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ABSTRAK

Penelitian ini bertujuan untuk mengidentifikasi pengaruh harga, promosi, dan niat
beli terhadap keputusan pembelian di Perumahan Permata Permadani. dengan
konsumen yang melakukan pembelian rumah pada Perumahan Permata
Permadani. Menggunakan non probaility sampling dengan teknik sampel jenuh,
penelitian ini melibatkan 43 responden yang mengisi kuesioner. Analisis data di
penelitian ini menggunakan MRA melalui process macro hayes dengan program
software SPSS versi 25.0. Hasil penelitian menunjukkan bahwa harga memiliki
dampak positif dan signifikan terhadap keputusan pembelian. Sedangkan promosi
memiliki dampak negatif terhadap keputusan pembelian. Selain itu, niat beli juga
terbukti memiliki dampak positif dan signifikan terhadap keputusan pembelian.
Penelitian ini juga menemukan bahwa harga dan promosi berpengaruh positif dan
signifikan terhadap niat beli. Lebih lanjut, niat beli berperan sebagai variabel
mediasi yang signifikan antara harga dan keputusan pembelian, serta antara
promosi dan keputusan pembelian. Temuan ini menekankan pentingnya strategi
harga dan promosi yang efektif untuk meningkatkan niat beli dan keputusan
pembelian di Perumahan Permata Permadani.

Kata kunci: Harga, Promosi, Niat Beli, Keputusan Pembelian
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THE INFLUENCE OF PRICE AND PROMOTION ON PURCHASE
DECISIONS WITH PURCHASE INTENTION AS A MEDIATION VARIABLE

(Case Study on Permata Permadani Housing)

Vanella Yona Aurellya1, M Jihadi2, Sri Nastiti3
Department of Management, FEB UMM

E-mail : vanellayona@gmail.com

ABSTRACT

This study aims to identify the influence of price, promotion, and purchase
intention on purchasing decisions in Permata Permadani Housing. with
consumers who make house purchases in Permata Permadani Housing. Using
non-probability sampling with saturated sample techniques, this study involved 43
respondents who filled out the questionnaire. Data analysis in this study used
MRA through the Hayes macro process with the SPSS software program version
25.0. The results showed that price had a positive and significant impact on
purchasing decisions. While promotion had a negative impact on purchasing
decisions. In addition, purchase intention was also proven to have a positive and
significant impact on purchasing decisions. This study also found that price and
promotion had a positive and significant effect on purchase intention.
Furthermore, purchase intention acts as a significant mediating variable between
price and purchase decisions, as well as between promotion and purchase
decisions. These findings emphasize the importance of effective pricing and
promotion strategies to increase purchase intention and purchase decisions in
Permata Permadani Housing.
Keywords— Price, Promotion, Purchase Intention, Purchase Decision
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