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ABSTRACT 

 

The purchase decision is the point at which the 

buyer has decided on a product, purchased it, 

and consumed it. Service quality, product 

quality, price, and promotion are all elements 

that influence purchasing decisions. The 

expected level of perfection in service is service 

quality, and maintaining control over that level 

of excellence will satisfy client desires. Service 

quality, product quality, price, and advertising 

are all elements that impact purchase selections. 

This study uses an associative quantitative 

technique to investigate the impact of service 

quality characteristics, product quality, pricing, 

and promotion on AyamPenyet Jakarta (APJ) 

consumer purchasing decisions at SM Raja 

branch. The study sample consisted of all APJ 

customers who made purchases at SM Raja's 

APJ store in December 2020, a total of 350 

people. The samples were chosen via incidental 

sampling, which entails estimating the number 

of samples needed at the time of the research 

and obtaining 70 research samples. A 

questionnaire was utilised to collect data. 

Multiple linear regression is used to analyse 

data. Customer service, product quality, pricing, 

and promotion all have a favourable and 

significant impact on APJ purchasing decisions, 

according to the research and data analysis. 

Service quality influences APJ purchasing 

decisions in a good and significant way. Product 

quality influences APJ purchase decisions in a 

good and significant way. APJ purchasing 

decisions are influenced by price in a positive 

and significant way. Promotion has a small but 

considerable impact on purchasing decisions. In 

terms of recommendations for APJ, it is desired 

that APJ may provide better customer service, 

particularly in terms of serving food, reacting to 

consumer concerns, and providing facilities and 

infrastructure. By paying attention to the quality 

of the components, APJ can maintain 

consistency in flavour, colour, temperature, 

portion, aroma, and shape. 

 

Keywords: service quality, service quality, 

product quality, price, promotion and 

purchasing decisions 

 

BACKGROUND 

In Indonesia, the culinary industry is 

becoming increasingly competitive. This 

can be seen in the growing number of fast 

food culinary concepts that continue to 

emerge in Indonesia; in addition to the 

growing human population, fast food is also 

very much needed by many people due to its 

convenience, which leads to purchases. The 

success of the culinary industry is primarily 

driven by the correct marketing strategy, 

which may continually support the firm 

ahead of its competition, resulting in 

product and service quality that meets 

customer expectations and, as a result, 

influences purchase decisions. 

AyamPenyet Jakarta (APJ) is one of 

the culinary marvels in Medan, which has 

been impacted by the culinary industry's 

rapid growth and rivalry. Despite the fact 

that the production and marketing quality 

procedures were followed to the letter, sales 

at APJ Jalan Sisingamangaraja have 

decreased, particularly in the previous three 
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years (2017-2019).APJ is also up against 

Ayat Penyet Joko Solo, AyamPenyet 

Surabaya, AyamPenyet Ria, and other 

Chicken Penyet restaurants in Jakarta. 

Various issues, including as service quality, 

product quality, price differences, and so on, 

have contributed to APJ Jalan 

Sisingamangaraja's drop in purchasing 

decisions. 

According to the following 

description, service quality of APJ Jalan 

Sisingamangaraja is poor, and product 

quality has deteriorated during the last three 

years. In addition to service and product 

quality, the price of chicken penyet offered 

is quite high, despite the fact that the price 

of chicken penyet provided by APJ does not 

change, and people's purchasing power is 

weak owing to the community's current 

adverse economic situation. Similarly, APJ's 

promotions in the last few years have been 

fairly limited. All of these has an impact on 

the public's decision to buy APJ. 

Service quality is one of the many 

elements that influence purchasing 

decisions. The concept of service quality, 

according to Kotler (2012: 83), is any action 

or activity that can be given by one party or 

another and is essentially intangible and 

does not result in ownership. The behaviour 

of producers in order to meet the 

requirements and desires of consumers in 

order to achieve consumer pleasure is 

referred to as quality of service. This 

behaviour can occur during, during, and 

after the transaction, according to Kotler. In 

general, a high level of service quality will 

lead to high levels of customer satisfaction 

and frequent repeat transactions. When a 

service provider produces service quality 

that exceeds or is comparable to client 

expectations, it is referred to as "very good." 

When a customer receives service that falls 

short of his expectations, the quality is 

referred to as poor. Product quality, in 

addition to service quality, influences 

purchase decisions. 

Laksana (2013:67) defines product 

quality as "anything physical and non-

physical that can be supplied to consumers 

to fulfil their wants and needs." Meanwhile, 

product quality, according to Deming 

(2012:48), is the compatibility of a product's 

quality with market or consumer needs. So, 

based on the foregoing understanding, 

product quality is an effort to meet or 

exceed customer expectations, where a 

product's quality is in accordance with 

predetermined quality standards, and quality 

is an ever-changing condition because 

consumer tastes and expectations for quality 

products are constantly changing. 

Price has an impact on purchase 

decisions as well. A price is the monetary 

value of a thing (Nela, 2012:5). Price can be 

considered as a criterion for product quality 

based on these criteria. Consumers will 

purchase a high-quality goods if the pricing 

is reasonable and in line with the product's 

quality. 

In addition to service quality, 

product quality and price are promotions, 

where according to Abdurachman, (2014: 

36), promotions are messages that are 

communicated so that superior product 

quality can be conveyed to customers. 

Promotions can bring benefits to both 

entrepreneurs and customers. The advantage 

for customers is that customers can manage 

their spending better, for example, a 

customer who reads an advertisement, he 

can buy cheaper goods or product quality. 

The advantage for entrepreneurs is that 

promotions can avoid competition based on 

price, customers buy goods or product 

quality because they are attracted to the 

quality of the brand. Promotion not only 

increases sales but also balances product 

quality. As a result of promotions that aim 

to arouse desire or stimulate purchases so 

that customers feel confident so they want 

to buy. The activities carried out include 

giving buy two get one free, and others. 

Polla, et al, 2013, shows that price 

and location have a significant effect on 

consumer purchasing decisions, promotions 

have a positive and insignificant effect, 

while service quality has a negative and 

insignificant effect on consumer purchasing 

decisions. Price, promotion, location and 
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service quality simultaneously have a 

significant effect on consumer purchasing 

decisions. PT. Indomaret Manado Unit Jalan 

Sea should further improve marketing 

strategies in price, promotion, location and 

quality of service to improve purchasing 

decisions. The results of Supirman's 

research (2016) show that the variable 

completeness of product quality, price and 

location simultaneously has a significant 

effect on consumer purchasing decisions at 

Eramart Sentosa Samarinda, the price and 

location variables partially have a 

significant effect while the completeness of 

product quality partially has no effect on 

consumer purchasing decisions at Eramart 

Sentosa Samarinda. 
 

Service Quality 

According to Tjiptono (2012:260) 

service quality is the level of excellence 

expected and control over the level of 

excellence will fulfill customer desires. The 

quality of service referred to in this study is 

the quality and excellence of the quality of 

service provided by APJ to consumers, 

namely the ability to serve consumers either 

directly or indirectly. Service quality 

indicators include: 

1) Direct Evidence (Tangibles) 

2) Reliability (Reliability) 

3) Responsiveness 

4) Guarantee (Assurance) 

5) Attention (Empathy) 
 

Product Quality 

According to Mowen and Minor 

(2012: 90), product quality is an evaluation 

made by consumers on the goodness of the 

decision to purchase goods or services. 

Product quality describes the extent to 

which APJ's ability to meet and satisfy 

consumer needs. The quality of quality food 

products can be measured by the taste and 

attractive shape of the food. The quality of 

food products referred to in this study is the 

quality of Jakarta Penyet Chicken (APJ) as 

the quality of food products served to 

consumers. Product quality indicators 

include: 

 

1) Color 

2) Appearance 

3) Portion 

4) Shape 

5) Temperature 

6) Texture 

7) Aroma 

8) Taste 
 

Price 

According to Kotler and Armstrong 

(2013: 345), price is a number of values 

charged for a quality product or service 

provided by consumers to benefit from 

using quality products or services. The price 

referred to in this study is the price of APJ 

Jalan Sisingamangaraja which is sold to 

consumers. Price indicators include: 

1) Price affordability 

2) Price match with product quality 

3) Price competitiveness 

4) Price match with benefits 
 

Promotion 

Promotion according to Sangaji 

(2013: 18) is a type of marketing activity 

aimed at encouraging consumer demand for 

the quality of products offered by producers 

or sellers making it attractive for consumers 

to make a decision to buy a quality product. 

The indicators of the promotion are: 

1) Promotion Quality 

2) Promotion Quantity 

3) Promotion Range 

4) Promotion Time 

5) Accuracy of Promotional Goals 
 

Purchase Decision 

According to Kotler (2013), 

purchasing decisions are stages taken by 

consumers before making a decision to buy 

a quality product. The existence of 

consumer purchasing decisions on a product 

quality can be influenced by various factors. 

The first factor is the attitude of others and 

the second factor is the situational factor. 

Therefore, the purchase intention of 

APJJalan Sisingamangaraja by consumers 

can be influenced by the quality of service, 

product quality, price and promotion set. 

Purchase decision indicators include: 
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1) Needs Recognition 

2) Information Search 

3) Alternative Evaluation 

4) Purchase Decision 

5) Behavior after Purchase 
 

 
Figure 1: Conceptual Framework 

 

Hypothesis 

1. Quality of service has a significant 

effect on purchasing decisions at APJ 

Jalan SisingamangarajaBranch 

2. Product quality has a significant effect 

on purchasing decisions at APJ Jalan 

SisingamangarajaBranch 

3. Price has a significant effect on 

purchasing decisions at APJ Jalan 

SisingamangarajaBranch 

4. Promotion has a significant effect on 

purchasing decisions at APJ Jalan 

SisingamangarajaBranch 

5. Simultaneously service quality, product 

quality, price and promotion have a 

significant effect on purchasing 

decisions at APJ Jalan Sisingamangaraja 

Branch 

 
 

RESEARCH METHOD 

This study uses a causal associative 

approach using a quantitative approach. The 

population in this study are consumers who 

buy at AyamPenyet Jakarta during 

December 2020 with a total of 350 people. 

The population of this study amounted to 

350, so the authors set a sample of 20% of 

the total population, namely 70 people. This 

is in accordance with the opinion of 

SuharsimiArikunto, (2010: 109), if the 

subject is less than 100 people, all of them 

should be taken, if the subject is large or 

more than 100 people can be taken 10-15% 

or 20-25% or more. The sampling system is 

incidental, which according to Sugiyono 

(2017: 67), is a sampling technique based on 

coincidence, that is, anyone who 

coincidentally/meets with a researcher can 

be used as a sample; if it is deemed that the 

person who happened to be met is suitable 

as a data source. 

The research instrument according to 

Sugiyono (2015:102) is a unit of tool used 

to measure natural and social phenomena 

that are observed. The instruments used in 

this research are in the form of 

questionnaires and questionnaires which are 

compiled based on indicators of research 

variables. Linear regression testing explains 

that there is an effect of service quality, 

product quality, price and promotion on 

purchasing decisions. The results of 

regression analysis with calculations using 

SPSS V.20 software. 

RESULT AND DISCUSSION 

Hypothesis Test (T test) 
Table 1: T Test 

 
 

Based on the results of calculations 

using the SPSS Version 20 program, in the 

table it can be seen that the correlation value 

between price and purchase decisions is 
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2,603, while the correlation value between 

service quality is 2,117, product quality is 

1,991, and promotion is 2.296. It can be 

seen that the difference in correlation 

between service quality, product quality, 

price and promotion with purchasing 

decisions when compared to t table 1980 

with a standard of 0.5 states that the 

correlation of variable x to variable Y has a 

strong relationship. 

The occurrence of the influence of 

variables X1, X2, X3 and X4 on the 

variables that can be seen that: 

1. The t-count price of X1 is 2.117 while 

the t-table is 1.980 this shows that the t-

count is smaller than t-table and there is 

an effect between X1 (Service Quality) 

on the Y variable (Purchase Decision) 

with a significant effect 

2. The t-count price of X2 is 1.991 while 

the t-table is 1.980 this shows that the t-

count is smaller than t-table and there is 

an effect between X2 (Product Quality) 

on the Y variable (Purchase Decision) 

with a significant effect. 

3. The t-count price of X3 is 2.603, while 

the t-table is 1.980 this indicates that the 

t-count is greater than t-table and there 

is an effect between X2 (Price) on the Y 

variable (Purchase Decision) with a 

significant effect 

4. Promotion t-count X4 is 2.296, while t-

table is 1.980 this shows that t-count is 

greater than t-table and there is an effect 

between X2 (Promotion) on variable Y 

(Purchase Decision) with a significant 

effect. 

It can be seen that the correlation 

between variables with a positive 

relationship direction (no negative sign) 

means that the larger the independent 

variable, the more the dependent variable 

will increase, and vice versa if the smaller 

the independent variable, the smaller or 

lower the dependent variable (purchase 

decisions). The significance level of the 

two-sided correlation coefficient of the 

output (measured from probability) 

generated by the correlation between the 

two independent variables (price and 

promotion and product quality) with the 

dependent variable (purchase decision) is 

very real because the probability of 0.000 is 

below 0.05 or = 5%. 
 

Simultaneously test (F test) 

This test was conducted to determine 

whether service quality, product quality, 

price, promotion simultaneously 

(simultaneously) significantly influence 

purchasing decisions at the 95% confidence 

level and Test of level 5% with the 

recommended F-test. 
 

Table 2: F Test 

 
 

Based on the table, Fcount is 

250,019 > from Ftable 1.97 with a 

significant level of 0.000. Because Fcount is 

greater than Ftable and the probability of 

0.000 is much smaller than 0.05, so Reject 

Ho (Accept H1), it is concluded that service 

quality, product quality, price and 

promotion simultaneously have a positive 

and significant effect on purchasing 

decisions. Thus the previous hypothesis 

(H1) is accepted. 
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R Test (Determinant) 
Table 3: R Square 

 
 

If the independent variable is more 

than one, then it is better to see the ability of 

the variable to predict the dividend variable, 

the value used is the adjusted R2 value. The 

adjusted R2 value of 0.935 means that the 

dividend variable can be explained by the 

dividend variable of 93.5%. In other words, 

changes in purchasing decisions can be 

explained by the four independent variables, 

and the remaining 6.5% is explained by 

other factors not included in this study. 

 

CONCLUSION 

1. There is a positive and significant 

influence between Service Quality on 

Purchase Decisions at APJ Jalan 

Sisingamangaraja Medan Branch. 

2. There is a positive and significant effect 

between Product Quality on Purchase 

Decisions at APJ Jalan 

Sisingamangaraja Medan Branch. 

3. There is a positive and significant effect 

of price on purchasing decisions at APJ 

Jalan Sisingamangaraja Medan Branch. 

4. There is a positive and significant 

influence between promotions on 

purchasing decisions on APJ Jalan 

Sisingamangaraja Medan branch. 

5. Simultaneously service quality, product 

quality, price and promotion affect the 

quality of purchases at APJ Jalan 

Sisingamangaraja Branch 
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