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[bookmark: _Hlk107514862][bookmark: _Hlk107519077]Abstract:	 The contribution of the construction sector in Balikpapan City to the city's GRDP every year there is an increase because one city / regency in East Kalimantan is predicted to become the new State Capital. Vega Milenial Balikpapan store is a business store engaged in retailing building materials, power tools, and engineering tools which was established in 2020.  The purpose of this research is to analyze the effect of the product on price, promotion, location, people, and physical evidence on purchase decisions in the Vega Milenial Balikpapan building store with variables product (X1), price (X2), promotion (X3), location (X4), people (X5), and physical evidence (X6) on purchase decision (Y). This research is quantitative with the population of customers of Vega Millenial Building Store from July 2021 to March 2022.  The sample of this research is 135 samples who have purchased products at the Vega Milenial Building Shop. Data collection method of this research uses questionnaire and the technique of this research is Multiple Linear Regression by being using SPSS software.  The result of this research product, price, and promotion does not affect significant on Vega Milenial store purchase decision. Location, people, and physical evidence does affect significantly on Vega Milenial Building Store purchase decision.
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1. Introduction
The contribution of the construction sector in Balikpapan City to the city's GRDP every year increases. This sector is a strategic business field in Balikpapan City which can be seen based on the position of this sector which has continued to stay in second place in the economic structure of Balikpapan City since 2016 until the last data published, namely 2020 (Central Statistics Agency of Balikpapan City, 2021). This happens because in recent years one of the cities/regencies in East Kalimantan is predicted to become the new state capital. Where finally in January 2022, the IKN Law was passed and the State Capital will be moved to one of the regencies in East Kalimantan. Therefore, many people are looking to invest in the construction sector in East Kalimantan, one of which is Balikpapan City, which has been the largest industrial and business center on the island of Kalimantan. In addition, Balikpapan City is one of the connecting gates for the new National Capital of Indonesia because it has an International Airport and Port.
Construction sector business actors cannot be separated from building material retail stores as providers of materials and construction equipment. The more opportunities the construction sector that carries out construction, the competition for building material retail stores will also be tighter.  Plus many new stores are rich in ideas and innovations for his company, even for his industry. One of the new building material retail stores in Balikpapan is the Vega Milenial Building Shop.  Currently, the Milenial Vega Building Store has an offline store and is actively promoting by marketing its products on social media to compete in the industrial era 4.0, such as Facebook Marketplace and Instagram.  Promotion is a way to inform, influence, and warn customers either directly or indirectly regarding the product or brand being sold (Maulana et al., 2014).
In addition, this store has the advantage of being located in a strategic location which is the main road to the new State Capital, so it is very close to many companies, both private and state-owned, infrastructure areas, and settlements.  Choosing a business location in a place that is crowded and easily accessible to customers can be a good strategy to get customers (Aulia & Sudarwanto, 2016). Then Mimi & Daniaty (2017) said that location is the physical structure of a store that plays an important role in shaping customer impressions.  So, choosing a place in business is an important factor because the right location makes customers interested in coming to shop at the store which will affects the increase in turnover from the store.
The Milenial Vega Building Store, where the turnover for July 2021 to December 2021 experienced an upward trend even though in October 2021 the company's turnover increased quite high which made the turnover in the following month look to decrease. However, turnover from January 2022 to March 2022 decreased.  The decrease in turnover that occurs is caused by several reasons including products that are sold out quickly, prices are not competitive with other stores, promotions are less attractive and not varied, the location is on a derived route so it is prone to traffic jams, employee response is slow when customers will place orders via telephone, and the arrangement of goods in the store is not organized in such a way as to confuse employees when looking for goods. It is thought that the constraints faced by consumer influence customers' buying decisions, so that turnover has declined. According to Kembaren & Indriastuti (2021) purchasing decisions are decisions made by customers in buying a product based on several reasons.  Before a customer buy something, they go through several levels in the buying process. They will pay attention to several factors that best suit their needs (Azam, 2015).
[bookmark: _Hlk107515315]In the context of this study, these factors are summarized based on customer feedback that has been collected and can be summarized in a concept, namely, retail mix.  Anggraeni & Nurcahya (2014) mentioned that retail mix is a marketing strategy carried out by retail entrepreneurs with the hope that these customers will buy at their shops. According to Azeem & Sharma (2015) the elements in the most popular retail mix today are product, price, promotion, location, people, and physical evidence.  Based on the problems that have been mentioned, this study aims to analyze the influence of products, prices, promotions, locations, people, and physical evidence on buyers’ decisions in the   Building Shop Vega Milenial Balikpapan.
2. Literature Review
2.1 Purchase Decision
According to Kembaren & Indriastuti (2021) purchasing decisions are decisions made by customers in buying a product based on several reasons. Azam (2015) mentions that before a customer buy something, they go through several levels in the buying process. There are 4 indicators of purchasing decisions according to Kotler & Keller (2012:170) as follows:
1. 	Stability in a product is to produce a product whose quality is very good; it can build consumer trust so that it can support consumer satisfaction.
	   2.The habit of buying products is to make continuous purchases with the same product.
	   3.To make recommendations to others is to inform and advise others to join that something can be trusted.
	4.Repurchase   is where the individual makes a second purchase and the next purchase after the first purchase decides to buy it again. Therefore, the second and subsequent purchases are called repurchases. 
2.2 Retail Mix
Based on Kotler & Keller (2016: 535) what is meant by retail is any activity of selling products or services to customers personally or not business needs. The retail marketing mix includes all products and services in a store that can be offered to customers and also all the programmatic efforts of the store manager to meet market needs (Azeem & Sharma, 2015). According to Azeem & Sharma (2015) the elements in the most popular retail mix today are product, price, promotion, location, people, and physical evidence.
2.3 Product
	Karwur (2016) mentioned that products are everything that can be offered to the market both for wear and consumption in the hope of meeting needs or desires. According to Dewi & Harti (2016) products that have good quality are one of the benchmarks in the development of a business and can be one of the benchmarks with other competitors. There are several product indicators according to Kembaren & Indriastuti (2021) as follows:
	1.Product quality is the ability of a product or service to answer the needs of its users.
	2.Product variation is a collection of all products or services offered to customer prospects.
	3.The availability of new products is very important for a store, which indicates that the store is constantly growing and trustworthy.
2.4 Price
	Price, according to Mimi & Daniaty (2017) is an amount of money that is exchanged to own or be able to use goods or services. Price is one of several conditions related to the sale of a product (Karwur, 2016). Price is one of the comparison tools for products to be purchased by consumers, this happens because consumers often see the value of a product to be purchased through the price owned by the product needed by these consumers (Salman & Triana, 2021). There are several price indicators according to Kembaren & Indriastuti (2021) as follows:
	1.Price by product is very important for a store to make it easier for buyers to determine purchases.
	2.Low price is very important to attract customers to shop in a store. Price is one of the comparison instruments for customers when they want to shop. 
	3.Discount is a price reduction for customers when purchasing goods or services. Usually, discounts are given when the customer is a subscription or buys in large quantities or large nominals. 
2.5 Promotion
	Promotion is a way to inform, influence, and warn customers either directly or indirectly regarding the product or brand being sold (Maulana et al., 2014). Because in the promotion process there are efforts in disseminating information about a product to be sold. Promotion is also one of the successes in determining the success of a marketing, sometimes consumers have never known about the products owned by the seller so that promotion is one of the important factors in the success of a marketing (Luthfi & Hapsari, 2017). There are several promotion indicators according to Kembaren & Indriastuti (2021) as follows:
	1.Promotional attractiveness is a tool to influence consumers in purchasing products or services according to their wants and needs.
	2.Promotions to generate shopping interest.
2.6 Location
	Mimi & Daniaty (2017) says that location is the physical structure of a store that plays an important role in shaping customer impressions. Location can also be one of the distributions that can help in accelerating and facilitating the distribution of a product from sellers to consumers (Tjiptono, 2015). Location selection is one of the most important things in a business, such as choosing a location that has a level of crowd and is easy to reach is one of the good strategies to attract consumers to the products sold (Aulia & Sudarwanto, 2016). There are several location indicators according to Kembaren & Indriastuti (2021) as follows:
	1.The affordability of the location indicates that the location of the store is in an environment that is easily accessible to customers.
	2.Ease of access to the location provides a sense of comfort for customers who want to shop in stores, both offline and online, because distribution is easy to do.
	3.The availability of parking lots makes it easier for customers who want to shop offline.
2.7 Person
	According to Purba et al. (2019) people are all individuals who play an important role in the presentation of services or products so that they can affect customer perception. People become one of the important elements in a business, because in a business process consumer attitude becomes one of the benchmarks in the sale of a product (Purba et al., 2019). There are several indicators of people according to Kembaren & Indriastuti (2021) as follows:
	1.The employee's response is how the employee responds to what he has to do.
	2.Employee performance refers to how the employee performs his work, whether good or bad.
2.8 Physical Evidence
	According to Lupiyoadi (2013), physical evidence is the physical environment in which products or services are sold which is a means of interacting directly with consumers. According to Zamhari & Gayatri (2019) physical attributes consist of 2 types, namely important evidence and supporting evidence. Important Evidence is evidence related to the provision of services related to the design and layout of a location such as a building. Meanwhile, the supporting   evidence relates to all additional matters that are not related to anything, so this supporting evidence is only as a complement. There are several indicators of physical evidence according to Kembaren & Indriastuti (2021) as follows:
	1.Adequate facilities, namely customer needs in terms of facilities can be met when they shop.
	2.The lighting of the room aims to create a distinctive atmosphere for the store that makes customers feel comfortable shopping.
	3.The layout and appearance of the interior aims to create a distinctive look for the store that will make it easier for customers when shopping.
3. Research Concept
3.1 Analytical Models
The following is the analysis model in this research:
[image: ]
3.2 Hypothesis
Based on the formulation of the problem, the objectives of the research, and the literature review that has been described in the previous chapter, the research hypotheses to be studied are as follows:
H1: Product (X1) affects purchasing decisions (Y1)
H2: Price (X2) affects purchasing decisions (Y1)
H3: Promotion (X3) affects purchasing decisions (Y1)
H4: Location (X4) affects purchasing decisions (Y1)
H5: People (X5) influence on purchasing decisions (Y1)
H6: Physical evidence (X6) affects purchasing decisions (Y1)
4. Research Method
4.1 Types of Research, Samples, and Data Collection
This research approach is of the quantitative research type. This research was conducted at the Vega Millennial Building Store located in Balikpapan City, East Kalimantan. The population of this study was customers of the Millennial Vega Building Shop from July 2021 to March 2022 Balikpapan which amounted to 200 customers. Sample determination uses the purposive sampling method, where the desired sample has certain criteria. The following are the sample criteria for this research:
a. female and men aged 20-60 years.
b. Respondents who had bought products at the Millennial Vega Building Shop.
Determination of the number of samples used the Slovin formula as follows:

Information:
n: sample size
N: population size 
e = tolerated margin of error (5% or 0.05).
It can be seen that the number of samples in this study is as follows:


Based on the calculations above, it can be seen that the samples in this study amounted to 135 samples. The data collection used in this study by distributing questionnaires online in the form of closed questionnaires based on the answer choices that have been provided and measured using the Likert scale score 1-4.
4.2 Variables and Operational Definitions
	The operational definition of variables in this research is:
Table 4.1 Operational Definitions of Variables
	Variable
	Indicators
	 Indicators Explained

	Purchasing decisions are decisions made by customers in buying a product based on several reasons (Kembaren & Indriastuti, 2021).
	1. Steadiness of a product
2. Habits in buying the same product
3. Give recommendations to others
4. Make a repurchase
(Kotler & Keller, 2012:170)

	1. The stability of a product is to produce a product whose quality is very good, which can build consumer trust so that it can support consumer satisfaction.
2. The habit of buying products is to make purchases continuously with the same product.
3. To make recommendations to others is to inform and tell others to join in that something can be trusted.
4. Making a repurchase is where the individual makes a second purchase and the next purchase after the first purchase decides to buy it again.

	Products are everything that can be offered to the market both for wear and consumption in the hope of meeting needs or desires (Karwur, 2016).
	1. Product quality
2. Product variety
3. Availability of new products
(Kembaren & Indriastuti, 2021)
	1. Product quality is the ability of a product or service to answer the needs of its users.
2. Product variation is a collection of all products or services offered to customer prospects.
3. The availability of new products is very important for a store, which indicates that the store is constantly growing and trustworthy.

	Price is an amount of money exchanged for owning or being able to use goods or services (Daniaty, 2017).
	1. Price by product
2. Low price
3. Discounts
(Kembaren & Indriastuti, 2021)
	1. Pricing by product is very important for a store to make it easier for buyers to determine purchases.
2. Low prices are very important for attracting customers to shop in a store. Price is one of the comparison instruments for customers when they want to shop.
3. Discount is a price reduction for customers when purchasing goods or services. Usually, discounts are given when the customer is a subscription or buys in large quantities / large nominals

	Promotion is a way to inform, influence, and warn customers either directly or indirectly regarding the product or brand being sold (Maulana et al., 2014).
	1. Promotional appeal
2. Promotions generate shopping interest
(Kembaren & Indriastuti, 2021)
	1. Promotional attractiveness is a tool to influence consumers in purchasing products or services according to their wants and needs.
2. Promotions to arouse shopping interest.

	Location is the physical structure of a store that plays an important role in shaping customer impressions (Mimi & Daniaty, 2017)
	1. Affordability of the location
2. Ease of access to the location
3. Availability of parking lots
(Kembaren & Indriastuti, 2021)
	1. The affordability of the location indicates that the location of the store is in an environment that is easily accessible to customers.
2. Easy access to the location provides a sense of comfort for customers who want to shop in stores, both offline and online, because distribution is easy to do.
3. The availability of parking lots makes it easier for customers who want to shop offline.

	People are all individuals who play an important role in the presentation of services or products so that they can influence customer perception (Purba et al., 2019).
	1. Employee response
2.Employee performance
(Kembaren & Indriastuti, 2021)
	1. An employee's response is how the employee responds to what he has to do.
2. Employee performance refers to how employees perform their work, whether good or bad.

	Physical evidence is the physical environment in which products or services are sold which is a means of interacting directly with consumers (Lupiyoadi, 2013).
	1. Adequate facilities
2.Room lighting
3. Interior layout and appearance
(Kembaren & Indriastuti, 2021)
	1. Adequate facilities, namely customer needs in terms of facilities can be met when they shop.
2. The lighting of the room aims to create a distinctive atmosphere for the store that makes customers feel comfortable shopping.
3. The layout and appearance of the interior aims to create a distinctive look for the store that will make it easier for customers when shopping.


Source: Processed researchers, 2022.
5. Results and Discussion
5.1 Research Description
Table 5.1 Characteristics of Respondents
	Profile
	Information
	Frequency
	Percentage

	Age
	20-30 years
	46
	34,7%

	
	31-40 years
	46
	34,7%

	
	41-50 years
	32
	23,7%

	
	51-60 years
	11
	8,15%

	Work
	Self employed
	43
	31,85%

	
	Official
	66
	48,89%

	
	Student
	13
	9,63%

	
	Housewives
	13
	9,63%


Source: Processed researchers. 2022.
Table 5.1 above shows the characteristics of the respondents of this study, whereas judging by age there were 46 respondents whose age range was 20-30 years and 31-40 years, 32 respondents whose age range was 41-50 years, and 11 respondents whose age range was 51-60 years. Then based on employment, there were 43 respondents who worked as entrepreneurs, 66 respondents worked as employees, 13 respondents were students, and 13 respondents were housewives.
5.2 Validity Test
The following are the results of testing the validity of question items on the variables product (X1), price (X2), promotion (X3), location (X4), people (X5), physical evidence (X6), and purchase decision (Y):
Table 5.2 Validity Tests
	Variable
	Indicators
	Pearson
	Sig.
	Ket

	... (X1)
	X1.1
	0.787
	0.00
	Valid

	
	X1.2
	0.772
	0.00
	Valid

	
	X1.3
	0.797
	0.00
	Valid

	... (X2)
	X2.1
	0.808
	0.00
	Valid

	
	X2.2
	0.860
	0.00
	Valid

	
	X2.3
	0.796
	0.00
	Valid

	... (X3)
	X3.1
	0.824
	0.00
	Valid

	
	X3.2
	0.902
	0.00
	Valid

	
	X3.3
	0.791
	0.00
	Valid

	... (X4)
	X4.1
	0.876
	0.00
	Valid

	
	X4.2
	0.828
	0.00
	Valid

	
	X4.3
	0.884
	0.00
	Valid

	... (X5)

	X5.1
	0.858
	0.00
	Valid

	
	X5.2
	0.873
	0.00
	Valid

	
	X5.3
	0.914
	0.00
	Valid

	... (X6)
	X6.1
	0.861
	0.00
	Valid

	
	X6.2
	0.745
	0.00
	Valid

	
	X6.3
	0.819
	0.00
	Valid

	
	X6.4
	0.760
	0.00
	Valid

	... (Y)
	Y.1
	0.780
	0.00
	Valid

	
	Y.2
	0.789
	0.00
	Valid

	
	Y.3
	0.739
	0.00
	Valid

	
	Y.4
	0.866
	0.00
	Valid


Source: Processed researchers, 2022.
Based on table 5.2 above, the entire questionnaire statement has a significance value smaller than 0.05 which means the validity test is declared valid. This shows that these statements are appropriately used in measuring what you want to measure.
5.3 Reliability Test
	Variable
	Indicators
	Cronbach's Alpha If Item Deleted
	Cronbach's Alpha
	Information

	... (X1)
	X1.1
	0,600
	0.687
	Reliable

	
	X1.2
	0.647
	
	

	
	X1.3
	0.537
	
	

	... (X2)
	X2.1
	0.695
	
0.758
	
Reliable 

	
	X2.2
	0.635
	
	

	
	X2.3
	0.691
	
	

	... (X3)
	X3.1
	0. 747
	0.791
	Reliable

	
	X3.2
	0.600
	
	

	
	X3.3
	0.773
	
	

	... (X4)
	X4.1
	0.705
	0.822
	Reliable

	
	X4.2
	0.788
	
	

	
	X4.3
	0.771
	
	

	... (X5)

	X5.1
	0.838
	
0.857
	
Reliable

	
	X5.2
	0.824
	
	

	
	X5.3
	0.732
	
	

	... (X6)
	X6.1
	0.706
	0.806
	Reliable


	
	X6.2
	0.786
	
	

	
	X6.3
	0.733
	
	

	
	X6.4
	0.795
	
	

	... (Y)
	Y.1
	0.767
	0.804
	Reliable


	
	Y.2
	0.761
	
	

	
	Y.3
	0.790
	
	

	
	Y.4
	0.695
	
	


Table 5.3 Reliability Test
Source: Processed researchers, 2022
In the reliability test, the three variables had a Cronbach's Alpha score of more than 0.06 which means that the measurement scale used on each variable in the study had good reliability.
5.4 Normality Test
Table 5.4 Normality Test
	
	Asymp. Sig (2-tailed)
	Information

	Kolmogorov-Smirnov
	0,200
	Normally distributed


Source: Processed researchers, 2022.
Based on the table above, the data can be said to be normally distributed due to the value of Asymp. The sig (2-tailed) > 0.05, which is 0.200.
5.5 Multicollinearity Test
Table 5.5 Multicollinearity Test
	Variable
	Collinearity Statistics
	Information

	
	Tolerance
	VIF
	

	Product
	0,233
	4,289
	No multicollinearity occurs

	Price
	0,148
	6,765
	

	Promotion
	0,140
	7,158
	

	Location
	0,101
	9,940
	

	Person
	0,164
	6,106
	

	Physical Evidence
	0,164
	6,114
	


Source: Processed researchers, 2022.
Based on the table 5.5 above, it can be seen that the tolerance of each variable > 0.1 and VIF < 10. So, it can be said that there is no multicollinearity in the data of this study.
5.6 Heteroskedasticity Test
Table 5.6 Heteroskedasticity Test
	Coefficients

	Glejser
	t
	Sig.
	Information

	Product
	0,522
	0,602
	No heteroskedasticity occurs

	Price
	-1,238
	0,218
	

	Promotion
	1,101
	0,273
	

	Location
	-0,672
	0,503
	

	Person
	-1,653
	0,101
	

	Physical evidence
	2,297
	0,053
	


Source: Processed research,2022.
Based on the data in table 5.6 above, it can be seen that heteroskedasticity does not occur due to the significance of each independent variable > 0.05.
5.7 Multiple Linear Regression Analysis
Table 5.7 Multiple Linear Regression Analysis
	Variable
	Unstandardized Coefficients
	Sig.
	Information

	
	B
	
	

	Constant
	1,597
	0,002
	

	Product
	0,067
	0,407
	Not Significant

	Price
	-0,079
	0,449
	Insignificant

	Promotion
	-0,110
	0,286
	Insignificant

	Location
	0,323
	0,007
	Significant

	Person
	0,230
	0,043
	Significant

	Physical Evidence
	0,554
	0,000
	Significant


Source: Processed research,2022.
Multiple linear regression analysis is used to find out how much influence a free variable has on a bound variable. Based on table 5.6 above, the resulting multiple linear regression equation is:
Y = 1.597 + 0.067X₁ - 0.079X₂ - 0.110X₃ + 0.323X₄ + 0.230X₅ + 0.554X₆
A constant value of 1.597 can be interpreted as the value of the purchase decision variable if the variable value of product, price, promotion, location, person, and physical evidence is 0. The value of the product variable regression coefficient is 0.067. That can be interpreted that every increase in the value of the product will increase the value of the purchasing decision variable by 0.067. The value of the regression coefficient of the price variable is -0.079. That can be interpreted that every decrease in the value of the prices will reduce the value of the purchasing decision variable by 0.079. The regression coefficient value of the promotion variable is -0.110. That can be interpreted that every decrease in the value of the promotion will reduce the value of the purchasing decision variable by 0.110.
The regression coefficient value for the location variable is 0.323. That can be interpreted that every increase in the value of the location will increase the value of the purchasing decision variable by 0.323. The value of the regression coefficient of the person variable is 0.230. That can be interpreted that every increase in the value of people will increase the value of the purchasing decision variable by 0.230. The regression coefficient value of the physical evidence variable is 0.554. That can be interpreted that every increase in the value of physical evidence will increase the value of the purchasing decision variable by 0.554.
5.8 Hypothesis Test
Table 5.8 Hypothesis Test
	Variable
	t
	Sig.
	Information

	Product
	0,832
	0,407
	No effect

	Price
	-0,760
	0,449
	No effect

	Promotion
	-1,070
	0,286
	No effect

	Location
	2,721
	0,007
	Influential

	Person
	2,043
	0,043
	Influential

	Physical Evidence
	8,154
	0,000
	Influential


Source: Processed research,2022.
Based on table 5.8 above, the product variable (X1) has no effect on purchasing decisions with a significance value of 0.407. The price variable (X2) has no effect on purchasing decisions with a significance value of 0.449. The product variable (X3) has no effect on purchasing decisions with a significance value of 0.286. The location variable (X4) affects the purchase decision with a significance value of 0.007. The person variable (X5) affects the purchase decision with a significance value of 0.043. The physical evidence variable (X6) affects purchasing decisions with a significance value of 0.000.
6 Discussion
6.1 The Effect of the Product on Purchasing Decisions
The results of this study showed that the H1 expected in the study was rejected, where it turned out that the product variable had no effect on purchasing decisions. This also proves that the product is not a factor that influences the purchasing decisions of customers of the Balikpapan Milenial Vega Building Store.
This is because building shops are synonymous with selling the same majority of goods, both from a variety of products and brands. Then in terms of procurement of goods, although there are many distributors and suppliers in Balikpapan City, the goods distributed to building shops are mostly the same. For example, the Milenial Vega Building Shop is adjacent to the Nirvana Building Shop and the Aziziah Building Shop gets the distribution of goods from CV. Sinar Jaya Abadi for engineering goods, PT SUTINDO RAYA MULIA for iron, nails and other plates, and PT SAKA AGUNG ABADI for tiga roda cement, nails, and iron. These factors indicate that product variables are not influencing in making decisions to buy building materials at the Vega Milenial Building Shop. Because judging from the indicators by Kembaren & Indriastuti (2021), namely, product quality, product variations, and the availability of new products at the Milenial Vega Building Store are not much different from other stores.
 This research is not in line with research conducted by Kembaren & Indriastuti (2021), where products affect purchasing decisions in retail stores. However, this research is supported by research conducted by Amelisa et al. (2016) which resulted in a finding that the product has no effect on purchasing decisions. This is because their objects are not in accordance with consumer expectations, namely, the sellers are friendly, have superior quality compared to others, have a taste compatibility with their characteristics, have long-lasting qualities and have unique design characteristics so that they are easy to recognize.
6.2 The Effect of Price on Purchasing Decisions
The results of this study showed that the H2 expected in the study was rejected, where it turned out that the price variable had no effect on purchasing decisions. This also proves that price is not a factor that influences the purchasing decisions of customers of the Balikpapan Milenial Vega Building Store. This is due to the similarity between the distributors of the Milenial Vega Building Shop with the majority of other building stores in Balikpapan. So, when viewed from the indicators by Kembaren & Indriastuti (2021), namely, prices based on products, low prices, and discounts are not important things that form the purchase decision at the Milenial Vega Building Store because the prices offered and discounts provided are relatively the same as other stores. Some examples that show the similarity of prices are as follows:

Table 6.1 Price Comparison
	
	
	TB Vega Millennial
	TB Nirvana
	TB Aziziah

	Komilex/5kg paint
	Price
	IDR 150,000
	IDR 148,000
	IDR 150,000

	
	Discount
	IDR 5,000
	IDR 3,000
	IDR 5,000

	Cement Conch/50kg
	Price
	IDR 60,000
	IDR 60,0000
	IDR 58,000

	
	Discount
	IDR 2,000
	IDR 2,000
	IDR 1,000

	Aplus/20kg
	Price
	IDR 80,000
	IDR 79,000
	IDR 78,000

	
	Discount
	IDR 5,000
	IDR 4,000
	IDR 3,000


Source: Processed researchers, 2022.
Based on the comparison data above, it can be seen that the selling price of The Millennial Vega Building Shop product is higher than the other 2 stores, where in fact the discounts that can be given to customers are also higher. But sometimes customers do not want to hear the price quote from the store employees and just leave. So that if a conclusion is drawn, the price of each product after the discount is of the same value.
Research conducted by Karwur (2016) shows that price affects purchasing decisions in retail stores. Price is an important aspect for providers of products or services to increase the desire of individuals to make purchases. The research that supports this research is a study by Mulyana (2021) where, price is not a factor in purchasing decisions in their objects because there are other factors that are more appropriate to increase the purchasing decision of the research object. The research is also in line with research by Kembaren & Indriastuti (2021), where price does affect purchasing decisions.  The results of the two   studies are inversely proportional to the results of this study, where the price does not affect the purchasing decision.
6.3 The Effect of Promotion on Purchasing Decisions
The results of this study showed that the H3 expected in the study was rejected, where it turned out that the promotion variable had no effect on purchasing decisions. This also proves that promotion is not a factor that influences the purchasing decisions of customers of the Balikpapan Milenial Vega Building Store.
The forms of promotion carried out by the Vega Milenial Building Store are currently video and photo marketing through WhatsApp, marketing through the Facebook marketplace, providing discounts for customers, and giving gifts such as mugs, dolls, bags, and clothes for purchases with a certain nominal. So based on the indicators mentioned by Kembaren & Indriastuti (2021), in terms of the promotional appeal of the Vega Building Shop Milenial already has several promotions that are attractive to customers so that they do not make promotions as one of their decisions to buy at the Vega Milenial Building Store. Then, in terms of "promotion arouses shopping interest", because there is no influence between promotion and purchase decisions, the promotional attraction of The Milenial Vega Building Store can increase shopping interest.
Research conducted by Karwur (2016) shows that promotion affects purchasing decisions. Where the more attractive the promotion offered, the higher the individual's decision to make a purchase. The same research was conducted by Kembaren & Indriastuti (2021) with the same research results, namely, promotion affects purchasing decisions. The two studies are not in line with the results of this study, where promotion does not affect purchasing decisions. This research is supported by research conducted by Febriana (2020), where promotion also has no effect on the decision to purchase the object. This is because the majority of respondents are customers who already know the various promotions of the object, so that promotion does not become an interesting thing anymore.
6.4 The Effect of Location on Purchasing Decisions
The results of this study showed that the H4 expected in the study was accepted, where it turned out that the location variable influenced the purchase decision. This also proves that location is a factor that influences the purchasing decisions of customers of the Balikpapan Milenial Vega Building Shop.
There are 3 indicators of location according to Kembaren & Indriastuti (2021), namely, the affordability of the location shows that the store location is in an environment that is easily accessible to customers, ease of access to the location provides a sense of comfort for customers who want to shop in the store, both offline and online, because distribution is easy to do, and the availability of parking space makes it easier for customers who want to shop offline. With the acceptance of the hypothesis of the location variable, these 3 indicators influence the purchasing decision at the Milenial Vega Building Store. The location of each building shop is located in a different area There are building shops located inside the housing estate, inside the township, and in the industrial and infrastructure areas. The Milenial Vega Building Shop itself is located in a strategic area, which is close to the Port, well-known companies such as PT BUMA, PT Petrosea, and PT Pama Persada, located in residential areas and the main provincial road which is the road to the New State Capital. Location affects purchasing decisions. In this study, the indicators that influence individual purchasing decisions are the availability of parker land, affordability of the location, and ease of access to the location (Kembaren & Indriastuti, 2021). Location positively affects purchasing decisions. Strategic location has an important role to influence purchasing decisions (Karwur,2016).
6.5 People's Influence on Purchasing Decisions
The results of this study showed that the H5 expected in the study was accepted, where it turned out that the variable of people influenced purchasing decisions. This also proves that people are a factor influencing the purchasing decisions of customers of the Balikpapan Milenial Vega Building Store. 
In this variable, there are 2 indicators by Kembaren & Indirastuti (2021), namely, employee response and employee performance. Based on these 2 indicators, there are 3 items of statements on the questionnaire answered by respondents which resulted in the finding that people or employees at the Vega Milenial Building Shop are very important in influencing purchasing decisions. First, the statement item "Good employee performance is very important in Milenial Vega Building Stores" is the most homogeneous statement, where respondents agree that performance in employee connotations is very influential on purchasing decisions. The better the performance, the happier the customer will be to shop. Second, the statement item "Fast employee response is very important at the Milenial Vega Building Store" is the most agreed statement number 2, so this shows that the better the employee response, the higher the level of customer purchase decisions. Third, the statement item "The positive attitude of employees in serving customers is very important at the Milenial Vega Building Store" indicates that the positive attitude of employees in serving also influences purchasing decisions. Research conducted by Nurtanto et al. (2022) shows the results that people influence purchasing decisions. The person in question is the service of a good store employee who will improve individual purchasing decisions. With good employee service, buyers will be more confident in the credibility of the store.
6.6 Effect of Physical Evidence on Purchasing Decisions
The results of this study showed that the H6 expected in the study was accepted, where it turned out that the physical evidence variable influenced the purchase decision. This also proves that physical evidence is a factor that influences the purchasing decisions of customers of the Balikpapan Milenial Vega Building Store. 
Physical evidence is the   physical environment in which products or services are sold which is a means of interacting directly with consumers (Lupiyoadi, 2013). Based on Kembaren & Indriastuti (2021) there are 3 indicators for this variable, namely: adequate intensity, room lighting, and tata location and appearance interior. 
Of the 3 indicators above there are 4 items of statement submitted to the respondents of this study. The first statement with the smallest standard deviation and the most homogeneous nature is "Facilities (waiting rooms, chairs, and toilets) are very important in the Milenial Vega Building Shop", which shows that respondents most agree that adequate facilities strongly support their decision to make a purchase. Then followed by the second statement "Lighting is very important in the Milenial Vega Building Shop" which means that with the right lighting, it will further improve the appearance of the store. Furthermore, there are statements "A good interior appearance is very important in the Milenial Vega Building Shop" and "Lighting is very important in the Milenial Vega Building Shop" which supports the appearance of the store. Research conducted by Karwur (2016), shows that physical evidence affects purchasing decisions. Physical evidence that can influence purchasing decisions in the study is the interior and layout of the room. 
7. Conclusion and Suggestion
7.1 Conclusion
Based on the research on the Analysis of the Effect of Retail Mix on Purchasing Decisions: A Study on the Balikpapan Millennial Vega Building Store, the following conclusions were obtained:
1. The hypothesis is rejected, the product has no effect on the purchase decision.
2. The hypothesis is rejected, price has no effect on the purchasing decision.
3. The hypothesis is rejected, promotion has no effect on the purchase decision.
4. The hypothesis is accepted, location has an effect on the purchasing decisions.
5. The hypothesis is accepted, people influence purchasing decisions.
6. The hypothesis is accepted, physical evidence has an effect on purchasing decisions.
7.2 Suggestion
Based on the results of the discussion and conclusions obtained, the researcher proposed several suggestions, including:
1. For further research, it can examine other factors that have an influence on purchasing decisions so that more and more new findings are useful for many people, whether from the business field, academia, or ordinary people.
2. For subsequent studies, they can choose the scope of other populations with a larger number than this study, as well as develop the characteristics of the respondents studied.
3. For building shop business people, to improve their business can pay attention to the factors that influence them to buy. From this research, it can be seen that the variables of product, price, and promotion cannot be used as a benchmark as a stimulus to increase purchasing decisions because they have no effect. Based on location variables, customers like stores that have enough parking lots and strategic store locations, both from access to the location and the point of the store. If the store is located in an area that is densely populated with business activities and on the population, it will increase the consideration of customers to buy. Based on people's variables, as a business owner, he must pay attention to the needs of his human resources. If it is felt that the store needs more personnel, it must recruit more employees. This aims to maintain the stamina of employees so as not to overwork, so that customers can be well served. Based on physical evidence variables, to improve purchasing decisions customers can pay attention to the layout of goods, shuttlecock lighting, store interiors, and supporting facilities such as toilets, waiting rooms, and chairs.
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