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ABSTRACT 

 

MUHAMAD RIFKI F. 3021511054. The Influence of Promotion, Price, and 

Location on Purchase of Handphone Case At Althaf Cell Pangkalpinang  

 

 The purpose of this study is to find out and analyze the influence of 

promotion, price, and location on the purchase intention of the handphone case at 

Althaf Cell Pangkalpinang. This study has a descriptive quantitative design with a 

sample of 298 respondents. The sampling method used non probability sampling 

with random sampling. The independent variable consists of promotion, price, and 

location, while the dependent variable is purchase intention. Validity and reliability 

were implemented to test the instruments. The method of data analysis used multiple 

linear regression analysis, T -test, F -test, and the coefficient of determination. The 

results of the independent variables were obtained respectively (X1 : that T count > 

T table (7.742 > 1.968 and p-value = 0.000 < 0.05)), (X2: than T count > T table 

(5.018 > 1.968 and p-value = 0.000 < 0.05)), and (X3 that T count > T table (3.257 

> 1.968 and p-value 0.001 < 0.05)). This allows the conclusion that each 

independent variable has a positive and significant effect on the dependent 

variable. The results of the F-test indicated that F count (36.769) F table (3.04), 

and the significance value was and 0.000 and 0.001 smaller than the significance 

level 0.05. The findings confirmed that the promotion, price, and location 

simultaneously affect the purchase intention positively and significantly. The results 

of the coefficient of determination (R2) analysis showed that the promotion, price, 

and location influence user loyalty at 0.265 or 26.5 %.   
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ABSTRAK 

 

MUHAMAD RIFKI F. 3021511054. Pengaruh Promosi, Harga dan Lokasi 

Terhadap Minat Beli  Case (Sarung) Handphone Pada Althaf Cell 

Pangkalpinang 

 

 Penelitian ini bertujuan untuk mnegetahui dan menganalisia Pengaruh 

Promosi, Harga dan Lokasi Terhadap Minat Beli  Case (Sarung) Handphone Pada 

Althaf Cell Pangkalpinang. Penelitian ini menggunakan deskriptif kuantitatif 

dengan jumlah sampel 298 responden, dan metode pengambilan sampelnya 

menggunakan non probability sampling dengan random sampling. Variabel 

independen dalam penelitian ini terdiri dari promosi, harga dan lokasi, sedangkan 

variabel dependen adalah minat beli. Pengujian instrumen menggunakan validitas 

dan reliabilitas, metode analisis data menggunakan analisis regresi linier berganda, 

uji T, uji F, dan koefisien determinasi. Hasil penelitian dari variabel independen 

masing-masing diperoleh (X1: bahwa thitung > ttabel (7,742 > 1.968 dan nilai ρ = 0.000 

< 0.05), (X2: bahwa thitung > ttabel (5,018 > 1.968 dan nilai ρ = 0.000 < 0.05) dan (X3: 

bahwa thitung > ttabel (3,257 > 1.968 dan nilai ρ = 0.001 < 0.05). Sehingga dapat 

disimpulkan masing-masing variabel independen berpengaruh positif dan 

signifikan terhadap variabel dependen. Hasil uji F fhitung (36,769) > ftabel (3.04), dan 

nilai signifikansi adalah 0.000 dan 0.001 lebih kecil dari taraf signifikansi 0.05 yang 

berarti variabel  promosi, harga, dan lokasi secara simultan mempengaruhi variabel 

minat beli secara positif dan signifikan. Hasil analisis koefisien determinasi (R2) 

menunjukkan variabel promosi, harga, dan lokasi mempengaruhi variabel loyalitas 

pengguna sebesar 0,265 atau 26,5% . 

 

 

Kata Kunci: Promosi, Harga, Lokasi dan Minat Beli 
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