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ABSTRACT 

 

PT. Andara is a company engaged in perfume or perfume oil. The purpose 

of this study is to analyse the impact of promotion, price, brand image on perfume 

purchasing decisions at PT. Andara and to evaluate the interaction between 

promotion, price, and brand image in influencing perfume purchasing decisions 

at PT. Andara. The research method used in this research is quantitative method. 

Researchers distributed questionnaires to customers which later could be used as 

primary data. The analysis technique used is multiple linear regression analysis. 

The results showed that promotion has a positive and significant influence on 

perfume purchasing decisions at PT. Andara. Price does not have a positive and 

significant influence on purchasing decisions for perfume at PT. Andara. Brand 

image has a positive and significant influence on perfume purchasing decisions at 

PT. Andara. Based on the significance value of promotion, price, brand image on 

purchasing decisions, there is a simultaneous influence. So it can be concluded 

that there is a significant influence of promotional variables, price, brand image 

on purchasing decisions. 
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ABSTRAK 

 

 PT. Andara merupakan Perusahaan yang bergerak dibidang parfum atau 

minyak wangi. Tujuan dari penelitian ini ialah untuk menganalisis promosi, harga, 

citra merek terhadap proses keputusan pembelian parfum di  PT. Andara serta 

dapat mengevaluasi interaksi antara Promosi, harga, dan citra merek dalam 

mempengaruhi keputusan pembelian parfum di  PT. Andara. Metode penelitian 

yang digunakan dalam penelitian ini ialah metode kuantitatif. Peneliti melakukan 

penyebaran kuesioner kepada pelanggan yang nantinya dapat dijadikan sebagai 

data primer. Teknik analisis yang digunakan ialah analisis regresi linier berganda. 

Hasil penelitian menunjukkan bahwa Promosi memiliki pengaruh signifikan 

terhadap proses keputusan pembelian Parfum di  PT. Andara. Harga tidak 

memiliki pengaruh signifikan terhadap proses keputusan pembelian Parfum di  

PT. Andara. Citra merek memiliki pengaruh signifikan terhadap proses keputusan 

pembelian Parfum di  PT. Andara. Berdasarkan nilai signifikansi promosi, harga, 

citra merek terhadap proses keputusan pembelian ialah adanya pengaruh secara 

simultan. Sehingga dapat disimpulkan bahwa adanya pengaruh variabel promosi, 

harga, citra merek terhadap proses keputusan pembelian secara signifikan. 
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