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ABSTRACT 

This study aims to determine the effect of product prices and promotions on purchasing decisions of 

Mitsubishi brand cars at PT. Srikandi Diamond Motors Tangerang Branch. The method used was 

explanatory research with a sample of 96 respondents. The analysis technique uses statistical analysis 

with regression testing, correlation, determination and hypothesis testing. The results of this study the 

price of products significantly influence the decision to purchase a Mitsubishi brand car by 42.7%, the 

hypothesis test obtained significance of 0,000 <0.05. Promotion has a significant effect on the decision to 

purchase a Mitsubishi brand car of 43.1%, the hypothesis test obtained a significance of 0,000 <0.05. 

Product prices and promotions simultaneously have a significant effect on purchasing decisions of 

Mitsubishi brand cars by 53.5%, hypothesis testing obtained significance of 0,000 <0.05. 

Keywords: Product price; promotion; decision to purchase Mitsubishi brand cars. 

 

 

INTRODUCTION 

In the current era of globalization, competition in the automotive industry is very tight, as 

evidenced by the number of car brands that exist on the highway in the Tangerang area in 

particular (Astuti & Lestari, 2019; Jati, 2019; Rozi, 2020; Suyatin, 2019). With so many brands 

that exist, making the company try to how to be superior to its competitors. This condition 

causes motor vehicle companies to compete with each other by making their vehicles superior to 

other vehicles whose aim is to fight over customers. Because customers at this time tend to be 

more critical and they have many choices to choose a car that suits their expectations (Kencana, 

2018; Wicaksono, 2019). 

The car is a very important means of transportation used by humans to deliver people or 

goods from one place to another (Gundlach et al., 2018; Naganathan & Chong, 2017; Nurhadi et 

al., 2017; Paloheimo et al., 2016; Sun et al., 2018). That requires a car with a powerful engine, a 

good model, an affordable price so that the car is in demand in the market (Cravens, 1996). 
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Aside from being a means of transportation, the car is now also functioning as a symbol of 

social status, and as a complement to the appearance or fashion of its owner. Therefore, it is a 

necessity for car manufacturers to make car products that have at least three of the above 

functions (Kencana, 2018). 

All manufacturers are currently competing to offer products by offering a variety of 

attractions embedded in the cars they sell. Each manufacturer and distributor competed in 

delivering ownership of the attraction of their respective cars. Companies must be able to 

recognize what the needs and expectations of consumers, because consumers in buying products 

have gone through a process or stages first before buying a product. Consumer behavior is a 

very important phenomenon in corporate marketing activities, namely consumer behavior in 

making purchases (Irawan, 2011). 

PT.Srikandi Diamond Motors is a Mitsubishi passanger car sales showroom. The 

company is trying to increase its car sales every year and is more concerned with growing 

interest in purchasing, therefore PT. Srikandi Diamond Motors has 3S Sales facilities (can help 

consumers in the field of sales), Service (helps consumers in the field of regular maintenance of 

the vehicle) and Spare Parts (meet the needs of spare parts if there is damage that must be 

replaced), so that what is needed by consumers is the main attraction convince consumers to buy 

a vehicle with adequate facilities (Sunarsi & Baharuddin, 2019; Yuangga & Susanti, 2019; 

Zulkifli et al., 2018). 

In purchasing a vehicle many things affect consumers, one of which is price. Price 

according to Keller & Lane (2013) is the amount of money exchanged for a product or service. 

The price is also the thing that is most considered by consumers when purchasing a product so 

the company must be careful in pricing and not only the price that must be considered will be 

fixed, the price also affects the quality of the goods. So the quality of the will have a quality 

price too. 

Advertising is one of the sub variables of promotion which is a concept in modern 

marketing theory (Jumiani et al., 2018; Kencana, 2018; Zulkifli et al., 2018). Advertising can be 

said as one of the determinants of the development and growth of a company. The process of 

recognition with a continuous frequency of time is very effective for later consumed by the 

market. The process can naturally instill assumptions that are taken into consideration before the 

purchase decision process and if the car industry wants to remain exisis in the automotive world, 

it must be consistent with the strategy (Astuti & Amalah, 2020; Kurniawati et al., 2019; Suyatin, 

2019; Syatoto, 2020). 

Like the Mitsubishi brand car, besides being seen as a means of mass transportation as 

well as a private car that is needed by the people of Indonesia. Motivation of ownership and 

purchase is based on economic value and needs that must exist as a means of transportation in 

work, recreation and so on. Even at this time many families have more car brands all brands of 

four-wheeled vehicles or cars competing to create new innovation models, designs continue to 

be tested and developed according to the tastes of consumers PT. Srikandi Diamond Motors also 

faces challenges in the field of marketing between showrooms. For that reason, management of 

Srikandi Diamond Motors knows what factors influence consumer purchasing decisions in order 

to formulate an appropriate marketing strategy in marketing Mitsubishi brand cars. 

Based on the description in the background above, the authors are interested in 

researching with the title: Effect of product prices and product promotions on purchasing 

decisions of Mitsubishi brand cars at PT. Srikandi Diamond Motors Tangerang City Alam 

Sutera Branch. 
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METHOD 

The type of research used is associative. The population in this study amounted to 96 

respondents PT. Srikandi Diamond Motors Tangerang Branch. The sampling technique in this 

study is saturated sampling, where all members of the population are sampled. Thus the sample 

in this study amounted to 96 respondents. In analyzing the data used the instrument test, 

classical assumption test, regression, coefficient of determination and hypothesis testing. 

 

RESULT AND DISCUSSION 

 

Result  
 

1. Descriptive Analysis 

In this test used to determine the minimum and maximum scores , mean scores and 

standard deviations of each variable. The results are as follows: 
  
Table 1.  

Results of Descriptive Statistics Analysis 
  

Descriptive Statistics 

  N Minimum Maximum 
The 

mean 
Std. 

Deviation 

Product Price (X1) 96 32 48 38.49 3,847 

Promotion (X2) 96 30 45 38.42 3,661 

Purchase Decision (Y) 96 32 46 39.16 3,573 
Valid N (listwise) 96         

The product price obtained a minimum variance of 32 and a maximum variance of 48 

with a mean score of 3.85 with a standard deviation of 3.847. Promotion obtained a minimum 

variance of 30 and a maximum variance of 45 with a mean score of 3.84 with a standard 

deviation of 3.661. The purchase decision obtained a minimum variance of 32 and a maximum 

variance of 46 with a mean score of 3.92 with a standard deviation of 3.573.  
  
2. Verification Analysis 

This analysis is intended to determine the effect of independent variables on the 

dependent variable. The test results are as follows: 

a. Multiple Linear Regression Analysis 

This regression test is intended to determine changes in the dependent variable if the 

independent variable changes. The test results are presented in table 2. 
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Table 2.  

Results of Multiple Liner Regression Testing 
  

Coefficients a 

Model 

Unstandardized 

Coefficients 
Standardized 

Coefficients 

t Sig. B 
Std. 

Error Beta 

1 (Constant) 9,228 2,905   3,177 .002 

Product Price (X1) .376 .082 .405 4,571 .000 

Promotion (X2) .402 .087 .412 4,648 .000 
a. Dependent Variable: Purchase Decision (Y) 

Based on the test results in the above table, the regression equation Y = 9,228 + 0,376X1 + 

0,402X2 is obtained. From the equation explained as follows: 
1) A constant of 9,228 means that if there is no product price and promotion, then there is a 

decision value for purchasing a Mitsubishi brand car of 9,228 points.       
2) Product price regression coefficient of 0.376, this number is positive, meaning that every 

time there is an increase in product price of 0.376, the decision to purchase a Mitsubishi 

brand car will also increase by 0.376 points.       
3) Promotional regression coefficient of 0.402, this number is positive, meaning that every time 

there is an increase in promotion of 0.402, the decision to purchase a Mitsubishi brand car 

will also increase by 0.402 points.       
  
b. Correlation Coefficient Analysis 

Correlation coefficient analysis is intended to determine the degree of relationship 

strength of the independent variables on the dependent variable either partially or 

simultaneously. The test results are as follows: 
 

Table 3.  

Results of Testing the Correlation Coefficient of Product Prices on Purchasing Decisions. 
  

Correlations b 
  Product Price (X1) Purchase Decision (Y) 

Product Price (X1) Pearson 

Correlation 
1 .654 ** 

Sig. (2-tailed)   .000 

Purchase Decision (Y) Pearson 

Correlation 
.654 ** 1 

Sig. (2-tailed) .000   

**. Correlation is significant at the 0.01 level (2-tailed). 
b. Listwise N = 96 

 
Based on the test results obtained a correlation value of 0.654 means that the price of the 

product has a strong relationship with the decision to purchase a Mitsubishi brand car. 
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 Table 4.  

Results of Testing the Correlation Coefficient Promotion of Purchasing Decisions. 
  

Correlations b 
  Promotion (X2) Purchase Decision (Y) 

Promotion (X2) Pearson Correlation 1 .656 ** 

Sig. (2-tailed)   .000 
Purchase Decision (Y) Pearson Correlation .656 ** 1 

Sig. (2-tailed) .000   

**. Correlation is significant at the 0.01 level (2-tailed). 
b. Listwise N = 96 

 

Based on the test results obtained a correlation value of 0.656 means that promotion has a 

strong relationship with the Purchasing decision. 
  

Table 5.  

Simultaneous Coefficient Test Results for Product Prices and Promotions on Purchasing 

Decisions 
  

Summary Model 
Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .732 a .535 .525 2,461 

a. Predictors: (Constant), Promotion (X2), Product Price (X1) 
 

Based on the test results obtained a correlation value of 0.732 means that the price of 

products and promotions simultaneously have a strong relationship to the decision of purchasing 

a Mitsubishi brand car. 
  

c. Analysis of the Coefficient of Determination 

Analysis of the coefficient of determination is intended to determine the percentage of 

influence of the independent variable on the dependent variable either partially or 

simultaneously. The test results are as follows: 
 

Table 6.  

Test Results for the Determination Coefficient of Product Prices on Purchasing Decisions. 
  

Summary Model 
Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .654 a .427 .421 2,718 

a. Predictors: (Constant), Product Price (X1) 

Based on the test results obtained a determination value of 0.427 means that the price of 

the product has an influence contribution of 42.7% on the decision to purchase a Mitsubishi 

brand car.  
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Table 7.  

Test Results for Promotion Determination Coefficient on Purchasing Decisions 
  

Summary Model 
Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .656 a .431 .425 2,709 

a. Predictors: (Constant), Promotion (X2) 

Based on the test results obtained a determination value of 0.431 means that the 

promotion has a contribution of 43.1% of the decision to purchase a Mitsubishi brand car. 
Table 8.  

Test Results for the Coefficient of Product Price Determination and Promotion of Purchasing 

Decisions 
  

Summary Model 
Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .732 a .535 .525 2,461 

a. Predictors: (Constant), Promotion (X2), Product Price (X1) 
 

Based on the test results obtained a determination value of 0.535 means that the 

simultaneous price of the product and promotion has an influence contribution of 53.5% on the 

purchase decision of a Mitsubishi brand car, while the remaining 46.5% is influenced by other 

factors. 
  

3. Hypothesis testing 

a. Partial hypothesis test (t test) 

Hypothesis testing with t test is used to find out which partial hypotheses are accepted. 

First Hypothesis: There is a significant influence between product prices on purchasing 

decisions for Mitsubishi brand cars.  
  
Table 9. Results of the Product Price Hypothesis Tests Against Purchasing Decisions 
  

Coefficients a 

Model 

Unstandardized 

Coefficients 
Standardized 

Coefficients 
t Sig. B Std. Error Beta 

1 (Constant) 15,787 2,804   5,631 .000 

Product Price (X1) 607 .72 .654 8,377 .000 
a. Dependent Variable: Purchase Decision (Y) 

Based on the test results in the above table, the value of t count> t table or (8.333> 1.661) 

is obtained, thus the first hypothesis proposed that there is a significant influence between the 

price of the product on the decision to purchase a Mitsubishi brand car is accepted. 
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Table 10.  

Results of the Promotional Hypothesis Test Against Purchasing Decisions 
  

Coefficients a 

Model 
Unstandardized Coefficients Standardized Coefficients 

t Sig. B Std. Error Beta 
1 (Constant) 14,545 2,930   4,964 .000 

Promotion (X2) .641 .076 .656 8,437 .000 

a. Dependent Variable: Purchase Decision (Y) 

Based on the test results in the table above, the value of t count> t table or (8.437> 1.661) 

is obtained, thus the second hypothesis proposed that there is a significant influence between 

promotion of the decision to purchase a Mitsubishi brand car is accepted. 
  

b. Simultaneous Hypothesis Test (Test F)  

Hypothesis testing with the F test is used to find out which simultaneous hypotheses are 

accepted. The third hypothesis There is a significant influence between product prices and 

promotions on the decision to purchase a Mitsubishi brand car.  
  
Table 11.  

Hypothesis Test Results for Product Prices and Promotions on Purchasing Decisions. 
  

ANOVA a 
Model Sum of Squares df Mean Square F Sig. 

1 Regression 649,178 2 324,589 53,572 .000 b 
Residual 563,478 93 6,059     

Total 1212,656 95       

a. Dependent Variable: Purchase Decision (Y) 
b. Predictors: (Constant), Promotion (X2), Product Price (X1) 

 
Based on the test results in the above table, the value of F count> F table or (53.572> 

2,700) is obtained, thus the third hypothesis proposed that there is a significant influence 

between product price and promotion on the purchase decision of a Mitsubishi brand car is 

accepted. 
  
Discussion  

1. Effect of Product Prices on Purchasing Decisions 

Product prices have a significant effect on purchasing decisions for Mitsubishi brand cars 

with a correlation of 0.654 or have a strong relationship with a contribution of 42.7%. 

Hypothesis testing obtained t count> t table or (8.333> 1.661). Thus the first hypothesis 

proposed that there is a significant effect between product prices on purchasing decisions for 

Mitsubishi brand cars is accepted. 
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2. Effect of Promotion on Purchasing Decisions 

Promotion has a significant effect on purchasing decisions of Mitsubishi brand cars with a 

correlation of 0.656 or has a strong relationship with a contribution of 43.1%. Hypothesis 

testing obtained t count> t table or (8.437> 1.661). Thus the second hypothesis is proposed that 

there is a significant influence between the promotion of the purchase decision of Mitsubishi 

brand cars accepted. 
  

3. Effect of Product Prices and Promotions on Purchasing Decisions 

Product prices and promotions have a significant effect on purchasing decisions for 

Mitsubishi brand cars by obtaining a regression equation Y = 9,228 + 0,376X1 + 0,402X2, a 

correlation value of 0,732 or having a strong relationship with a contributing effect of 53.5% 

while the remaining 46.5% influenced by other factors. Hypothesis testing obtained F value> F 

table or (53.572> 2.700). Thus the third hypothesis proposed that there is a significant influence 

between product prices and promotions on the decision to purchase a Mitsubishi brand car is 

accepted. 
  

CONCLUSION 

Product prices significantly influence the decision to purchase a Mitsubishi brand car with 

a contribution of 42.7%. Hypothesis testing obtained t count> t table or (8.333> 1.661). 

Promotion has a significant effect on the decision to purchase a Mitsubishi brand car with a 

contribution of 43.1%. Hypothesis testing obtained t value> t table or (8.437> 1.661). Product 

prices and promotions have a significant effect on purchasing decisions for Mitsubishi brand 

cars with a contribution of 53.5% while the remaining 46.5% are influenced by other factors. 

Hypothesis testing obtained by the calculated F value> F table or (53.572> 2.700). 
. 
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