values used to indicate the presence of multicolinearity are 

tolerance values ≤ 0.10 or equal to VIF ≥ 10 (Ghozali, 2013: 105). 

e. Autocorrelation Test 

The autocorrelation test aims to test whether `in the linear regression model 

there is a correlation between the usage errors in period t with the 

usage errors in the previous t-1 period (Ghozali, 2013: 110) .The test method uses 

the Durbin-Watson test (DW test): 

1. DU <DW <4-DU, meaning there is no autocorrelation. 

2. DW <DL or DW> 4-DL, meaning autocorrelation occurs. 

3. DL <DW <DU or 4-DU <DW <4-DL, meaning there is no certainty or definite 

conclusion. 

f. Heteroscedasticity Test 

The heteroscedasticity test aims to test whether in the regression model there 

is a variance inequality from a residual of research to another. If the variance of 

the residual one observation to another observation remains, then it is called 

homoscedasticity and if different is called heteroscedasticity. A good regression 

model is homoscedasticity or no heteroscedasticity (Ghozali, 2013: 139). Means 

to detect the presence or absence of heteroscedasticity as follows: 

g. Graph Method (look at dots pattern on regression graph) 

The basic criteria in decision making, as follows: 

• If there are certain patterns such as dots form a certain pattern in order (wavy, 

widened then narrowed) then heteroscedasticity occurs. 

• If there is no clear pattern, such as dots widening above and below the number 0 

on the Y axis, then there is no heteroscedasticity. 

h. Glejser Test Method 

The glejser test is done by regressing the independent variable with the residual 

absolute value. If significant values between independent variables with absolute 

residual more than 0.05 then there is no problem of heteroscedasticity. 

i. Multiple Linear Regression Analysis Test 

Multiple linear regression analysis testing is used to determine the influence 

or connection linearly between two or more independent variables with one 
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dependent variable (Priyatno, 2014: 148). This is a research of the influence and 

connection of independent variables as follows product quality (X1), image brand 

(X2) and promotion (X3) to the dependent variable purchasing decision (Y). The 

formula of multiple linear regression analysis with the least squares equation with 

the basic model as follows: 
 

Details: 

Y = Purchasing Decision 

X1 = First independent variable X2 = Second independent variable X3 = Third 

independent variable 

a = Constants 

b1, b2, b3, = regression coefficients 

1. Coefficient of Correlation (R) 

The coefficient of correlation analysis is aimed to determine a quantity states 

how strong the correlation of a variable with other variables (Umar, 2013: 129). 

The guidance to provide interpretation of correlation coefficient (Sujarweni, 2015: 

127): 

Table 2 Coefficient of Correlation (R) 

Coefficient Interval Relationship Level 
0,00 - 0,20 Very Weak 
0,21 - 0,40 Weak 
0,41 - 0,70 Strong 
0,71 - 0,90 Very Strong 
0,91 - 0,99 Extremely Strong 

 

Source: Sujarweni, (2015:127) 

2. Coefficient of Determination (R
2
) 

The coefficient of determination (R
2
) essentially measures the extent of the 

model's ability to explain the variation of the dependent variable (Ghozali, 2013: 

97). The coefficient of determination value is between 0 and 1. The small value of 

R2 means the ability of independent variables in explaining the dependent 

variables limited. A value close to one means the independent variable gives 

almost all the information needed to predict the variation of the dependent 

variable. 

Ghozali (2013: 97) explains if in the empirical test found adjusted value of R
2
 

negative, then the value of adjusted R
2
 is considered zero. If value R

2
 = 1 then 

adjusted R
2
 = R

2
 = 1 whereas if value R

2
 = 0, then adjusted R

2
 

= (1-k) / (n-k). If k> 1, then adjusted R
2
 will be negative. 
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3. Hypothesis Testing 

j. F Test (Simultaneous Test) 

F test is used to analyze whether all independent variables have influence 

simultaneously to the dependent variable. Test F compares between Fcount value 

with Ftable value at certain confidence level to see significant influence of 

independent variable to dependent variable. The significant level of each variable 

is 0.05 (Ghozali, 2013: 98). Decision- making in this test can be done as follows 

(Sujarweni, 2015: 154): 

1. If the value is significant <0.05 then Ho is accepted and Ha is rejected. 

2. If the value is significant >0.05 then Ho is rejected and Ha is accepted. 

k. Partial Test (t Test) 

The t test is used to find out partially the influence of each independent 

variable (X) which includes product quality, brand image and promotion 

significantly or not to the dependent variable (Y) purchasing decision (Priyatno, 

2014: 161). Decision-making in this test can be done as follows (Sujarweni, 2015: 

154): 

1. If significant value >0,05 then partially the independent variables do not have 

significant influence to dependent variable 

2. If the significant value <0.05 then partially the independent variables have a 

significant influence on the dependent variable. 

The t test can also be done by looking at the t significant value of each 

variables on the output of regression result using SPSS with significance level 

0,05 (α = 5%). If the significant value is more than α then the hypothesis is 

rejected (regression coefficient is not significant), which means individually 

independent variable has no significant effect on dependent variable. If value 

significance smaller than α then hypothesis accepted (significant regression 

coefficient), mean individual variable independent has a significant influence on 

the independent variables 

RESEARCH RESULT AND DISCUSSION 

1. Research Results 

A. Validity Test 

The value of rtabel obtained from the value of df = n-2, df = 178-2 = 176 

with significant 0.05 so it is obtained rtabel of 0.1471 then all statements are valid. 

The result of validity test for each variable can be seen in the following table: 
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Table 3 Validity Test 

No. Variable Item rcount Rtable Detail 

1 Product Quality (X1) 

X1.1 

X1.2 

X1.3 

X1.4 

X1.5 

X1.6 

0,593 
0,751 

0,458 

0,759 

0,621 
0,423 

0,1471 
0,1471 

0,1471 

0,1471 

0,1471 
0,1471 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

2 Brand Image (X2) 

X2.1 

X2.2 

X2.3 

X2.4 

X2.5 
X2.6 

0,535 
0,591 

0,598 

0,497 

0,564 
0,673 

0,1471 
0,1471 

0,1471 

0,1471 

0,1471 
0,1471 

Valid 

Valid 

Valid 

Valid 

Valid 
Valid 

3 Promotion (X3) 

X3.1 

X3.2 

X3.3 

X3.4 

X3.5 
X3.6 

0,508 
0,592 
0,679 

0,585 

0,570 
0,680 

0,1471 
0,1471 
0,1471 

0,1471 

0,1471 
0,1471 

Valid 

Valid 

Valid 

Valid 

Valid 
Valid 

4 Purchasing Decision (Y) 

Y.1 

Y.2 

Y.3 

Y.4 

Y.5 
Y.6 

0,653 

0,598 

0,583 

0,608 

0,529 
0,645 

0,1471 

0,1471 

0,1471 

0,1471 

0,1471 
0,1471 

Valid 

Valid 

Valid 

Valid 

Valid 
Valid 

Source:Test Result by SPSS 22 

B. Reliability Test 

Each variable is considered reliable if Cronbach Alpha value >0.60. 
Here are the results of reliability test using SPSS 22.0: 

Table 4 Reliability Test Result 

Variable 
Cronbach 

Alpha 
Detail 

X1 0,666 Reliable 

X2 0,602 Reliable 

X3 0,653 Reliable 

Y 0,651 Reliable 
 

Source : Test Result by SPSS 22 
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C. Classic Assumption Test 

1. Normality Test Result 

Table 5 

One Sample Kolmogorov-Smirnov Test Result 

 Unstandardized 
Residual 

N  178 

Normal Parameters
a
 Mean .0000000 

 Std. Deviation 2.53269968 

Most Extreme 

Differences 

Absolute .088 

Positive .051 
 Negative -.088 

Kolmogorov-Smirnov Z 1.175 

Asymp. Sig. (2-tailed) .126 

 

a. Test distribution is Normal. 

b. Calculated from data 

Source : Test Result by SPSS 22 

Based on the output above, value of asymp. Sig (2-tailed) of 0.126 exceeds the 

0.05 significant limits so it can be concluded that the data is normally distributed. 

2. Multicolinearity Test 

Table 6 Multicollinearity Test Results 

              Coefficients
a
 

 
Model 

Collinearity Statistics 

Tolerance VIF 

(Constant)   

Product Quality .935 1.069 

Brand Image .885 1.130 

Promotion .893 1.120 

a. Dependent Variabel : Purchasing Decision 

Source : Test Result by SPSS 22 

In table 6 above, product quality variable (X1) has a tolerance value of 0.935 and 

a VIF value of 1.069. Brand image variable (X2) has a tolerance value of 0.885 

and a VIF value of 1.130 and a promotional variable (X3), a tolerance value of 

0.893 and a VIF value of 1.120. All independent variables indicate the tolerance 

value is more than 0.10 and the VIF value is less than 10. Thus it can be 

concluded that in this research there is no multicollinearity. 
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3. Autocorrelation Test 

Table 7 Autocorrelation Test Results 

Model Summary
b
 

 
R 

 
R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate 

Durbin- 

Watson 

.398
a
 .158 .144 2.576 1.713 

 
a. Predictors: (Constant), Promotion, Product Quality, Brand Image 

b. Dependent Variabel : Purchasing Decision 

Source: Test Result by SPSS 22 

From the table above, it is known that the DW value is 1.713. The DL value is 

obtained through the Durbin Watson statistic table is 1.720. Using the DW test 

method (DW <DL or DW> 4-DL), 1.713 <1.720 or 1.713> 4 - 1.720 so it can be 

concluded there is autocorrelation. 

4. Heteroscedasticity Test 

a. Graph Method 

Picture 5 

Scatterplot Graph Purchasing Decision (Y) 

Source : Test Result by SPSS 22 

In the picture above, it is seen that the dots spread above and below the line 0 and 

do not collect in one place. It shows there is no heteroscedasticity. 
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b. Glejser Test 

Table 8 Glejser Test Result 

Coefficients
a

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

 

T 

 

 

Sig. B Std. Error Beta 

(Constant) 2.381 1.720  1.384 .168 

Product Quality -.046 .046 -.077 -.987 .325 

Brand Image .019 .063 .025 .308 .758 

Promotion .007 .035 .016 .196 .845 

 
a. Dependent Variabel : ABS_RES 

Source : Test Result by SPSS 22 

From the table above can be concluded that each variable has a significance value 

greater than 0.05. This means no heteroscedasticity. 

D. Multiple Linear Regression Analysis 

Table 9 

Multiple Linear Regression Test Result 

Coefficients
a
 

 

 

 
Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

 

 

 
T 

 

 

 
Sig. 

 
B 

Std. 
Error 

 
Beta 

(Constant) 9.122 2.654  3.437 .001 

Product Quality .219 .072 .220 3.057 .003 

Brand Image .267 .097 .204 2.754 .007 

Promotion .104 .054 .142 1.925 .056 

 

a. Dependent Variabel : Purchasing Decisions 

Source : Test Result by SPSS 22 

Based on the data above, the function equation becomes: Y = 9,122 +0,219 X1 + 

0,267 X2 + 0,104 X3 

1. Interpretation of the above equation  can  be  explained  as  follows:  9,122 is a 

constant value which means when product quality, brand and promotion are 

considered constant or no change, then the effectiveness of variable Y (purchasing 

decision) is 9,122 units. 
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2. 0.219 is the regression coefficient value of the product quality variable. If one unit 

increases, the effectiveness of purchasing decision variable (Y) will increase by 

0.219 units with the assumption the brand image and promotion variable are 

constant or unchanged. 

3. 0.267 is the value of the regression coefficient of the brand image variable. If one 

unit increases, then the effectiveness of purchasing decision variable (Y) will 

increase by 0.267 units with the assumption the product quality and promotion 

variables are constant. 

4. 0.104 is the value of the regression coefficient of the promotion variable. If one 

unit increases, the effectiveness of purchasing decision variable 

(Y) will increase by 0.104 unit with assumption the product quality and brand 

image are constant. 

a. Coefficient of Determination (R) 

Table 10 

Coefficient of Determination Test Result (R) 

Model Summary 

 
Model 

 
R 

 
R Square 

Adjusted R Square Std. Error of the 

Estimate 

1 .398
a
 .158 .144 2.576 

 

a. Predictors: (Constant), Promotion, Product Quality, Brand Image 

b. Dependent Variabel : Purchasing Decision 

Source : Test Result by SPSS 22 

The coefficient of correlation result test show correlation coefficient value is 

0,398. Based on the correlation interpretation range, it is concluded that there is a 

weak or moderate relationship between the independent variables of product 

quality (X1), brand image (X2) and promotion (X3) on purchasing decision (Y). 

b. Coefficient of Determination (R2) 

Referring to table 10 above, the Adjusted R Square (R2) is 0.144 or 14.4%. 

It means the independent variables of product quality (X1), brand image (X2) and 

promotion (X3) influence or have a contribution of 14.4% while the remaining 

85.6% is influenced by other factors outside the model of this research. 

E. Hypothesis Testing 

1. F Test (Simultaneous Test) 
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Table 11 Test Result F 

ANOVA
a
 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 217.343 3 72.448 
10.92

2 .000
b
  Residual 1154.185 174 6.633 

 Total 1371.528 177  

 
a. Dependent Variabel : Purchasing Decision 

b. Predictors: (Constant), Promotion, Product Quality , Brand Image 

Source : Test Result by SPSS 22 

The result of calculation and data analysis of F test above obtained value 

Fcount> Ftable or 10,922> 2,656 with significance value 0,000 <0,05 which means 

Ho rejected and Ha accepted. 

2. Partial Test (t Test) 

Coefficients
a
 

Table 12 Test Result t 

 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients 

 

 
 

T 

 

 
 
Sig. 

 
B 

Std. 

Error 

 
Beta 

1 (Constant) 9.122 2.654  3.437 .001 

 Product Quality .219 .072 .220 3.057 .003 

 Brand Image .267 .097 .204 2.754 .007 

 Promotion .104 .054 .142 1.925 .056 

 
a. Dependent Variabel : Purchasing Decisions 

Source : Test Result by SPSS 22 

The calculation results above after seen in the table t distribution is known 

that ttable value of 1.974. The value is then compared with the value of tcount. The 

following test outputs for each variable: 

a. Product Quality Variable Testing 

The value of product quality variable (X1) is 3.057 greater than the value of 

ttable 1.974 and the significance value is 0.003 less than 

0.05. Thus, Ho is rejected and Ha accepted. So there is a significant influence 

between the products of quality on the purchasing decision. 

b. Brand Image Variable Testing 

Brand image variable (X2) has a tcount value of 2.754 greater than the value of 
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ttable 1.974 and the significance value of 0.007 smaller than 

0.05. Thus, Ho is rejected and Ha accepted which means there is a significant 

influence between the brand image variable on the purchasing decision. 

c. Promotion Variables Testing 

Promotion variable (X3) has value tcount is 1,925 smaller than ttable value of 

1,974 and significance value is 0,056 greater than 0,05. So Ho accepted and Ha 

rejected then there is no significant influence between promotion variable to 

purchasing decision. 

 

2. Discussion of Research Results 

a. Product quality, Brand image and Promotions to Purchasing Decisions 

The results of hypothesis testing in this study can be concluded that through 

the F test (simultaneous test) proved the variable of product quality, brand image 

and promotion simultaneously have a significant positive effect on purchasing 

decision at Toko Murah Balikpapan. Along with this research done by Hendra 

Noky Andrianto and Idris (2013) where there is a simultaneous influence of 

product quality variables, brand image and promotion of purchasing decisions. 

This proves product quality, brand image and promotion need to get major 

attention from the company or producer, considering the product quality related 

with the problem of consumer satisfaction that will impact in customer decision to 

reuse the product or not. Thus, the hypothesis H1 proved true. 

b. Product Quality to Purchasing Decision 

Through the partial test (t test) the results of hypothesis testing can be 

concluded that partially variable product quality significantly influence 

purchasing decisions at Toko Murah Balikpapan. This proves with the increasing 

of product quality will affect consumer purchasing decisions and increasing 

consumer interest to not switch to competitors' products. The condition is 

supported by research done by Jacky R. Manoppo and Willem 

J.F Alfa (2014) where the results of his research indicate the product quality 

partially influences the purchasing decision. Thus, the hypothesis H2 is true. 

c. Brand image to purchasing decision 

The result of hypothesis testing shows that brand image variable partially 

influence significantly to purchasing decision at Toko Murah Balikpapan. It 

means every increasing of brand image done by Toko Murah Balikpapan will also 

increasing consumer purchasing decisions on clothing products at Toko Murah 

Balikpapan. The provided brand image will capture consumers' interest in a 

clothing product needed to fulfill the consumers' social needs. The condition is 
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supported by research done by Mohamad H.P. Wijaya (2013), where the results of 

his research prove the brand image has a significant influence on purchasing 

decisions. Thus, the hypothesis H3 proved true. 

d. Promotion to Purchasing Decisions 

The result of hypothesis testing shows promotion variable partially has no 

significant effect on purchasing decision at Toko Murah Balikpapan because 

based on respondents' answers show that Toko Murah never do promotion and 

consumer never find any promotion done by Toko Murah to be able to attract 

consumer interest purchasing at Toko Murah Balikpapan. Along this time, 

consumers get references only based on information from mouth to mouth. It is in 

line with the research done by Jacky R. Manoppo and Willem JF Alfa (2014), 

where the results showed that promotion does not have a positive effect on 

purchasing decisions. Therefore, H4 hypothesis is not proven. 

e. The most influential independent variables to Purchasing Decisions 

From the whole result of hypothesis testing through partial test (t test) can be 

concluded that the most influential independent variables to purchasing decision is 

the product quality variable. So it can be understood that the factor of product 

quality should be the main concern of Toko Murah Balikpapan to be able to 

attract consumers interest to purchase the offered products followed by branding 

and promotional means as another way of communicating their products to the 

public in Balikpapan. A research with similar results is done by Aniek Fatlahah 

(2013), where product quality is the most influence variable to the purchasing 

decision of Ice Cream Wall's Magnum. Therefore the hypothesis H5 proved true, 

where among the variables of product quality, brand image and promotion, 

product quality variable is the most influential on consumer purchasing decisions 

in this research. 

FINALITY 

a. Simultaneously, product quality, brand image and promotion variables have a 

significant influence on purchasing decisions at Toko Murah Balikpapan. 

b. Partially, product quality and brand image variables have significant influence on 

purchasing decision at Toko Murah Balikpapan. The promotion variable does not 

affect the purchasing decision at Toko Murah Balikpapan. 

c. Product quality variables are the most influential variables on purchasing 

decisions at Toko Murah Balikpapan. 

Knowing that product quality variable is the most influential variables on 

purchasing decisions followed by brand image, researchers suggest to Toko 

Murah Balikpapan for further increasing the quality of product especially on 

clothing model design and should display more variety of products with 

interesting colorful to all gender ranging from children to adults which are 

expected to attract the interest of consumers to shop and present the well known 
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brands of clothing to the public in order to be able to survive, continue to grow 

and competing with other competitors. 

Related to the promotion variables does not have a significant influence on 

purchasing decisions, the researchers suggest Toko Murah immediately improve 

its self and pay more attention to it by monitoring the progress of Toko Murah 

Balikpapan on a regular scaled. And it would be better if Toko Murah promotions 

more enhanced by promoting which is different from before to be able to retain 

existing customers and can attract the interest of new consumers to make 

purchases at Toko Murah Balikpapan. 
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