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This study aims to analyse the correlation between promotion mix and
price perception with student purchasing decisions in continuing studies.
Research by the author uses quantitative methods. The population of this
study was all One-Year Professional Program students at the EI Rahma
Educational Institute Bogor in 2017/2018, amounting to 191 people. The
sampling method used was stratified random sampling with the number of
samples taken determined using the Slovin formula totalling 130
respondents. Data analysis uses simple linear and multiple regression
tests, simple correlation test, multiple correlation test, partial correlation
test, and the coefficient of determination test. The results showed there
was a positive and significant relationship between the promotion mix
variable and the purchase decision with a correlation coefficient (r) of
0.770, which means strong. And the contribution of the promotion mix
variable (X1) to the purchase decision (Y) obtained the value of R Square
(R?) of 0.593, and this means that the promotion mix (X1) made a
contribution of 59.3% to the purchase decision (Y). There is a positive and
significant relationship between the variable price perception with
purchase decisions with a correlation coefficient (r) of 0.711, which means
strong. And the contribution of the price perception variable (X2) to the
purchase decision (Y) obtained R Square value of 0.505, and this means
that the price perception variable (X2) formed a contribution of 50.5% to
the purchase decision (Y). There is a positive and significant relationship
between the promotion mix variable and price perception, together with
the purchase decision with a correlation coefficient (r) of 0.799, which
means strong. And the contribution of the promotion mix (X1) and price
perception (X2) together with the buying decision (Y) obtained an
Adjusted R Square (R?) value of 0.632. This shows that 63.2% of student
purchasing decisions in continuing their studies at the El Rahma
Educational Institution in Bogor are influenced by the promotion mix and
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price perception while the remaining 36.8%, purchasing decisions are
influenced by other factors, which in this study were not discussed.

Key words: Promotion Mix, Price Perception, Purchase Decision

Introduction

In the era of technological and industrial development where competition demands in human
resources are very important factors, it is demanded of universities to be able to improve the
quality of their graduates. This provides positive opportunities and challenges for all tertiary
institutions and educational and skills institutions, especially in efforts to improve quality and
competitiveness. The existence of educational institutions and skills is still very necessary to
prepare for high school, or for vocational graduates who want to jump right into the world of
work to have the skills and abilities needed to work. The government's attention and policy
regarding course institution are under the Directorate of Course and Training Development
under the Ministry of Education and Culture of the Republic of Indonesia.

For some people, a large cost factor is not a problem as long as it can be accepted in universities
or educational institutions that are highly regarded and well known. But for people who have
economic limitations but want to study in tertiary institutions, the cost factor will be a
consideration. The education process will not be able to run properly without adequate financial
support. Therefore the educational cost factor is one of the important factors in decision making
so that educational institutions must be able to manage their education costs well so that the
continuity of teaching and learning activities can proceed satisfactorily without overloading
their students.

El Rahma Bogor Institute of Education promotes, among other things, ways to go to school,
both High Schools (SMU) and Vocational High Schools (SMK), using brochures and banners,
exhibitions, and promotions through social media. Through promotions the El Rahma Bogor
Educational Institute communicates its educational and training products in the form of study
programs to its consumers, in this case, prospective students. The superiority of the products
offered is known by consumers and can make them interested, leading them to make the
decision to buy and continue their studies at the E1 Rahma Educational Institution in Bogor. El
Rahma Educational Institute seeks to provide optimal education services to students. For this
reason, management must be responsive to changes in the environment, both internal and
external. Data from the numbers of students in the last 4 years (2014-2018) indicates a declining
trend in the number of students who decide to continue their education at the One Year
Professional Program at El Rahma Educational Institution, Bogor. It is concluded that the
management of the El Rahma Bogor Educational Institution must better understand the factors
that influence the students’ buying decisions to continue their studies.
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The research aims 1) To find out and analyse the relationship between the promotion mix and
the buying decision of students in continuing their studies, 2) To find out and analyse the
correlation between price perception and student buying decisions in continuing their studies,
3) To obtain and analyse the correlation between promotion mix and price perception together
with student purchasing decisions in a continuing study at the El Rahma Educational Institution
in Bogor.

Kotler (2005) said that decision making is an individual activity that is directly involved in
obtaining and using the goods offered. Consumer decisions are one aspect that is found in
consumer behaviour. Swastha & Handoko (2000) and De Mooij (2019) suggested that
consumer behaviour is the activities of individuals who are directly involved in obtaining and
using goods and services, including the decision-making process in the preparation and
determination of these activities.

Armstrong & Kotler (2003) stated the components that influence consumers' decisions to buy
consist of, 1) Cultural factors, namely determinants of underlying desires and behaviours
consisting of a collection of values, preferences, and behaviours showing the different product
and brand preferences in many ways. 2) Social factors, which can come from the reference
group, are all groups that affect directly (face to face) or not, one's attitude or behaviour; while
the family is the most important purchasing organisation in society. It has become the object
of extensive research. 3). Personal factors, which consist of age and consumption life-cycle
stages formed by the family life-cycle; marketers often choose groups based on the life-cycle
as the target market. 4). Psychological factors, namely the motivation and knowledge of a
consumer arising from his experience consisting of cultural, social, personal, and psychological
factors.

Kotler (1993) stated consumers who are moved may or may not be looking for more
information. When the consumer drive is stronger, and a product that will satisfy is available
at hand, the consumer will buy it. The consumer's evaluation phase forms preferences among
brands in a choice group. Consumers might also form a buying intention to buy the most
preferred brand (McConnell & Rydell, 2019). The stronger the negative attitude of other people
and the closer that another person is to the consumer, the more consumers will regulate their
buying intentions. When consumers act, an unanticipated situation factor might occur to change
the purchase intent (Samli, 2012).

Based on the understanding and definition of the experts above, it can be summarised that the
consumer purchasing decision as an act is a form of combined knowledge to evaluate two or
more alternative behaviours and choose one of them. Indicators of purchasing decisions are (1)
problem identification, (2) information, (3) alternative evaluation, (4) purchasing decisions, (5)
post-purchase behaviour.
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Promotion is one of the variables in the marketing mix that is very important for companies to
market their products. Promotion can be interpreted as a flow of information or one-way
persuasion to direct an individual or organisation towards actions that create exchanges in
marketing (Li, 2016; Swastha & Irawan, 2005). Stanton (1996) states that basically, promotion
is something to inform, persuade, and influence.

According to Armstrong & Kotler (2003), promotion is defined as “communication from
marketers who inform, persuade, and remind potential buyers of a product to influence their
opinions or obtain a response”. Promotion can help buyers evaluate alternative products and
brands. According to Swastha (2010), promotional objectives within the company, are namely:
1). Behaviour modification. With the promotion of the company trying to create a good
impression of itself and thus be able to change the behaviour and opinions of consumers about
the company's products so that it encourages product purchases. 2) Notifying. Promotional
activities are carried out to notify the objective market of the company's offerings regarding a
product. 3) Persuade. Directed primarily to encourage purchases, often companies do not want
to get an instant response from consumers, but rather give a positive impression. 4) Remind.
This promotion is carried out primarily to remind the public that the company's products are
still on the market. Promotion is one of the marketing mixes used by companies to
communicate with their markets. Promotion is also often said to be an ongoing process because
it can lead to a series of further activities for the company.

In communicating its products to consumers, companies can achieve this through several
promotional tools known as the promotion mix. Promotion mix is a set of tools used by
companies to communicate their products to consumers (Chen, Chen & Huang, 2012; Oke et
al., 2016). Swastha (2008) suggests, “the promotion mix is the best combination of strategies
from advertising, personal selling, and other promotional tools, all of which are planned to
achieve the objectives of the sales program”. According to Stanton (2002) and Khan (2007),
“the promotion mix is a combination of personal selling, advertising, sales promotion, public
relations and publicity to help create the company's marketing goal”. Kotler and Keller (2012)
suggest there are eight main ways of communication from the marketing communication mix,
namely: “advertising, sales promotion, public relations and publicity, events and experiences,
direct marketing, interactive marketing, word of mouth, and personal selling”.

Understanding some of the experts above, it can be summarised such that the promotion mix
is promotional effectiveness, which is “a combination of personal selling, advertising, sales
promotion, public relations, word of mouth and publicity to help create the company's
marketing goals”. Indicators of the promotion mix in this study are advertising (advertising),
sales promotion (sales promotion), events and experiences, interactive marketing, word of
mouth, personal selling (personal selling), public relations (public relations), and direct
marketing (direct sales).
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Price perception recounts an approach to justifying the price impact for a product or service in
a purchasing situation where the level of consumer involvement is high. This has a strong
influence on consumer buying decisions about a product or service (Gilaninia, Taleghani &
Azizi, 2013). Xia et al. in Lee & Lawson-Body (2011) suggested: “price perceptions are
consumer judgments and associated emotional forms about whether prices offered by sellers
and prices compared to others are reasonable, acceptable or justified”.

While Campbell in Cockril & Goode (2010), states, “price perception is a psychological factor
in various ways that has an important influence on consumers' reactions to prices”. According
to Peter & Olson (2000), price perception is how it is understood entirely and gives a deep
meaning to consumers. That's why price perception is one of the reasons why someone decides
to buy.

Furthermore, Peter & Olson (2002) stated in the condition of cognitive price information
processing, consumers can make a comparison between the price determined with a price or
price range that has formed in their minds for the product. The price in the minds of the
consumers used to make this comparison is called the internal reference price.

According to Hawkins & Mothersbaug (2010) and Leonardo & Erwan (2012), perception is a
process that begins with consumer exposure and pays attention to marketing stimuli and ends
with consumer interpretation. Freddy Rangkuti, in Leonardo & Erwan (2012), states the
perception of price is measured based on customer perception, namely by asking customers
what variables they think are most important in choosing a product.

Price perception is formed by 2 main dimensions, namely: 1) Perception of quality; consumers
tend to prefer products that are expensive when they get the price of the product. Their
perceptions of product quality are affected by their views of the name, brand, store name,
warranty provided, and the producers of the products. 2) Perception of costs incurred.
Consumers usually accept that the price is the cost incurred to get them. But they have different
assumptions of it even for the same product. It turns on the situation and conditions undergone
by consumers (Familmaleki, Aghighi & Hamidi, 2015).

Furthermore, Nagle & Hogan (2006) added 2 dimensions that shape consumer price
perceptions, namely: 1) Perception of price differences. Evaluation from consumers of the price
difference offered to the basic price that is known by consumers. 2) Reference prices. The price
formed by the customer is based on two things, including the price according to the customer's
experience (internal reference price) and the amount that is informed by other people or
advertisements on the outside seen by the customer (external reference price). Kotler & Keller
(2012) note four indicators of prices that are: (1) price affordability, (2) price conformance with
product quality, (3) price competitiveness, and (4) price match with benefits.
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According to Stanton (1998), prices consist of several sub-variables, including, 1) Affordability
of prices, i.e., aspects of pricing carried out by producers/sellers by consumers' purchasing
abilities. 2) Price competitiveness — whether the price offered has the same value as a similar
type of product given by a different producer/seller. 3) Price conformity with product quality,
1.e., aspects of pricing offered by producers/sellers by product quality that can be obtained by
consumers. 4) Price conformity with product benefits; whether the aspects of pricing fulfil the
consumers’ desires when they get benefits from buying the product.

Lupiyoadi (2001) states, “pricing decisions are also very important in determining how far
consumers value services, and also in the process of building an image. Pricing activities play
an important role in the marketing mix process because pricing is directly related to the revenue
received by the company”. Alma (2009) states that the price for higher education services is
strongly affected by the quality of the products offered. If the quality of the product is high, the
prospective customer is willing to pay more, as long as it is within their affordability. In this
context, prices are all costs incurred by students to obtain educational services offered by a
tertiary institution.

Lupiyoadi (2001) also says that in the education sector, the price components are stated to
include: 1) Registration money/re-registration at the beginning of each semester. 2) Tuition
fees, including tuition fees for education; also matters relating to the development and fostering
of curricular and extra-curricular activities, such as book fees, equipment, and so on per
semester. 3) Fees per credit (semester credit units). 4) Building construction donations are only
paid once when received at the educational institution. 5) State exam fees and others.

Therefore it can be summarised that “price perception is an assessment of consumers and
associated emotional forms about whether prices offered by sellers and prices compared to
other parties make sense, are acceptable or can be justified, and are related to the level of
acceptance of prices by consumers that are also wide of the price acceptance limit”. Indicators
of price perception in this study are: 1) Affordability of prices. 2) Price matched with product
quality. 3) Price competitiveness with other product prices. 4) Price match benefits.

Methods

The study was conducted at the El Rahma Educational Institute in Bogor. The samples were
determined by using the Slovin formula. They consist of 130 respondents. A quantitative
correlational approach is used to process data obtained from the study site. It illustrates the
relationship of the independent variables, in this case, is the promotion mix (X1) and price
perception (X2), against purchasing decisions (Y). Based on a review of the theoretical basis
and previous research, in this study the constellation of research variables can be described in
Figure 1.
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Figure 1. Variable Constellation Research Stage

Information:

X1 = promotion mix

X2 = Price perception

Y = purchasing decision ¢ = Other variables

Results and Discussion

a. Promotion Mix Variable (X1)
The description about Promotion Mix Variable (X1) can be shown in Table 1.

Table 1. Description of Variable Data (X1)

Bauran Promosi (X1)
Mean 122, 0769231
Standard Error 1,297157354
PAedian 121
Mode 128
Standard Dewviation 14, 79032545
Sample Variance 218, 7337269
Kurtosis -0, IF53A0486
Skewness 0,355492471
Range L=r
PN 93
Plas imurm 160
Sum 15870
Count 130

b. Price Perception Variable (X2)
The description about Price Perception Variable (X2) can be shown in Table 2.
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Table 2. Description of Variable Data (X2)

Persepsi Harga (2]
MMeamn 116,2692308
Standard Error 1,.017250639
redian 114.5
mMode 122
Standard Drewviation 11,.5934418
Sample Wariance 134 5238521
Kurtosis -0,357517241
Skewness 0,457205886
Range 50
MATmInLm 95
PAaximum 145
Sum 15115
Count 130

c. Loyalty Variable (Y)
The description about Loyalty Variable (Y) can be shown in Table 3.

Table 3. Description of Variable Data (Y)

Keputusan Pembelian (¥Y)
Mean 134,9230769
Standard Error 1,275315639
Median 134.5
Maode 119
Standard Dewviation 14,54083551
Sample Variance 211,4358974
Kurtosis -0,228238204
Skewness 0,280490377
Range 65
Minimum 105
Maximum 170
Sum 17540
Count 130

Test Requirements Analysis

Data Normality Test is the analysis requirements test, which includes the classic assumption
test (normality test, linearity test, multicollinearity test). Test requirements analysis is needed
to determine whether data analysis for hypothesis testing can be continued or not, (Santoso,
2012). Some data analysis techniques require testing the analysis requirements. Analysis of
variance requires that the data come from normally distributed populations and homogeneous
groups.
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Table 4. Results of the Promotional Mix Variable Normality Test Results (X1)

One-Sample Kolmogorov-Smirnov Test

BauranFromaosi

Il 130
Maormal Mean 1220769
Parameters®®  stg Deviation 14,79033
Most Extreme Absolute - 074
Differences Positive 074

Megative - 062
Test Statistic 074
Asymp. Sig. (2-tailed) Jaos

a. Test distribution is Mormal.

From Table 4 it is known that the significance value (asymp. Sig 2-tailed) for the promotion
mix variable (X;) is 0.180, indicating a significance value greater than 0.05. The distribution
of the promotional mix variable data is declared normal.

Table 5. Test Result Variables Normality Price (X2)

One-Sample Kolmogorowv-Smirnov Test

FersepsiHarga

N 130
Mormal Mean 116,2692
Parameters™  gig Deviation 1150844
MostExtremme Absolute .0a
Differences Positive 091

Megative —;Elam
Test Statistic 091
Asvmp. Sig. (2-tailed) RERE

a. Test distribution is Maormal.

Table 5 shows the significance value (asymp. Sig 2-tailed) price perception variable (X) is
0.111, and this indicates a significance value greater than 0.05. The distribution of data on the
perception of price variables is declared normal.

Table 6. Loyalty Variable Normality Test Results (Y)
One- Samphe Kolmogorow-Smirnoy Test

HeputusanPFembelian

14 130
Harmal Mean 134 9231
Parameters® oy pDeviation 14 54084
Kot ADgsolute 074
Eﬂ:ﬁ::e; PR o7
Megative - 044

Test Statistic 74
Asymp. Sig. (2-tailed) 182

a_ Test distnbution s Mormal
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Table 6 describes that the significance value (asymp. Sig 2-tailed) for the purchase decision
variable (X4) is 0.182, this indicates a significance value greater than 0.05. The data distribution
of purchasing decision variables is declared normal.

Linearity Test
The Linearity test in this study used Test for Linearity with a significance level of 0.05. Then
the test criteria with two variables are said to have a linear relationship if the significance value

at Linearity> 0.05, then the two variables are linearly related.

Table 7. Linearity Test Results of Promotion Mix (X1) with Purchase Decision (Y)

ANOVA Table
Sum of Mean
Squares df Square F Sig.
KeputusanPembelian Between (Combined)
* BauranPromosi Groups 20122 575 48| 419,220 4,747 00
Linearity 16178 287 11 16178287 | 183,210 000
Deviation
from 3044 287 47 83,921 850 63
Linearity
Within Groups 7152 656 8 88,304
Total 27275 231 129

Table 7 above portrays that the significance value of Linearity is 0.434 on Deviation from
Linearity for the relationship between the promotion mix variable (X1) and the purchasing
decision (Y). Significance value 0.568> 0.05. It means that between the promotion mix variable
(X1) and the purchase decision (Y), there is a linear relationship.

Table 8. Pricing Linearity Test Results (X2) with Purchasing Decisions (Y)

ANOVA Table
Sum of Mean
Squares df Square F Sig.
KeputusanFPembelian Between ([Combined) 14131 GG6 43 298 {43 2 160 001
*PersepsiHarga Groups ) . ' ' ' '
Linearity 2538,898 1| 2538898 16,612 000
Deviation
from 11582 769 42 276,018 1,806 211
Linearity
Within Groups 13143 564 a6 152 832
Total 27275231 129

Table 8 shows that the significance value at Linearity of 0.958 on Deviation from Linearity for
the relationship between the variable price perception (X2) with the purchase decision (Y). The
significance value of 0.211> 0.05. It is concluded that between the price perception variable
(X2) with the purchase decision (Y), there is a linear relationship.
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Hypothesis Testing

Table 9. Relationship of promotion mix (X1) and price perception (X2) together with
purchase decision (Y)
Model Summary®

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

1 799 638 632 882158
~a. Predictors. (Lonstant), PersepsiHarga, BalranPromosi

b.DependentVariable: KeputusanFembelian

The interpretation of Table 9 is as follows:
a. A constant value of 23.276 means that if there is no increase in the value of the promotional
mix and price perceptions, the purchase decision will be constant at 23.276.
b. The regression coefficient value of the promotion mix variable is 0.530, indicating that if the
value of the promotional mix (X4) increases by one unit, the purchasing decision (Y) will
increase by 0.530.
c. The regression coefficient value of the price perception variable of 0.394 indicates that if the
price perception value (X2) increases by one unit, the purchasing decision (Y) will increase
by 0.394.
d. To test the hypothesis that there is a positive and significant relationship between the
promotion variable (X1) and price perception (X2) together with the purchase decision, a
correlation test is used with the significance of the provisions if the value of t is greater (>)
t table with significance <0.05, then there is a significant relationship. The t table value in
this study for a sample of 130 was 1.978. Based on the results of the analysis above it is
known that the t value of the promotional mix variable (X1) = 6.819 and the t value of the
price perception variable (X2) = 3.949 which means that it is greater (>) t table 1.978, with
a significance value of 0.000 <0.05 — this proves that there is a positive and significant
relationship between the promotion mix (X1) and price perception (X2) together with the
buying decision (Y).

Partial Correlation Test
The results of the partial correlation test find the correlation test uses a control variable that is
the promotional mix (X1). The variable influences, or not, on the purchase decision (Y) and

the price perception (X2). In this case, the correlation coefficient between the purchase decision
(Y) and the price perception (X2) is 0.327, and the significance value (2-tailed) is 0.002.
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The number of samples in this study (130 samples) and degrees of freedom (df or degrees of
freedom), namely: df = Nk-1, meaning N = 130, k = number of variables, then df = 130-2-1 =
127. At a significance level of 0.05 obtained an r table value of 0.173, and significance value
(2-tailed) <0.05. Because the value of 0.327> 0.173 and significant value of 0.000 <0.05, this
shows that the correlation or the relationship of the variable perception of the price (X2) with
the purchase decision (Y) when controlled by the promotional mix variable (X1) are very strong
criteria.

Thus the results of the above calculation can explain that the level of closeness of the
relationship between price perception with purchasing decisions when controlled by the
promotion mix forms a strong relationship.

From the results of the data analysis and research results described above, several things that

can be conveyed in this study are:

1. This study consists of two independent variables and 1 dependent variable, where the
independent variable is the promotion mix (X1) and price perception (X2), while the
dependent variable is a purchasing decision (Y).

2. The results of the first hypothesis test obtained by the correlation coefficient (r) of 0.770;
this shows that the relationship of the promotion mix with the purchase decision is on the
strong relationship criteria of 0.770, and the contribution of the promotion mix (X1) to the
purchase decision (Y) of 59.3 %.

3. The second hypothesis test results obtained correlation coefficient (r) of 0.711, and this
shows that the relationship between price perception and the purchase decision is in the
criteria of a strong relationship of 0.711, and the contribution of price perception (X2) to
purchase decision (Y) of 50.5 %

4. The third hypothesis test results obtained correlation coefficient (r) of 0.799, and this shows
that the relationship of the promotional mix (X1) and price perception (X2) together with
the purchase decision are on the criteria of a strong relationship of 0.799, and the
contribution promotion mix (X1) and price perception (X2) together towards the purchase
decision (Y) shows that 63.2% of purchasing decisions are influenced by the promotional
mix and price perception, while the remaining 36.8% of purchasing decisions are influenced
by other factors not discussed in this study.

5. The results of the matrix between dimensions show that the largest correlation value is the
event and experience dimension with a purchasing decision of 0.863, which means it is very
strong. Then the dimension of price competitiveness of the price perception variable with
the introduction of a problem of 0.841 means the closeness of the relationship between the
two dimensions is very strong: then the dimension of personal selling with information
search of 0.825 followed by the dimension of personal selling (individual selling) with
purchasing decisions equal to 0.818 which means the close relationship between these
dimensions is very strong. While the smallest value is the correlation value of the
appropriateness dimensions of price with benefits with problem recognition of (0.013).
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Event and experience dimension and Interactive Marketing dimension with problem
recognition is 0.041.

Conclusion

There is a positive and significant relationship between the promotion mix variable and the
purchase decision with a correlation coefficient (r) of 0.770, and this shows that the relationship
of the promotional mix with the purchase decision is at a strong relationship criterion of 0.770,
and the contribution of the promotional mix (X1) to the purchase decision (Y) of 59.3%.

There is a positive and significant relationship between the variable price perception with
purchase decisions with a correlation coefficient (r) of 0.711; this shows that the relationship
between price perception and the purchase decision is on the strong relationship criteria of
0.711, and the contribution of price perception (X2) to the purchase decision (Y) of 50.5%.

And there is a positive and significant relationship between the promotion mix and price
perception together with the purchase decision with a correlation coefficient (r) of 0.799; this
shows that the relationship of the promotional mix (X1) and price perception (X2) together
with the purchase decision being at a strong relationship criterion of 0.799, and the contribution
of the promotion mix (X1) and price perception (X2) together to the purchase decision (Y)
shows that 63.2% of purchasing decisions are influenced by the promotional mix and price
perception, while the remaining 36.8% of purchasing decisions are influenced by other factors
not discussed in this study.
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The Relationship  Between
Promotion Mix and Price
Perception =~ With  Student
Purchasing Decisions in
Continuing Study

Hari Muharam", Sufrin Hannan®, Fitri Haryanto’,
24 Manajermen, Sekolabh Pascasarjann, Universitas Pakuan, Bogor,

-Thh stisdy is to analyre the correlation between promotion mix snd price perceptim with
student pfichasing decisions in continuing studies. Research using the suthor uses quantitative
mcthodds, The population of this study were all | Year Professional Program students of the El
Rahma Educational Instiwtd@Roegor in 20072008, amounting to 191 people. The sampling
metbosd used was atratifed mndom sampling with the mmber of samples (aken determined
using the Slovin formula totaling 130 respondents. Data analysis uses simple linear and maltiple
regression test, simple correlation i, multiple cormelation test, panial cosrelation 1est and the
coelficient of determination tesd. The mesults showed there was o positive and [znificont
relationship between the promaotion mix variabbe and the purclase decision with a correlation
cocificlent {r) of D.770, which means strong. And thqgoniribution of the promotion mix
variable (X1) to the purchase decision (Y) obtained the value of B Square (R*) of 0593, this
[icans that the proootion mix (X1] made & contribation of 59.31% o the purchase decision (Y ).
There i a positive and sipificant relationship between the varable price perception with
purchase decisions with a correlation coefficiont (r) af 0,711, which means strong, And ()
contribution of the price perception variable (X2) to the purchase decision (Y) obtined R
Sejuare value of 01505, This mseans that {5 price perception variable ( X2} formed a contrbitkon
of 50.5% to the purchase decision (Y ). There is & positive afji signilicant relationship between
the proomotion mix vanahle and price perception ogether with the purchase decision with a
correlation coelficient (r) of 0,799, which means strong, And the contiibution of [ promotion
mix (X1} and price pesception (X2 together 1o the buving decision (Y] obtalsed an Adjosted R
Square (R valoe of 0632, This shows that 63.2% of stedent purchasing decisions in
contiveing their studies an the El Rabuna Educational Instiution in Bopor ane influenced by the
promotion mix and price perception while the remaining 362%, purchasing decisions ane
influenced by other Taciors which m this stedy were mol discussed,

Koy words ; Promation Mix, Price Peroepiion, Parciase Decixiomn




Introduction

0 o the em of technological and industrial developmem where competition demands in
htrmean resourees ang very impotant Getors, universities ane demanded tor be shle (o improve the
quality of their graduates. This provides positive opportanities and challenges. for all temiary
institutions and educational and skills nsitutions, especially i elforts o improve quality and
coimpetitivencss, The existence of educational institutions and skills is stll very necessary o
prepare for high schenl or vocational grdbuates who want 0o jump right into the warld of work
tor have the skills and abilites neaded wowork, The government's stieation and policy regarding
B course institution ore mnder the Directorte of Course and Training Development under the
Ministry of Eduscation and Culiune of the Republic of Indomesan,

For some peopbe, @ lorpe cost factor 1 nod o problem s long as 6 con be occepted in

universities or educational institetions that are considered good and well-known. Bur for people
who have economic lamitations but wint (o study in tertlary Institutions, the cost factor will be a
consideration. The education process will not jag able t run properly without adequate financial
st Therefore the educational cost factor is one of the imporiant factors in decision moking,
wo (hat educitinnal mstitutions most be alile 1 moansge their education coss well so thar the
contioeity of 1caching and leaming activities can proceed well without overloading their
sfudents,

El Rahma Bogos Institute of Education promotes, among others. wuys to go to schools,
boih High Schools (SMU) and Vocational High Schools (SME ), using brochures and banners,
exhibitions, s promaotions through social media, Through the promotion of the El Rihma
Bogor Educational Institole, it communicotes its educutionn] and tmaining products in the form
of study programs [ | its consumers. in this cose prospective students. The superiority of the
products offered is known by consumers and can make them irterested and will then moke e
decision to buy aned contimie their studies ot the E1 Bahma Educational Institution in Bogor, E]
Ratma Educational Insttule seeks o provide optimal education services to students, For this
reasin, management must be esponsive o changes in the environment both intermnsl and
external, Datn from the number of stiedents i the st 4 vears (2004-2008) madicates a declining
ingnd in the numsber of students who decide o continue theer education wt One Y eiar Professional
Progrum at El Eshma Edecational Institution, Bogor, 18 is conclsded the management of the El
Rahma Bogor Bducationnl Instioution musi betier oadersiand the faciors that influcsee the
siudent I:u.'ng decisions o contine their siudics,

The research akms 1§ To find ot and analyze the relationship between the promotion mis
and the buying decision of students in continuing their studies, 21, To find out ond analyee the
cormelation between price percepiion and stodent buying decisions in continuing their studies,
3). Ton obtiin and analyie the correlation between promotion mix and price perception together
with student purchasing decisions in a continuing study of the El Rshma Educational Enstibution
in Baogor.




Kotler { X815) said “decigion making i5 an individuol activity that is directly involved in
obtaining and wsing :. goids offered, Consumer decisions sre one pan that s found in
consumer behavior”, Private and Handoko (2000 suggested that “consmmer behavior is the
activities of individusds who are directly involved in obtnining and osing goods and services,
in¢luding the decision-making process in the preparation and deiermumation of these nctivifies™.

Kotler and Armstrong (2003) stated the components that influence consumers’ decision to
buy consist of: 1), Colteral factors, namely determinants of umderlying desingy and behaviors
consisting of a collection of values, preferences, and behaviors showing the different product
and brandggreferences in many ways. 2). Social facom, which con come from the reference
proup are all proups that affect directly (face to fced or nol 0 one’s attitude or behavior while
conning from the Fomily 15 the most mnﬂ‘ purchasing orgamization i socely, and 0 has
become the object of extensive !Et.l:'l. 3). Personal faciors, which consist of age and
consumption life cycle steges formed by the family life cvcle, marketers afien choose groups
based on the life cyele as the @rget markel, 4. Psychological factors, namely the motivation
and knowledge of & comsumer arising from his expenence consisting of cultural, social,
personal, and peychological factors. m

Kaotler 1991} sigted consumers who are moved may or may m#® be looking for morne
information. When the consumer drive is stronger and a prodgggt that will satisly is available at
hand, the consumser will buy it Consumers ¢valuntion phose form preferences among brunds in
a choice group. Consumers might also form a huy:il.‘utmtﬁm i buy the most preferred brand.
The stronger the negative atitude of other people and the closer that unother person is 1o the
consumer, the more consumers will regulaie their buying imentions, When consamers. will act,
an unanticipated situation factor might occur 1o change the purchase intent,

Based on the undersianding and definition of the expens ahm‘ cun be synthesized that
the consumer purchasing decision s an act as o form of combination kKnowledge o evaluate
of mone aliemative behaviors and choose ane of them, Indicstors of purchasing decissons ane (1)
problem identification, (2} information, 13} allemative evaluotion, (4) purchasing decisions, [ 5)
puﬂ-u:lnﬂe behavior.

Promotion is one of the virfables i the marketing mix thagyis very imporant [ix
companies o market their products. Promaotion can be interpreted us a fow of information o
one-way persuasion 0 direct an individun]l or orgenization towards  actions thil creale

in marketing (Swastha and Irawan, 2005). Stanton (1996G) states that basically
promgapn ks something to inform {peraiade ), peratasion and influence.

Acconding o Kotler & Armstrong (2000 ). promustion s delined os “commuoneation [rom
marketers whe infonm, persuade and remind potential buyers of o product o influence their
opimions of oblain a response”. Promotion can help buyers evaluste altermative products and
bronds, Being according o Swastha (2000) promoteonal objectives within the oompany,
namely:

). Behavior modification. With the promotion of the company trying o create a good
impression of iself and thus be able o change the behaivior and opinons of corsumers abowt
the company's products so that i encoursges prodduct purchases. 21, Notifying, Promotonal




activities are camied oot o notify the objective rmrh:-‘f the company's offerings regarding o
product, ). Persuade . Direcied primaorily to encourage purchases, often companics dio o wani
I get an mstant response nan consumers, binl rather give o positive impression, 4. Bemind,
This promogion is carried ot primartly o remind the public that the company's products ane still
on the market. Promotion is one of the marketing mixes used by companies fo communicite
with their markers. Prometion is also often sald to be an ongoing process because it can lead o
o series of further activities for the company .

In commumnicating its products [ Consumgers, l:nmpmi:. can do this through several
promotional tools known as the promotion mix, Promotion mix s & set of wols wsed by
companics W communicate ther products o consumers. Swastha (008) suggests “the
promction mis i the best combination of strfegies from advertising, persamal selling, aml other
promotional fools, all of which are planned to ochieve the objectives ol the sales program”™.
According 10 Stanton (20025, “the promotion mix s a combinaion of personal selling,
advertizing, sales promation, public relations and publicity o help creste the company's
markggps goal”. Kotler and Keller (2012} suggest there are eight main ways of communication
from the marketing communication mix, namely: “advenising, sales promotion, public relations
and publicity, cvents and experiences, direct marketing, interactive marketing. wond of mouth,
andd persomal selling”,

Uindersanding of some of the cxperts ahove, it can be synthesized that the promotion mix
5= promaticmal effectivensss which 15 “n combinntion of personal selling, sdverising, sales
promotion, public reluthns, word of mouth andgepblicity o help creale the company's
marketing goals". Indicators of the promation mix in this study are adverising (advertising),
siles promotion (sales promotion), events lﬁﬁpﬁdm. interactive marketing, word of
mouth, personal selling (personal selling), public relations (public relstions). and direct
rmrhrg{ direct sales).

Price perception recounts an approach to justily the price tmpact for a prodigy or srvice
in o purchasing situstion where the kevel of consumer nvolverment is hyggh. This has a strong
influcnce on consumer buying decisions about o prodoct of service. Xia et al in Lec and
Lawson-Body (2001 suggested “price perceplions are consumer judgments and associmed
emotional forms abot whether prices offered by sellers and prices compered 1o others e
mmmuﬂr.{.:qﬂlh]r.: or justified”,

While Campbell in Cockril and Goode (2010 states “price perception s a psychological
factor in varjggs ways that has an important influence on cgugumens’ reactions 10 prices™
According w Peter and Cison (2000 price perception is haw it is anberaood entirely and gives
8 deep meaning o consumers. That's why price pereepiion is one of the measons why someone
decides o by,

Furntbermaore, Peer and Olson (20021 stmed inthe condition of cognitive poice mformution
processing. comsumers can make a comparison between the price determmined with & price or
price range that has formed in their minds for the product. The price in the minds of the
comsumers used o make this comparison is called the intersal refercnce price.




Aconrding to Howkins, Notheshaugh & Best in Leonardo and Erwan (20123, qujjm
is & process that begins with consumer exposure and pays anenton 10 marketing stmuli amd
ends with comsumer interpretation. Freddy Bangkut in Leonando and Erwan (20125, the
perception of price = mensured hased on customer pérception. namely by asking customers
what virables they think are most impaoriant in choosing a product.

Price perception 15 formad by 2 main dimensions, namely: 1) Perception of gquality,
consumers fend o prefer prodocts that are expensive when they gei the price of the product.
Their perceptions of product quality are effectad by their views of the nmme, brand, store mme,
wirrnmy  provided and the producers of the products,  2) Perception of costs ncurred.
Conswmers wually sceepd that the price s the cost incurred 1o gt them, But they have different
assumphions of 10 even for the same prodect, 11 oms on the stumtion and conditioms underpones
by consumers.

Furtbermwore, Mugle & Hogan (2006) added 2 dimensions that shape consumer price
peroepions, namely: 1, Perception of price differences. Evaluation from consumers of the price
difference offered 1o the hasic price that is known by consamers. 2}, Relerence prices, The price
formed by the customer is based on two things, including ihe price acconding to the cosiomer's
experience (imternal reference price) and the price that s informed by other people o
advertizements on the outside seen by the customes (extemal relenggge price). Kotler and
Amstrong (2012) pote four indicators that prices are; (1) price affordobility, (23 price
conformance with product quality, (3} price competitiveness and {4 price maich with benefiis,

Accomling o S@anton (1998), prices comist of seversd sub-vanables, including: 1),
Affordubility of prices, ie. sspects of pricing carmied out by producersisellers by comsumers’
purchasing abilities. 2}, Price competitiveness if the price offer has the same valee on the
similar type of product given by the different pmdu.':rm:]l‘}}. Price conformity with product
quality, i.¢. sspects of pricing done by producers/sellers by product quality that con be obiained
by consumers. 41, Price conformity with product benelits, i the aspects of pricing flfill the
consumers” desires when they get benefils from buying the product.

Lupivoadi (2000 describes  “pricing decisions are also very importnmt in determining
hwaw Tar services are valoed by consamers, and also in the process of building an image. Pricing
activities play an mmportant robe i the marketing mix process becouse pricing is directly relofed
Ie the revenue Teceived By the company™, Alma (009} states that the price for higher education
services is strongly affected by the quality of the products affered. If the guality of the product
is high, the prospective customer is willing to poy mwre, os long as it s within their
affordabality. In this comext, prices are all costs incurned by studems o oblun educaticnal
services offered by a tertiary institution,

Lugrivoach (20005 also says in the aducation secior the price components are slaed o
include: 1), Registration money ( re-regesration af the beginning of each semester, 25, Tuition
fees, including tuitkon fees for education, also matters relating 1o the development and Rstenng
of curricular and extra-curricular activities, such as book fees, equipment, and so on per
semester. 31 Fees per credit (semester credit units), €3, Building constroction donatsons are only
paid onge when received al the educational mstitution, 51, Ste esam fees, and others,




Therefore it can be synihesized tha “price perceglion is an assessment of consumers and
associsted emational forms aboat whether prces offered by sellers and prices compored 1o ogher
parties make sense, ane acceplable or can be justified and ace reluted W the level of wceplance
prices on consumers are also wide of II. price acoeptunce limit™. Indicotors of price perception
in this study are 1) Affcedability of prces, 2i. Price motch with product goality, 2). Price
competitivencss with other prostuct prices, 4, Price matches bemefits.

Methisdology

The study was conducted ® the El Rahma Educational Instiuie in Bogor, The samples was
determined by using the Slovin formula, They consist of 130 respondents. A comelational
guantitative appmach 15 wsed o provess data obtivined from the study site. IE illestmates the
relationship ol the independent vanobles, in this case, s the promotion mis X1 and price
percepiaon (X2}, against purchasing decisons (Y, Based on a review of the theoretical basis
and previous rescanch, in this study, the consiellation of research voriables can be described as
Tl lovwes:

fXT )

=

2

Figure!, Vanable Copstellation Research Suge
Imformatiom;
X1 = promodion muiy
A2 = Price perception
Y o= T!un.:lmxill],[ decision &= Other varinhles

Hesult amd Discussion

Resulis
I, Prosmustion Mix Virkable (X1}

Tahle | Description of Vanable Data (X1




Bauran Promosl (=1}
B i 1230769231
Standard Error 1, FST1ST IS
M e cliam 121
Mode 128 |
Standard Dewviation 14, 7903 TN
Sample Variances Z1LB. JSIATIED
| Eurtosis -0, 375 A 0aARG |
S TE Ly 0, 3554592471
Rango &7
Pl T DT T R
Pl o T Ty p T
LTy 15870
Cournt 130 |

2. Price Perceptbion Vamuble (X2)

Table 2 Description of Variahle Data (X235

Porsapsi Harga (X2)

B ar 116, 2692308
Srandard Error 1007250659
P e 1145
D e 12
Standard D wilatbon 11,5584418
Sampie Variance 133 SI2AFSIL
Furtoes s = ASFS1T241
Shewine ss 045 F 205886
Ranga 50
P rm o5
Pl ol BT rmy 145
SLim IS1I1S
Coruant 13._';

3. Loyalty Variable (Y




Table 3 Desoripuion of Variable Dingu (%)

llilpul:umn Fembelian {"n‘j
Fean 134,.9230765
Standard Error 1. 275315639
rAedian 1345
rode 119
Standard Deviathon 14 54083551
Sample Variance 211 4358974
Eurtosis -0, 228 238 204
l_!'rhtwnuu.:. 0, 280490377
Range &5
BA imimum 105
Pl anirmium 170
Surm 17540
Caunt 130
Test Reguirements Aaulysiy

I. Data Normality Test Next is the analysis requirements test which mclsdes the ﬁsﬂ:
assumption test (nosmality test, linearity test, mudticollinewrity test), Test requirerments
analyais is needed o determine whether datn analysis for hypothesis wsating can be
comtimeed or not Santose (20121, Some dato analysis technigues requare testing the
analysis reguirements. Analysis of vanance reguires that the dta come from nonmally
distribaiicd populations and homogeneous groups.

Table 4 Resulis of the Prometional Mix Vanoble Mormulity Test Results (X1 )

O Sammipdle B olmogoroy - Smisrmow Tesi

B anPrormasi

130

Hormial iz awn 122 OTEE
P arsrreslsre =™ S Deviation 14, TOO33
Mosl Extrorme Ahvm o e o7&
DT erence s Poddiive o7a
Hagative - a3z

Test Srabstic aTd
Agymipe Sig (2-tadlad) 1A=

& Tl chnlrebstion b8 Tl
Tahle 4 above is knioown that the :«.jylin:m value (asymp, Sig 2-1ailed) for the promotion mix
variahle (%) s 0,180, this indicates a significonce value greater than (05, 18 s the distribution
of the promotional mix variable data is declared normal .




Tuhle 3 Tewt Result Varnhlas Mormality Price (2)

One-Sample Kodmogorov-Smimov Test

FersepsiHarga

N 130
Hormal biean 116, 2692
Parameters*® oy peviation 11.59844
MostExtreme  Absolule 081
Differences Basitive e

Megative - 040
Test Stafistic 081
Asymp. Sig. (2-takled) A11E

Table 5 absrve shaws l' significonce valoe tasymp. 5ig 2-niled} price perception vanable (%)
is (L1 1N, this indicates a significance value greater than (L0518 is the distribution of data on the
poercepion of price vartables is declared normal.

a. T est QISbUBon 15 Mormat

Tuble 6 Lovalty Varishle Mormolity Test Resulis (Y

One-Sampils Kolmogorow.- Smirmov Test

KeputusanPembelian

N 130
MHormmal Kean 13.4,89231
Faramelers™® oy pDeviation 14, 54084
Kiost ADscule o074
Sareme,,,  Fositve

Heagatrve =04
Tast Statishc T4
Agsymp. Sig. (2-tailed) 182

Table 6 above descrebes that the sigmlicancgyvalue (asymp. Sig 2eqatled) for the punchase
decision variahle (%) s 0,182, this indicotes & significance value greater than (005, I is  the

A, V5] OISErTDUOmN 18 IO Tl

dlatn distritmition af purchaing deckaon variables is declared nov'mal.

Linvarity Tesl




0
Linearity test in this study uscd gt for Linearity with o significance level of 0.05. Then
the test criteria with two vanables are sabd to have a linear relationship if the significance value
at Linearitys 0005 then the two varables are hnearly related,

Tuohle 7 Lincarity Test Results of Promotion Mix (X0 ) with Purchase Decision (Y

KMTVA Tebie
s | | g | v | g
T T S T e o
‘BasaPn (isegs WIS W | ar| oW
Uy | g fEneaer | wadn| oo
Dbt
smem LR ol pm| |
Lt
P Gt TH52 856 T
e |

Table 7 wbowve portrays thot the signilicance value of Lineanty is 0434 on Devintion Tmm
Lincarity for the relationship berween the promotion max variable (X1) and the purchasing
decision (Y ). Significance valoe (1368 (05, It means that between the promotion mix varishle
(X1} and the purchase decision (Y ) thene 15 0 Hnear relationship,

Tahle 8 Pricing Linearity Test Resuls (X2 with Purchasing Decisions Y )

AT Taiss
Sap=i pll e
Stoumen =] Sause P Sag:

[ WALl wTetar  Datwesn (L SmGmad | 14471 00 43| doapad PR F=1]

-Emaapadings arora
|y I A 1| Honaew| e B
Loy s
nizm Tida e ag | e 1 el ]
Lrtm nidty
R G 1Hna 3R I
T s 1o

Table 8 En'-'-l‘.' shows that the significance valug ot Lingarity of 0958 on Deviaton from
Lincarity for the z-timuh.ip between the varnbkle price perception (X230 with the purchase
decision (Y. The significance valae of 0.2101> 005, 1 is concluded thoi between the price
pereepiion variable (X2} with the purchase decision (Y) there s a lincar selationship

Hypoihesis Testing




7]
Table 9. Relationship of promotion mix (X 1) and price pesception (X2)

together with purchise decision ()
Mode! Summany®
AduestedR | Sid Emorof the
Mods! R |RSquare | Square Ectmate
1 T 6% 3z B82158
"3, PIRGICIONS. (COnSianl) Fersepaaiga, Bauranromas
b Dependant/anable KeputusanFembedan

The imterpretation of the above equation is as follows;

a. A constant value of 23,276 means that if there &= o increase inthe value of the promotional
mix and price perceptions, the purchase deciswon wall be constant at 23 2376,

b. The regressbon eoellicient value of the proanction mix vartable i3 02530, indicatmg that i’ the
value of the promotions] mix (X)) increases by one unit, the purchasing decision (Y ) will
incrggye by 0,530

. The regression opefficient value of the price percepdion varkable of 1.3% indicates that iT the
price perception value (X2) increases by one unit, the parchasing decision (Y ) will increase
Ty 0 3494, ]

d. To test the hypothesis thot there is o positive and significant relationship between the
prometion vanable (X1) and prive perception (X2) wogether gagth the purchase decision, a
corrclution test is used with the significence of the provisions if the value of § is grester (=)0
tmble with significance <005 then thepyis o significant relutionship. The t table value in this
study for o sample of 130 was | 978, Based on the resulis of the analysas above 1t s known
that the ¢ viloe of the promotional mis variable (X1} = 6819 and the t value of the price
perceEion \'l-h-li: (X2 = 3849 which means thal it 15 greater (>) 1 tobke 1978, with a
significance valse of (UM <0.05 this proves tha there 5 & positive and significant
relationship between the promotion mix (X1 and price perception (X2) together with the
buying decision (Y ),

Fartial Correlation Tet

The resulis of the partind correlation test finds the comrelniion test wses a5 o control vanabke that
i5 the promotionsl mix (X8, The variable infleences o nol on the purchiase decision (YY) and
the price perceplion (X2). In ges case, the correlation coefficient between the purchase decision
@' sl the price pereeption (X2} s 0327 and the significance vale (2-tailed) is 0002,

The number of samples in this study (130 samplesy and deorees of frecdom (df or degrees of
(recdom), namely: dff = Nk-1. meaning N = 130, k = number of voriables, then df = 130k-2-] =
[27. Al a h.anlt-IlL'HliL'l." lewel of 005 obtatned an e eable valoe of 6,073, and :n.lgn.il'n;.u.m:u witlue (2-




tailed) <005, Beconse the valve of 0327> (173 and significant volue of U000 <005, Ei:i
shows that the comelation or the relationship of the varable perception of the price (X2} with
the purchase decision (Y) when controlled by the promaotional mix variable (X1) is in very
SATOIE Tl

Thus the results of the above calculation can be exploimed thot the level of closeness of the
relationship betwoen price peroeption with purclasing  decislons when controlled by the
promoation mis s n 8 strong relfionship.

The resulis of dain analysis amd research resulis deéscribed above, severul things that can be
conveyed in s study are:

I. This study consists of two mdependent varbles and 1 dependent viii:. where the
independent varinble is the pronggtion mix (X1} and price perception (X2) while the
dependent variable is a purchising deggeon (Y,

2, The results of the firag hypothesis test obtoined by the commelation coefficient (r) of 0,770, this
shovws that the relationship of the promotion mix with the parchase decision s on the strong
relationship criteria of 0.770, and the contribution of the promaotion mix (X1 to the purchase
decision (Y) of 393 %, 1]

Y, The second hypothesss test results obinined comelation coeffictent () of 0,711, this shows
that the relationship between price perception and the pu‘nse decision is in the criteria of a
srong relationship of (0711, and the contnbution of price perceplion (X2} io purchise
decision (Y) of 505 % [ ]

4. The third hyvpothesis test results obtnined comrelution coefTicient (r) of 0.7, this shows that
the relationship of the promotional mix (X1 and price perception (X2} together with the
purchase decision are on the criteria of a strong relationship of 0,799, gl the contribution
promestion mix (X)) and price perception {(X2) topether towands the purchase decision ()
shaws that 63.2% of purchasing decissons are influenced by the gomotional mix and price
pereeplion while the remaining 36.8%, purchasing decisions are influenced by other fuctors
not discussed in this study.

5. The results of the matna belween dimensions it is known thad the largest correlation value s
the Event and ¢xperience dimension with o purchasing decision of 0863 which means i is
very strong, Then the dimeénsion of price competitiveness of the price perception varisble
with the inmoduction of 4 problem of (0841, which means the closeness of the relationship
between the teo dimensions is very strong, then the dimenson of Personal selling wath
information search of D825 followed by the Hmu‘inn of Persomal selling (mdividual
selling ) with purchasing decisions equal to (0318 which means the close relaionship between
these dimensions i3 very stmong. Whike the smuollest valee is the oorrelation value of the
appropriateness dimenseons of price with benefis with problem recognition (.013), Event
and eéxperience dimensim and Interactive Marketing dimensaion with problem recogmition
respectively D041,




Conclusion

3}
|. There is a positive and siggificant relationship between the promotion mix variable and the

purchase decision with o cormelation coelficient (r) af (0770, this shows thit the relationship

of the promotional mix with the purchase decision is of a strong relatimship criterion of

0,770, angd the comribaton of the promoteanal mis (X170 10 the purchase decision (Y) of
3.,

- i ?:-:ﬂ: is o positive wd s'-1ilin.ln1: relationship between the varighle price perception with
purchase decisions with a comelation cosfficient (ri of (1.711, this shows that the relationship
between price perceplion and purchase decision s on the strong relatonship critena of 0,711,

the: contribution of price perception (X2) o the purchase decison (Y ) ol 30.5%,

3, There is o positive and sigmilicant relationship h"m the promaion mix angd price
percepiion together with the purchase decision with a comelution coefficient (1) of 0,799, this
shows that the relativnship of the promational mis OX1) amd prce perception (X2) wogether
with the purchase decisdon being ol o grong relsionship eritetion of 0,799, and the
contnbution of the promotion mix (X1 and price perception (X2} together to the purchase
decision (Y) shows that 63.2% of purchasing decisions are influenced by the pggpotional
min il prce perception while the remaining 36 8% of purchasing decisions are influenced
by other factors not discussed in this study,
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