International Journal of Review Management, Business,	e-ISSN 2797-9237
and Entrepreneurship (RMBE)		Vol.2 No.1 June 2022
THE INFLUENCE OF MARKETING MIX ON THE PURCHASE DECISION OF ELECTRICAL PRODUCTS AT PT SINAR TERANG INTI
Andika Pulung Buwono
PT. Sinar Terang Inti
andikapulungbuwono@gmail.com
Abstract: This study aims to determine how the significant influence of Product, price, Place, Promotion on the service Products of PT SINAR TERANG INTI. The factors studied are Product (X1), Price (X2), Place (X3). The population in this study were all final consumers of PT. PLN (Persero) UP3 Mojokerto whose number is known for sure (finite). The sample in this study used purposive sampling, which is a sampling technique with certain criteria.
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1. Introduction
The COVID-19 pandemic has resulted in a decrease in profits, especially for electrical contractors who work in the environment of PT PLN (Persero) due to the impact of providing aid supplies for communities affected by the COVID 19 pandemic, namely 100% discount assistance for electricity customers for 450 Volt Ampere power and a 50% discount for electricity customers with 900 Volt Ampere power.  This impact also results in the performance of Partners / Vendors in the environment of PT PLN (Persero). PT SINAR TERANG INTI has been a partner of PT PLN (Persero) since 2018 to work on several PROJECTS of PT PLN (Persero) such as the construction of distribution substations, construction of Low Voltage (LV) Panels, Installation of 20 KV Medium Voltage Air Line (SUTM) Networks, Installation of 220 V Low Voltage Air Line Networks (SUTR) and so on.  During the COVID-19 pandemic, the cancellation of projects at PT PLN (Persero) greatly affected the company's management.  At this time PT SINAR TERANG INTI is trying to expand its business but it is not optimal because marketers at PT SINAR TERANG INTI are still unable to compete with other contractors who have a working area at PT PLN (Persero) UP3 Mojokerto and are quite far from industrial areas such as NIP (Ngoro Industri Park).  Researchers found the problems faced by PT SINAR TERANG INTI, which can be seen from the following indicators:

Table 1.1 The Problem of PT. SINAR TERANG INTI
	Product
	Price
	Promotion
	Place

	The company does not yet have an electrical energy utilization installation product for the industrial sector
	Do not yet have a price standard in making the RAB (Budget and Cost Plan) offer.
	 Cataloging systems and other promotional media
	Company/Basecamp location far from industrial estates

	The company does not yet have standard and work instructions regarding the use of electrical energy for the industrial sector.
	Prices at PT SINAR TERANG INTI are quite expensive when compared to competitors
	The company does not yet have a website
	Locations difficult to reach

	The company does not yet have a Business Entity Certificate for the use of electrical energy
	Small choice of payment methods
	SEO (Search Engine Optimization) does not yet exist
	The company's location is in a densely populated area

	The company does not yet have work equipment
	
	
	


Source: Interview with the Director of PT SINAR TERANG INTI

Responding to this situation, of course, it is necessary to anticipate the lack of service mix activities carried out by PT SINAR TERANG INTI.  Therefore, the focus of this research is on marketing mix and purchasing decisions.

2. Literature Review
2.2Previous Research
This research was conducted by Noevie Susanti, Hamid Halim and M. Kurniawan (2017) which aims to determine the marketing mix of consumer decisions in buying a house at PT. BERLIAN BROTHERS PROPERTINDO Palembang. The method used in this study is a quantitative method with a sample of 134 respondents, to provide information on the influence of variable X, namely the marketing mixes on variable Y, namely purchasing decisions. Data analysis uses simple regression equations.  In the results of the study, it was found that, the Marketing Mix had a significant effect on the Purchase Decision of The Arizona Park Palembang Housing.
The second research was conducted by C.Nagadeepa et al. (2015) entitled Impact of Sale Promotion Techniques on Consumers' Impulse Buying Behaviour towards Apparels at Bangalore. The purpose of this study was to identify a wide variety of sales promotion techniques and the order in which they influence consumer decision-making on clothing. Five important sales promotion techniques are Rebate & Discount offer, Coupon, Loyalty Programs, Price Packs and Contest.  The results of the study obtained from the research data can be concluded that Rebates & Discount offers and Loyalty Programs have a significant relationship with purchasing behavior in Bangalore.
2.3	Theoretical Foundations
"Marketing Mix - an act of interrelated solutions to meet the needs of consumers and to achieve the marketing goals of the enterprise, as a whole" (Sereikienė- Abromaitytė, 2013) Marketing mix - a set of relevant factors and solutions that allow customers to meet (national) needs and achieve the goals set by the company (Pruskus, 2015).
Table 2.1 Marketing Mix Definitions
	Writer
	Definition

	Riaz (2011)
	Marketing mix is defined as a set of marketing tools that a company can control and use to create the desired answer in the target market. (This set of tools is generally called 4P Marketing, being Products, Prices, promotions and places)

	Rad (2014)
	The marketing mix is a controllable part of a marketing tool that affects demand and improves it (Jonathan Ivy, 2018: 298). With the word compound, mixed, or combination, this means that the four ps (product, price, promotion, place) must have an established and coordinated systematic approach in order to have an effective influence in persuading customers. In other words, the right product at an affordable price is accompanied by better distribution and the use of appropriate communication techniques and acting together in the customer's view.

	Singh M. (2012)
	A marketing mix is a combination of various variables of marketing decisions used by a company to market its goods and services. After identifying the market and collecting basic information about it, the next step is Market programming direction, is to decide on instruments and strategies to meet the needs of customers and the challenges of competitors. It offers the optimal combination of all marketing materials so that the company can realize goals e.g. profit, sales volume, market share, return on investment, etc. The marketing mix is grouped in four elements namely, Product, Price, Place, Promotion.



2.4	Literature Review
2.4.1	Product
According to Dang (2015) emphasizes that the product is first and one of the main marketing elements. Author cit. Kotler and Armstrong emphasize that the product: "is what can be offered to the market, gets attention, becomes a used or used acquisition, and can satisfy a desire or need." In fact, it is observed that in most cases the literature is dominated by a narrow concept of perception of the "product".  The expected product includes the features of the product depending on many factors: the chosen marketing strategy, the target segment, displaying the characteristics of competing products, the technical feasibility of the product, the number of available resources, etc.  Produk is also classified (Uznienė, 2011):
1. Consumer products.  The products they buy for personal use and these products are still divided into minimum, valuable, exclusive and non-marketable.
2. Necessary products.  Produk that is often and almost directly bought by consumers without comparing them.
3. A valuable product.  Moreconsumer-oriented roduk, which is usually compared to others, takes into account its suitability, quality, price and style.
4. Exclusive Products.  Produk Consumers who have unique characteristics or are distinguished according to their brand.
5. Violating (not intended to seek) products (blood donation, life insurance) consumers. Product unknown to the user, and if he knows he has no intention of buying it.
Analysis of the scientific literature reveals that the product is associated with services. The same service compared to the product / product has different characteristics, namely:
1. Intangibility 
2. Non-accumulation 
3. Non-severability 
4. Heterogeneity 
2.4.2 	Price
According to experts Kotler and Armstrong (2012) that is the amount billed for a product provided by a customer to get a profit. Ahmadi (2013) explained that there are six main businesses that a company can achieve through prices, namely: survival, short-term profit maximization, short-term revenue maximization, sales growth maximization, superior market share and superior in product quality. There are several pricing strategies that can be done:
1. Discounted Price, in this case, the buyer gets a price that is lower than the price that should be paid.
2. Price Discrimination, companies can also make price modifications to adjust price differences due to subscriptions, products or locations.
3. Psychological Price, A price that can speak for the product as well as can show the image of the product.
2.4.3 	Place
According to Abdulah (2016) is a set of organizations that are interdependent with each other as seen from the process of providing products for use or consumption. Companies should try in the best way to store, handle, and move distribution products according to Swastha (2014) for channel goods used by producers to funnel those goods from producers to consumers or industrial users. Abdulah (2016) stated that the distribution channel has several functions, including:
1. Information is the collection and dissemination of marketing research information regarding potential and current customers, competitors and other actors and forces in marketing.
2. Promotion is the development and dissemination of persuasive communication regarding offers designed to attract customers.
3. Negotiations are an attempt to reach the end of the final agreement on prices and other conditions.
4. Orders is relying on purchases by members of the marketing channel to the manufacturer
5. Funding is the receipt and application of funds needed for the provision of inventory at different levels of marketing channels.
6. Risk taking is the assumption of risks related to the implementation of marketing channel work.
7. Physical ownership is the delivery and transfer of products ranging from raw materials to finished products to customers.
8. Payment is a buyer who pays through banks and other financial institutions to the seller.
9. Ownership is the transfer of ownership from one organization or individual to another organization or individual.
2.4.4 	Promotion
Promotion according to Wibowo (2017) is an element used to inform and persuade the market about new products or services to the company, namely by advertising, personal sales, sales promotion, or with publicity. Fahmi (2016) stated that before carrying out promotional activities, they must have predetermined goals, namely as follows:
a. Raising the company's brand, the vision and mission of the company must be visualized every promotional application. 
b. Achieve the company's targets. To determine the company's targets are usually set by the management, in this case represented by the leadership, marketing parties, and other related parties. 
According to Kotler and Armstrong (2014:662) there are 5 sales promotion tools, namely:
1. Sample Product (Sample) is the offer of a specific product for an experiment.
2. Price Packs are discounts marked by the manufacturer directly on the label or packaging. Some are in the form of packaging that is sold at a reduced price (a reduced-price packs).
3. Premiums are items that are offered for free or at low prices as an incentive for the purchase of a product.
4. A discount is a direct reduction in the price of a purchase over a given period.
5. Free goods are giving scales of goods to intermediaries, if they buy a certain amount (buy 2 get 1 free or buy 1 get 1 free 1.
2.4.5 	Quality of Service
According to Kotler and Keller (2012:49) quality is the overall characteristic and nature of a product or service that affects its ability to satisfy stated or implied needs. According to Kotler and Keller (2012:499-500) there are 5 determinants of the quality of service presented in order based on the level of importance, namely:
1. Tangibles are physical facilities offered to consumers that include physical, equipment, employees and communication advice.
2. Empathy includes the ease of carrying out good communication relationships, personal attention and understanding the needs of customers.
3. Reliability is the consistency of appearance and reliability of service, namely the company's ability to provide the promised service immediately, accurately and satisfactorily.
4. Responsiveness is the agility and speed of service providers in solving problems and providing services with responsiveness.
5. Assurance is the ability and skill of officers, the friendliness of officers, trust and comfort
2.4.6 	Repurchase Interest
According to Suryana & Dasuki (2013), repurchase interest is the similarity of buying behavior to consumers in a product of goods and services that are carried out repeatedly in an exclusive period of time and actively like and have positive behavior towards a product or service.  Suryana & Dasuki (2013) stated that there are several factors that can increase purchase interest:
1. Psychic factors: are factors derived from oneself such as motivation, perception, knowledge, beliefs and attitudes.
2. Social factors: behaviors that are influenced by surrounding circumstances such as family and social status.
3. Empowerment of the marketing mix: factors derived from the delivery of products by the company to consumers such as prices, products, promotions and distribution.

3.Research Concept
3.1	Analytical Models 
Marketing mix (marketing mix) according to Kolter (2014) consists of 4 main elements, namely Product, Price, Place and Promotion. Based on this description, the model in this study can be described as follows:
[image: ]
Figure 3.1 Research Analysis Model
Source: Processed data (2021)

3.2	Hypothesis
Based on the analysis model in Figure 3.2, the hypotheses tested include:
H1: The product has a significant effect on the purchasing decision of PT SINAR TERANG INTI's service products.
H2: Price has a significant effect on the purchasing decision of PT SINAR TERANG INTI's service products.
H3: Place has a significant effect on the purchasing decision of PT SINAR TERANG INTI's service products.
H4: Promotion has a significant effect on the purchasing decision of PT SINAR TERANG INTI's service products
H5: Product, price, Place, Promotion has a significant effect on the purchasing decision of PT SINAR TERANG INTI's service products

4. Research Methods
4.1	Types of Research, Samples, and Data Collection
This research approach uses a quantitative approach to test hypotheses based on statistics using the SPSS 24 program. The population in this study was all end consumers of PT. PLN (Persero) UP3 with the criteria of a customer of PT PLN (Persero) UP3 Mojokerto with a power above 197 KVA or a medium voltage customer of 150 people.  The sample retrieval technique in this study used Purposive Sampling.  The sampling technique in this study used Purposive Sampling. determining the magnitude of the minimum sample of a limited number of populations is used Slovin formula, with the formula:

n = Sample Size
N = Total population
= Margin of error, tolerable error rate (determined by 5%) 

Based on the calculations above, the number of samples was obtained as many as 109.1 respondents. The sample was rounded to 110 respondents.  The data collection in this study is in the form of literature study and field study with a closed questionnaire so that respondents only need to choose one of the answers provided in the form of a Likert scale 1-5. The likert scale according to Sugiyono (2018:93) is a scale used to measure a person's attitudes, opinions and perceptions.  In addition to the questionnaire, this study looked at and recorded documents or archives at PT SINAR TERANG INTI.
4.2	Variables and Operational Definitions
Table 4.1 Operational Definitions of Variables and Their Indicators
	Variable Operational Definition
	Indicators
	Indicator Description

	Product (X1) is a combination of goods and services that the company offers to the target market and aims to satisfy the needs and desires of the market.
	1. Performance
	The results of work in quantity and quality of the work produced by a person (Ratnasari, 2019)

	
	2. Features (Diversity)
	Types or kinds of products (Oktaviani et al., 2021)

	
	3.  Reliability
	The company's ability to deliver promises in producing products (Pranantyo & Sarsiti, 2019)

	
	4. Conformance 
	The characteristic ability of product operation meets certain standards (Kawung et al., 2019)

	
	5. Serviceability (easy to fix
	Availability of repair services (Dei Hariyanto, 2018)

	
	6. Durability
	Long live a product (Chowdhury, 2017)

	
	7. Perceived quality
	Consumer impressions of products regarding quality (Rohman & Indaryadi, 2020)

	Lupiyoadi (2014:14)
	

	Price (X2) is the amount of money or goods needed to get a combination of other goods accompanied by the provision of services.  Herlambang (2014:47)
	1. Priced
	Price levels that consumers can meet (Gunarsih et al., 2021)

	
	1. Price According to quality
	The suitability of the price with the quality offered (Gunarsih et al., 2021)

	
	2. Competitive price
	The price level is not much different from competitors / cheaper (Gunarsih et al., 2021)

	Sunyoto (2014:89)
	

	Place (X3) A distribution channel is a set of organizations that are interdependent with each other that are seen in the process of providing products used or consumed. Abdullah and Tantri (2- 16:207)
	1. strategic location
	Ease of place to be reached by consumers (Silaningsih & Utami, 2018)

	
	2. Ease of spreading
	Ease of product to be distributed to many places (Sa'adah & Sopingi, 2019)

	
	3. Service support
	Availability of places for consumers to get service support (Sa'adah & Sopingi, 2019)

	Abdullah and Tantri (2016:213)
	

	Promotion (X4) is an element used to inform and persuade the market about a new product or service to the company, namely by advertising, personal sales, sales promotion, or by publicity.
	1. Sales Promotion
	Stimulus strategy to shape sales (Wahyuni & Setyawati, 2020)

	
	2. Advertising.
	Persuasive material presentation activities to the public aimed at promoting products (Anggraini, 2020)

	
	3. Personal selling
	Interaction between individuals aimed at improving, creating, mastering and maintaining mutually beneficial relationships (Tanjaya & Wijaya, 2019)

	Wibowo (2017, p. 118)
	


Source: Processed data (2021)

Based on the operational definition obtained, the data analysis method in this study includes validity, reliability, classical assumptions (normality, heteroskedasticity, and multicholinearity tests), multiple linear regression analysis, hypothesion (F and t tests), and coefficient of determination (R2).
5. Research Result and Discussion
As many as 74% of the questionnaires were filled out by company managers or as many as 81 people. As many as 14% of respondents were voters of the company itself or as many as 15 people and the remaining 12% were filled by employees with other positions or as many as 14 people. The companies that were the most respondents were companies with medium-voltage industrial groups, which was 45% with a total of 50 respondents. Then the second most is companies with a low-voltage medium industry class of 27% or 30 people. The rest are companies from the low-voltage small industry group, which is 18% or 20 people and companies with the high-voltage large industry group of 10% or 11 respondents.
5.1	Research Description
Description statistics describe respondents' answers to the variable of Product, Price, Place, Promotion, and Purchase Decision research in quantitative terms which can be seen from the mean value and standard deviation.
Table 5.1 Mean Values and Standard Deviations from Variables
	Variables
	N
	Minimum
	Maximum
	Mean
	Std. Deviation

	Product_X1
	110
	23
	40
	30.2182
	3.46776

	Price_X2
	110
	9
	15
	11.9545
	1.79901

	Place_X3
	110
	8.00
	15.00
	12.3818
	1.87686

	Promotion_X4
	110
	14
	25
	19.6636
	2.12144

	Purchase Decision Y
	110
	15
	25
	20.4727
	2.58687


Source: Primary Data Processed, 2022.
5.2	Validity Test
[bookmark: _Hlk111616776]The following are the results of testing the validity of question items on the variables Product (X1), Price (X2), Place (X3), Promotion (X4) and Purchase Decision (Y).
Table 5.6 Validity Test Results per Indicator
	Variable
	Indicators
	Pearson
	Sig.
	Ket

	Product (X1)
	X1.1
	0.627
	0.00
	Valid

	
	X1.2
	0.590
	0.00
	Valid

	
	X1.3
	0.592
	0.00
	Valid

	
	X1.4
	0.707
	0.00
	Valid

	
	X1.5
	0.644
	0.00
	Valid

	
	X1.6
	0.759
	0.00
	Valid

	
	X1.7
	0.702
	0.00
	Valid

	
	X1.8
	0.775
	0.00
	Valid

	Price (X2)
	X2.1
	0.786
	0.00
	Valid

	
	X2.2
	0.828
	0.00
	Valid

	
	X2.3
	0.868
	0.00
	Valid

	Place (X3)
	X3.1
	0.803
	0.00
	Valid

	
	X3.2
	0.844
	0.00
	Valid

	
	X3.3
	0.911
	0.00
	Valid

	Promotion (X4)
	X4.1
	0.762
	0.00
	Valid

	
	X4.2
	0.748
	0.00
	Valid

	
	X4.3
	0.662
	0.00
	Valid

	
	X4.4
	0.761
	0.00
	Valid

	
	X4.5
	0.649
	0.00
	Valid

	Purchasing Decision (Y)
	Y1.1
	0.743
	0.00
	Valid

	
	Y1.2
	0.804
	0.00
	Valid

	
	Y1.3
	0.666
	0.00
	Valid

	
	Y1.4
	0.725
	0.00
	Valid

	
	Y1.5
	0.725
	0.00
	Valid


Source: Primary Data Processed, 2022.
Based on the table above, the validity test conducted on the five variables in 110 samples, overall having a significance value below 0.05 can be declared valid.
5.3	Reliability Test
[bookmark: _Hlk103550316]Table 5.7 Reliability Test Results per Indicator
	Variable
	Indicators
	Cronbach's Alpha If Item Deleted
	Cronbach's Alpha
	Information

	Product (X1)
	X1.1
	0.817
	0.828
	Reliable

	
	X1.2
	0.823
	
	

	
	X1.3
	0.821
	
	

	
	X1.4
	0.802
	
	

	
	X1.5
	0.812
	
	

	
	X1.6
	0.793
	
	

	
	X1.7
	0.803
	
	

	
	X1.8
	0.790
	
	

	Price (X2)
	X2.1
	0. 752
	0.771
	Reliable

	
	X2.2
	0.702
	
	

	
	X2.3
	0.609
	
	

	Place (X3)
	X3.1
	0.788
	0,810
	Reliable

	
	X3.2
	0.740
	
	

	
	X3.3
	0.664
	
	

	Promotion (X4)
	X4.1
	0.692
	0,761
	Reliable


	
	X4.2
	0.698
	
	

	
	X4.3
	0.737
	
	

	
	X4.4
	0.708
	
	

	
	X4.5
	0.753
	
	

	Purchasing Decision (Y)
	Y1.1
	0.737
	0,784
	Reliable


	
	Y1.2
	0.710
	
	

	
	Y1.3
	0.766
	
	

	
	Y1.4
	0.747
	
	

	
	Y1.5
	0.757
	
	


Source: Primary Data Processed, 2022.
The results of the reliability test show that all indicators have a coefficient of Cronbach's Alpha > 0.6, therefore all variables can be declared reliable. In addition, it is also seen in the value indicating the value of Cronbach's Alpha in the variable is greater than the value of Cronbach's Alpha if the item is deleted. It can be concluded that all the instruments that will be used on this questionnaire are declared reliable.
5.4	Normality Test
Table 5.8 Normality Test Results
	One-Sample Kolmogorov-Smirnov Test

	
	Unstandardized Residual

	N
	110

	Normal Parametersa,b
	Mean
	.0000000

	
	Std. Deviation
	1.30674321

	Most Extreme Differences
	Absolute
	.073

	
	Positive
	.073

	
	Negative
	-.042

	Statistical Test
	.073

	Asymp. Sig. (2-tailed)
	.200c,d


Source: Primary Data Processed, 2022.
Based on Table 5.8, a significance value of 0.075 is obtained where the value is greater than 0.05, it can be concluded that the data studied are normally distributed.
5.5	Heteroskedasticity Test
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Figure 5.1 Scatterplot Chart
Source: Primary Data Processed, 2022.
Based on the graph above, it can be seen that the distribution of these points does not have a certain pattern on the plot, so it can be concluded that heteroskedasticity is not found. 
5.6	Multicollinearity Test
Table 5.9 Multicollinearity Test Results
	Coefficientsa

	Type
	Collinearity Statistics

	
	Tolerance
	VIF

	1
	(Constant)
	
	

	
	Product X1
	.171
	5.851

	
	Price X2
	.267
	3.749

	
	Place X3
	.381
	2.625

	
	Promotion X4
	.168
	5.954

	a. Dependent Variable: Purchase Decision Y


Source: Primary Data Processed, 2022.
Based on Table 5.9, it can be seen that the results of the multicholinearity test of each variable obtained a VIF value of less than 10.00, so it can be said that this study did not occur symptoms of multicollinearity.
5.7	Multiple Linear Regression Analysis
Table 5.10 Multiple Linear Regression Analysis
	Coefficientsa

	Type
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.
	Collinearity Statistics

	
	B
	Std. Error
	Beta
	
	
	Tolerance
	VIF

	1
	(Constant)
	.837
	1.228
	
	.682
	.497
	
	

	
	Product X1
	.203
	.089
	.272
	2.282
	.025
	.171
	5.851

	
	Price X2
	.176
	.137
	.123
	1.283
	.202
	.267
	3.749

	
	Place X3
	.288
	.110
	.209
	2.618
	.010
	.381
	2.625

	
	Promotion X4
	.398
	.147
	.326
	2.714
	.008
	.168
	5.954

	a. Dependent Variable: Purchase Decision Y


Source: Primary Data Processed, 2022.
In Table 5.10, the test results of multiple regression models are presented, the effect of the variables Product (X1), Price (X2), Place (X3), Promotion (X4) on Purchasing Decisions (Y). based on the results of data processing on such, the equation of multiple linear regression models is obtained as follows: 
Y = 0.837 + 0. 203 X1 + 0.288 X3 + 0.398 X4
The value of the constant is 0.837, that is to say that if there is no influence of the free variable, the value of the variable Y is 0.837. The value of the X1 coefficient of 0.203 is positive, so that if the variable X1 is increased, then the variable Y also increases. The value of the X3 coefficient of 0.288 is positive, so that if the variable X3 is increased, then the variable Y also increases. The value of the X4 coefficient of 0.398 is positive, so that if the variable X4 is increased, then the variable Y also increases.
5.8	Test F
Table 5.11 Test Results F (Together)
	ANOVAa

	Type
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	543.292
	4
	135.823
	76.622
	.000b

	
	Residual
	186.126
	105
	1.773
	
	

	
	Total
	729.418
	109
	
	
	

	a. Dependent Variable: Purchase Decision Y

	b. Predictors: (Constant), Promotion X4, Place X3, Price X2, Product X1


Source: Primary Data Processed, 2022.
Based on the F Test Results can be shown in Table 5. 11 above, this test obtained a significance value of 0.000 (<0.05), so it can be concluded that the independent research variables (Product (X1), Price (X2), Place (X3), Promotion (X4)) together have a significant effect on the dependent variables (Purchase Decision (Y)).
H5: Product, price, Place, Promotion has a significant effect on the decision to purchase PT SINAR TERANG INTI's service products received.


5.9	T test 
Table 5.12 Partial Test Results
	Coefficientsa

	Type
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	.837
	1.228
	
	.682
	.497

	
	Product X1
	.203
	.089
	.272
	2.282
	.025

	
	Price X2
	.176
	.137
	.123
	1.283
	.202

	
	Place X3
	.288
	.110
	.209
	2.618
	.010

	
	Promotion X4
	.398
	.147
	.326
	2.714
	.008

	a. Dependent Variable: Purchase Decision Y


Source: Primary Data Processed, 2022.
The following is an interpretation of the results obtained in the test results based on Table 5.12:
H1: The product has a significant effect on the purchasing decision of PT SINAR TERANG INTI's service products is accepted.  0.025 (<0.05).
H2: Price has a significant effect on the decision to purchase PT SINAR TERANG INTI's service products are rejected.  0.202 (>0.05).
H3: Place has a significant effect on the decision to purchase PT SINAR TERANG INTI's service products is accepted.  0.010 (<0.05).
H4: Promotion has a significant effect on the decision to purchase PT SINAR TERANG INTI's service products is accepted.  0.008 (<0.05).



5.10	R Test2 (Coefficient of Determination Test)
Table 5.13 Coefficient of Determination Test Results
	Model Summary

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

	1
	.863a
	.745
	.735
	1.33140

	a. Predictors: (Constant), Promotion X4, Place X3, Price X2, Product X1


Source: Primary Data Processed, 2022.
Based on Table 5.11, it can be interpreted that the value of the coefficient of determination (R-squared) obtained at 0.745 (74.5%) means that the variation of the dependent variable Purchase Decision (Y) can be explained through the independent variables Product (X1), Price (X2), Place (X3), and Promotion (X4), while the remaining 0.255 (25.5%) is explained by other factors beyond those studied.
5.11	Discussion
1. Product Influence (X1) on Purchasing Decision (Y)
Based on the results of the study shows that Product (X1) has an influence on purchasing decisions (Y). So, it can be concluded that things related to products such as good wiring and single line, material quality and installation according to the provisions, advantages are not easy to occur short circuits and things related to other products are able to influence the accuracy of purchases from consumers significantly. 
2. Effect of Price (X2) on Purchasing Decision (Y)
The results of this study show that Price (X2) does not have a significant effect on Purchasing Decisions (Y). So, it can be concluded that matters related to the price of electrical products at PT SINAR TERANG INTI do not affect purchasing decisions. This is because electrical products have standards that need to be met and to meet these standards, appropriate and quality equipment is needed. Product installations with less quality equipment may be more affordable, but not long-term, requiring consumers to reinstall in case of damage.
3. Effect of Place (X3) against Purchasing Decision (Y)
The results of this study show that Place (X3) has a significant effect on its dependent variables (Purchasing Decision (Y)). Then it can be concluded that matters related to the place of the company have an effect on consumers' consideration of deciding on purchases. The company has branch offices that have easy access to visit so that customers can easily reach it. The distribution of products owned by the company is evenly distributed and is found in each branch office so that customers do not need to have difficulties when making purchases. In addition, the company is also able to bring in experts and install electrical products on time. 

4. Effect of Promotion (X4) on Purchasing Decision (Y)
The results of this study show that the Promotion variable (X4) has a significant positive effect on the dependent variable (Purchase Decision (Y)). So, it can be concluded that each increase occurs in the Promotion variable (X4) of 1 unit, then there is also an increase in the Purchase Decision variable (Y) of 0.355 units. This relates to the theory of the importance of promotion by Kotler and Armstrong (2014). The more intensive the promotion is carried out; the more information is conveyed to consumers. The delivery of this information will help consumers in improving the consumer journey. Starting from increasing awareness to generating a sale. The information conveyed to consumers will be a consideration for making a purchase decision, therefore it is very important to carry out promotions.
5. Effect of Product (X1), Price (X2), Place (X3), and Promotion (X4), on Purchasing Decision (Y)
Based on the results of research on the variables Product (X1), Place (X3), Promotion (X4) together have a significant effect on the dependent variables (Purchase Decision (Y)). But for the Variable Price (X2), it does not have a significant influence. In this case, the company can find out in the marketing mix which factors need to be of special attention. The company can improve product quality in line with the improvement of effective promotion. But just because the Price variable (X2) doesn't have a partial significant influence doesn't mean the factor is ignored, because those factors still have a joint influence with other factors. Companies still have to make efficiencies so that no resources are wasted.
5.12 Managerial Implications
Table 5.14 Managerial Implications
	Research Variables
	Before Research
	After Research

	Product
	PT SINAR TERANG INTI does not yet have a product to handle the utilization side of PT PLN (Persero) customers for the industrial sector with power above 197 kVA
	PT SINAR TERANG INTI has products to handle PT PLN (Persero) customers for the utilization side for the industrial sector with power above 197 kVA 

	Price 
	The company does not yet have a price standard in making the RAB (Budget and Cost Plan) this results in the price offer submitted to consumers can be too low or too high, if the offer is too high then the consumer rejects the offer and if the offer is too low then the company can lose money
	PT SINAR TERANG INTI can make a RAB (Budget and Cost Plan) with the price standards set by the company before, this aims to avoid too low / too high bids.

	Place
	The location of the company is one of the supporting factors why the company uses our products or not. This is due to the speed of time needed for support or service when there is an electrical problem in the factory. The closer the office / branch, the faster the repair of the problem.
	PT SINAR TERANG INTI plans to build a branch located close to the industrial area so that it will be faster if at any time it is needed for maintenance of electrical support equipment.

	Promotion
	The company still does not have a website that can be accessed by the client to find out the company's company profile / portfolio Because the company still does not have a website, there is still very little information about the company on the internet
	The company builds a website that displays the company profile / portfolio of the company's products so that it will convince clients who will use PT SINAR TERANG INTI products. 



6. CONCLUSIONS AND SUGGESTIONS
6. 
6.1	Conclusion
	Based on the results of the analysis and discussion of the effect of Product (X1), Price (X2), Place (X3), Promotion (X4) on the variable Purchase Decision (Y) of electrical products at PT SINAR TERANG INTI, conclusions were drawn:
1. Product (X1) has a positive and partial significant effect on the Purchasing Decision (Y) of electrical products at PT SINAR TERANG INTI.
2. Price (X2) does not have a partial significant effect on the Purchasing Decision (Y) of electrical products at PT SINAR TERANG INTI.
3. Place (X3) has a partial significant effect on the Purchase Decision (Y) of electrical products at PT SINAR TERANG INTI.
4. Promotion (X4) has a partial significant effect on the Purchase Decision (Y) of electrical products at PT SINAR TERANG INTI.
5. Product (X1), Price (X2), Place (X3), Promotion (X4) together have a positive and significant effect on the Purchasing Decision (Y) of electrical products at PT SINAR TERANG INTI.
6.2	Advice
2. Advice for PT SINAR TERANG INTI
The company conducts strategy research for the development of product quality and appropriate promotion. Companies can take advantage of technological developments in such strategies for efficiency. The company can also evaluate the strategies that have been carried out and improve them. This research can be used as additional company information in making these strategies.
3. Suggestions for further research
Further research can develop other factors that have a possible influence on purchasing decisions. Further research can also be carried out more specifically on industrial consumers of an area so that the information obtained is more specific as well. 


4. Limitations of the study
This research was conducted during the Covid-19 pandemic so that there were research limitations. The distribution of questionnaires is carried out online so that it takes time to contact respondents who match the criteria for the purpose of the study.
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