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ABSTRACT

Jeriko Bonatama Siburian. 302 13 11 041. The Influence of Price, Promotion
and Store Atmosphere toward Purchasing Decision at MM ACING JAYA of
Pangkalpinang.

This study is based on the development of retail business in Indonesia
especially in Bangka Belitung which has become the main choice for the
consumers to shop in the middle of the high business competition. For that MM
Acing Jaya of Pangkalpinang, in maintaining its existence, they must identify
what is needed by the consumers to fulfill their needs. By the implementation of
marketing strategies such as Price, Promotion and good Store Atmosphere at MM
ACING JAYA of Pangkalpinang, certainly will provide the satisfaction for the
consumers and increasing the profits for the company.

This study is descriptive quantitative research with total of sample
amounted to 125 respondents, while the sampling technique using accidental
sampling. In this study, the independent variable consists of Price, Promotion and
Store Atmosphere while the dependent variable is purchasing decision. The
instrument testing using validity test and reliability test. While the data analysis
method using multiple linier regression analysis using T test, F test and R2.

The result of study of independent variable of Price (X1) obtained tcount
(2,740) > Ttable (1,979), variable of Promotion (X2) tcount (2,960) > Ttable (1,979),
variable of Store Atmosphere (X3) tcount (5,982) > Ttable (1,979). So the variable of
Price (X1) partially affect on purchasing decision (Y) 0,007 < alpha at
significance level 0,05, variable of Promotion (X2) partially affect on purchasing
decision (Y) 0,004 < alpha at significance level 0,05, variable of store atmosphere
(X3) partially affect on purchasing decision 0,000 < alpha at significance level
0,05. Based on the calculation of F test can be seen that Fcount (60,306) > Ftable
(2,68) with the value of p = 0,000 > alpha at significance level 0,05 which means
the independent variable (Price, Promotion, and Store Atmosphere)
simultaneously have positive and significant affect on dependent variable
(Purchasing Decision). The result of coefficient determination test (R2) shows
Adjusted R Square 0,599 or 59,9%, which means that the variation of purchasing
decision variable can be explained by the variable of price, promotion and store
atmosphere, the rest 40,1% can be explained by other variables outside the
variable of this study

Keywords : Price, Promotion, Store Atmosphere and Purchasing Decision
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ABSTRAK

Jeriko Bonatama Siburian. 302 13 11 041. Pengaruh Harga, Promosi dan
Store Atmosphere Terhadap Keputusan Pembelian pada MM ACING JAYA
Pangkalpinang.

Penelitian ini dilatar belakangi oleh berkembangnya usaha ritel di
Indonesia khususnya di Bangka Belitung yang telah menjadi pilihan utama
konsumen untuk berbelanja di tengah persaingan usaha yang tinggi. Untuk itu
MM ACING JAYA Pangkalpinang, dalam mempertahankan eksistensinya, harus
mengidentifikasi apa yang dibutuhkan konsumen untuk memenuhi kebutuhannya.
Dengan diterapkannya strategi pemasaran seperti harga , promosi dan store
atmosphere yang baik di MM ACING JAYA Pangkalpinang, tentunya akan
memberikan kepuasan bagi konsumen dan meningkatkan keuntungan bagi
perusahaan.

Penelitian ini merupakan penelitian deskriptif  kuantitatif dengan jumlah
sampel sebanyak 125 responden, sedangkan tekhnik pengambilan sampel dengan
teknik aksidental (accidental sampling). Pada penelitian ini variabel bebasnya
terdiri dari Harga, Promosi dan Store Atmosphere sedangkan variabel terikatnya
adalah Keputusan Pembelian. Pengujian instrumen menggunakan uji validitas dan
uji reliabilitas. Sedangkan metode analisis data menggunakan analisis regresi
linier berganda dengan  uji T, uji F dan R2.

Hasil penelitian variabel independen Harga (X1) diperoleh  thitung (2,740) >
Ttabel (1,979), variabel Promosi (X2) thitung (2,960) > Ttabel (1,979), variabel Store
Atmosphere (X3) thitung (5,982) > Ttabel (1,979). Maka variabel harga (X1)
berpengaruh secara parsial terhadap variabel keputusan pembelian (Y) 0,007 <
alpha pada taraf signifikansi 0,05, variabel promosi (X2) berpengaruh secara
parsial terhadap variabel keputusan pembelian (Y) 0,004 < alpha pada taraf
signifikansi 0,05, variabel store atmosphere (X3) berpengaruh secara parsial
terhadap variabel keputusan pembelian 0,000 < alpha pada taraf signifikansi 0,05,
Berdasarkan perhitungan uji F dapat dilihat bahwa Fhitung (60,306) > Ftabel (2,68)
dengan nilai p = 0,000 > alpha pada taraf signifikansi 0,05 yang berarti variabel
independen (harga, promosi, dan store atmosphere) secara bersama-sama atau
simultan mempengaruhi variabel dependen (keputusan pembelian) secara positif
dan signifikan. Hasil uji koefisien determinasi (R2) menunjukkan Adjusted R
Square 0,599 atau 59,9%, yakni berarti variasi variabel keputusan pembelian
dapat dijelaskan oleh variabel harga, promosi dan store atmosphere, sisanya
40,1% dapat dijelaskan oleh variabel lain diluar dari variabel penelitian.

Kata kunci : Harga, Promosi, Store Atmosphere dan Keputusan Pembelian
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