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Abstract

This study aims to determine the effect of service quality and promotion on consumer purchasing
decisions of cardinal jeans (Studi Toserba Yogya Mall Keuntungan), The population in this study were
1652 consumers. The criteria used as samples in this study are consumers who buy cardinal jeans using
the slovin formula, so the number of samples is 100 respondents. This type of research is guantitative
research. The data collection technique used to analyze is by distributing questionnaires in the form of
guestionnaires to consumers, the research was carried out using SPSS Version 25.0. The results were
analyzed to determine the validity and reliability test, determination test, classical assumption test,
multiple linear regression and multiple correlation, f test and t test and coefficient of determination test.
Based on the results of this study, it shows that the quality of service and promotion of the purchasing
decision of cardinal jeans at the department store of Yogyakarta Mall Keuntungan has a significant
influence on the sales of cardinal jeans at the department store Yogya Mall Keuntungan.
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INTRODUCTION

The development of the retail business has an impact on all retail businesses in
various fields, one of which is retail in the fashion sector. In Brebes district itself, the
impact of retail development is very much affected, many retailers in Brebes such as
Yogya Mall are currently complaining about the lack of consumers. Fashion continues
to change along with fashion trends at any given time. The general definition of a
fashion trend is the popularity of certain fashion products at a certain time. An example
of a fashion trend phenomenon that often occurs is that a new fashion product becomes
a current fashion trend and the next time the old fashion trend can become a trend again.
Therefore, fashion entrepreneurs are required to be careful and sensitive to existing
fashion trends so that the products sold remain in accordance with current fashion
trends.

This marketing activity must give a good impression in the eyes of consumers,
where the company must provide quality service and good promotions in the eyes of
consumers so that it can give confidence to consumers and the emergence of consumer
purchasing decisions. Below is the price data for Cardinal Brand Jeans at Yogya Mall
Keanggungan. For code B72C01 trousers Rp. 229,900 - Rp. 449,900, B73C01 shirt Rp.
159,900 - Rp. 217.900, B67A01 jacket Rp. 407. 900 - Rp. 517.900, and B68FO1 shorts
Rp. 229,900 - Rp. 309,900.

Based on the price list above, below is the data that can show the ups and downs
of sales of the Cardinal brand at the Toserba Yogya Mall Keuntungan for the past year,
starting from January to December 2021 with a predetermined target of 300 pcs per
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month. In January of 346 pcs, February of 187 pcs, March of 109 pcs, April of 74 pcs,
May of 115 pcs, June of 85 pcs, July of 27 pcs, August of 134 pcs, September of 116
pcs, October of 88 pcs, November was 215 pcs, and in December was 156 pcs.

Based on the data above, it shows the sales trend of cardinal fashion products at
the Yogya Keuntungan Department Store, in the last 2021 there was a significant
increase and decrease in sales volume. which can be seen in the graphic diagram below:

Figure 1 Sales Graph 2021
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Source: Toserba Yogya Mall Keuntungan 2022

From Figure 1, it can be seen that the sales of Cardinal Jeans at the Toserba
Yogya Mall Keanggungan have increased and decreased significantly. Therefore, in this
study, we took the variable of service quality (X1) promotion (X2) due to a decrease in
sales volume.

Service quality is a measure of how well the services provided are able to meet
customer expectations [1]. Promotion is a way how companies attract the attention of
their potential customers to use the company's products or services [2]. The purchase
decision is the buyer's decision about which brand to buy [3].

Based on the background of this problem, the researcher is very interested in
making the title Influence of service quality and promotion on purchasing decisions of
cardinal jeans (Case Study of the Yogya Mall Keuntungan Department Store) The
formulation of the problem, among others: (1) Does the quality of service affect the
purchasing decision of cardinal jeans at the department store Yogya Mall Liability? (2)
Does promotion affect the purchasing decision of cardinal jeans at the Toserba Yogya
Mall Keuntungan? (3) Does the quality of service and promotion affect the purchasing
decision of cardinal jeans at the Toserba Yogya Mall Keuntungan?

LITERATURE REVIEW

The definition of Service Quality is centered on efforts to fulfill customer needs
and desires as well as the accuracy of delivery to balance customer expectations [4].
The quality of service in a company also So in this study it is necessary to add a service
quality variable to see its effect on purchasing decisions. Here are five main indicators
of service quality, namely: [5]. Physical Evidence or Tangibles, Reliability or
Reliability, Assurance or Assurance, Empathy or Empathy and Responsiveness or
Responsiveness.
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Promotion is a company's effort to influence by persuading (persuasive
communication) prospective buyers, through the use of all elements of marketing
reference [6]. Promotion is an effort made by a seller in communicating to his target
consumers to influence consumer attitudes by sharing information, ideas and feelings
[7]. The following are indicators of promotion including: Promotional Message,
Promotional Media, Promotion Time, and Promotion Frequency.

Purchasing decisions are a process where consumers understand the problem of
looking for information or a particular brand of a product and then evaluate how well
each alternative can solve the problem which then leads to a purchase decision [8].
Consumer decision is an integration process that combines knowledge to evaluate two
or more alternative behaviors, and choose one of them [9]. In this study, the dimensions
used by the author to measure purchasing decisions by using indicators or determinants
of purchasing decisions are indicators of purchasing decisions, [10] namely: As needed,
has benefits, accuracy in buying products, repeat purchases.

Conceptual Framework
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Figure 2 Research Methods
Hypotheses

Thehypotheses in this study are as follows:

H1  :ltis suspected that service quality partially influences purchasing decisions.
H2 - It is suspected that promotion partially influences purchasing decisions.
H3  : It is suspected that service quality and promotion simultaneously affect

purchasing decisions.

METHODS

The location of the research is the consumer product of the Dua Naga Emas Sohun
Company. 191, Dukuh Tengah, Dukuh Tengah, Kec.Keanggungan, Brebes Regency,
Central Java 52263.By using quantitative research methods based on theories, which are
used to examine populations and samples, this technique is usually taken randomly and
will be analyzed to test pre-determined assumptions. In this study, the population,
namely consumer purchases of cardinal jeans at the yogya mall ketangungan department
store in 2021, amounted to 1652, with a reduced sample using the slovin formula, 100

29


http://ejournal.stitta.ac.id/index.php/salwatuna/index

Salwatuna : Jurnal Pendidikan dan Manajemen Pendidikan Islam Vol. 2 No. 2 2022
http://ejournal.stitta.ac.id/index.php/salwatuna/index e-1SSN: 2797-2429

respondents. The variables used are Service Quality (X1), Promotion (X2) and Purchase
Decision (). Data collection techniques were carried out by two methods, namely as
follows:The procedures for data collection methods by interviewing and distributing
questionnaires to cardinal jeans consumers at the Yogya Mall Keanggungan Department
Store.

RESULTS AND DISCUSSION
Validity Test

Criteria for interpreting the validity of the instrument are if r count > r table then it is
valid, r table is obtained from the Value Table (Product Moment) of degrees of freedom
(df) = n -2, nis the number of respondents and significance (error level) which is used
is 5%, and the number of initial respondents is 100 people, then the value of r table is
0.165. The results of the validity test and reliability test of the service quality and
promotion variables on the purchasing decision of cardinal jeans can be seen in table 2
below:

Table 2 Test of Validity and Reliability

Hasil Hasil

Indikator Pernvataan Validitas Keterangan Reliabilitas Keterangan
EPL.1 0,687 Valid
EPL.2 0.661 Valid
EPL.3 0,680 Valid
Kualitas Eﬁi% ggg; z:ailg
.5 . Jali .
PEI(E;:::-ElEIn KPL & 0.607 alid 0.864 Reliabel
EPL.7 0.683 Valid
EPL .8 0,735 Valid
EPL @ 0,432 Valid
EPL.10 0,742 Valid
P 1 0,716 Valid
P2 0,602 Valid
P3 0,604 Valid
Promosi P4 0,700 Valid - .
(X2) Ps 0.678 Vatid 0827 Reliabel
P& 0,638 Valid
P7 0,715 Valid
P8 0,647 Valid
EFP 1 0,565 Valid
EP.2 0,507 Valid
Keputusan EP3 0,729 '\.Zal@d
Pembelian gf g;l; zzﬁg 0715 Reliabel
(¥ KP6 0.700 Valid
EP.7 0,450 Valid
EP.8 0,608 Valid

Source: SPSS Processing Results 25.0 (2022)

Reliability Test
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Results The validity of each variable and its indicators has a value > 0.1, which
means that each variable is declared valid, with the condition that it is said to be reliable
if the Cronbach alpha value is > 0.6.

Classical Assumption
Test Normality Test
Figure 3

Normality Test Results

MHarmal F-F Plot of Regresssion Standardized Resicdual
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Source: Processing Results SPSS 25.0 (2022)

In Figure 3 it can be seen that the points on the normal graph plot spread around
the diagonal line, and the distribution follows the direction of the diagonal line. This
graph shows that the regression model is feasible because it has the assumption of
normality.

Multicollinearity Test Multicollinearity

There is a strong relationship between the independent variables in the
regression model. In this study used the value of variance inflation factor t, the results of
the calculations are as follows:
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Table 3

Multicollinearity Test Results

Vol. 2 No. 2 2022

e-ISSN: 2797-2429

Coefficients®
Unstandardized Standardized
Coefficients Crefficients Collinearity Statistics

Model B Std. Emor Beta t Sig.  Tolerance VIF
1 (Constant) 7.031 2,157 3,286 001

Kualitas L1538 a2 Jde 4561 000 853 1,119

Pelayanan

Promosi 474 070 14 6774 000 Rk 1,119

2. Dependent Variable: Keputuzan Pembelian

Source: Processing Results SPSS 25.0 (2022)

To find out whether or not multicollinearity occurs, if the VIF value is not more
than 10, then the variable is said to be free from the occurrence of multicollinearity. In
this study itself has a VIF value of 1.119 so it can be concluded that this study is free of

multicollinearity.
Heteroscedasticity Test

Figure 4
Heteroscedasticity Test Results
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Source: SPSS Processing Results 25.0 (2022)

From the scatterplot graph above, it can be seen that the points spread randomly
and are spread both above and below zero on the Y axis. It can be concluded that there
is no heteroscedasticity in the regression model, so the regression model is feasible to
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use to predict purchasing decisions. based on the independent variables of service
quality and promotion.

Hypothesis
Test Partial Test (t-test)
Table 4

Partial Test Results (t-test)

Coefficients?
Unstandardized Standardized
Coefficients Coefficients

Model B Std. Error Beta t S1g.

1 (Constant) 7031 2137 3,289 oo
Kualitas 236 0352 346 4,561 000
Pelayanan
Promosi A74 070 ASl4 6,774 .000

a. Dependent Vanable: Keputusan Pembelian

Source: Processing Results SPSS 25.0 (2022)

Based on the test results above, the regression equation obtained is as follows:
Y =a+ blxl + b2x2
Y =7,031+ 0.236X1 + 0.474X2
Information:
Y = Purchase Decision
bl b2 = Regression Coefficient
x1 = Service Quality
X2 = Promotion
The results of hypothesis testing are as follows:
a. If the value of Sig < then HO is rejected
b. If the value of Sig > then HO is accepted.

1. Product Quality (X1)
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In the above results, it shows the effect of the X1 variable on Y with a Sig value
of 0.000 <0.05. And obtained t table > t arithmetic that is 4,561 > 1,984 then it can
be concluded if the quality of service.significantly influence purchasing decisions.

2. Price (X2)

In the above results, it shows the effect of the X1 variable on Y with a Sig value
of 0.000 <0.05. And obtained t table > t arithmetic that is 6.774 > 1.984 then it can
be concluded if the promotion. significantly influence purchasing decisions.

Simultaneous Test (Test f)
Table 5

Simultaneous Test result (Test 1)

ANOVA®

Sum of
Model Squares df  Mean Square F =g
| Regression 1278.229 2 639114 48,622 .000b
Rezidual 1275011 97 13,144
Total 2553240 99

a. Dependent Variable: Keputusan Pembelian
b. Predictors: (Constant), Promosi, Kualitas Pelavanan

Source: Processing Results of SPSS 25.0 (2022)

In the table above, the calculated F value obtained is 48.622 with a significance
value of 0.000, which is explained below:

1. If the significance value is <0.05 or F arithmetic > F table, there is a simultaneous
influence of Variable X1 on Variable Y.

2. If the significance value is > 0.05 or F arithmetic > F table then there is no
simultaneous influence of Variable X1 on Variable Y.

Testing the following hypothesis:

In the SPSS output table above, it is known that the significance value of the
influence of variables X1 and X2 simultaneously on Y is 0.000 < 0.05 and the
calculated F value is 48.622 > F table 3.09 so it can be concluded that the variables X1
and X2 are simultaneously on the Y variable.

Coefficient of Determination Test
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Table 6

Determination Coefficient Test Results

Model Summary®

5td. Error of the
Model R E Square  Adjusted B Square Estimate
1 L7082 201 490 3.62353

a. Predictors: (Constant), Promosi, Kualitas Pelavanan

b. Dependent Variable: Keputuzsan Pembelian

Source: Processing Results SPSS 25.0 (2022)

Based on the SPSS "Model Summary™ output table above, it is known that the
Adjusted R Square value is 0.501. This figure means that the service quality variable
(X1) and promotion (X2) simultaneously affect the purchasing decision (Y) by 50.1%,
and the remaining 49.9%.

CONCLUSION

Based on the results of the study, it is known that several conclusions obtained
from the results of the study are as follows:Variables of service quality have a
significant effect on purchasing decisions of Cardinal Jeans at the Department Store
Yogya Mall Keanggungan. This can be proven by the given sig value is smaller than the
significance level and the t count value is greater than t table. (1) The promotion
variable has a significant effect on the purchasing decision of Cardinal Jeans at the
Yogya Mall Keuntungan Department Store. This can be proven by the given sig value is
smaller than the significance level and the t count value is greater than t table. (2)
Service quality and promotion variables have a simultaneous effect on the purchasing
decision of Cardinal Jeans at the Yogya Mall Keuntungan Department Store.

As evidenced by the value of f arithmetic > f table and sig value < significance
level, it can be concluded that the service quality and promotion variables
simultaneously influence the purchasing decision of Cardinal Jeans at the Yogya Mall
Keuntungan Department Store. (3) Variables of service quality and promotion
simultaneously influence the purchasing decision of Cardinal Jeans at the Department
Store Yogya Mall Keuntungan. As evidenced by the value of f arithmetic > f table and
sig value < significance level, it can be concluded that the service quality and promotion
variables simultaneously affect the purchasing decision of Cardinal Jeans at the Yogya
Mall Keuntungan Department Store.

In this study, the researcher only examined the service quality and promotion
variables on the purchasing decisions of Cardinal Jeans consumers. For this reason, it is
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hoped that further research can add several other variables that influence consumer
purchasing decisions such as product quality, brand image and so on so that this
research can be developed to be better and more useful in the future. (1) This study only
examines the subject of consumers or buyers of Cardinal Jeans brand products. For this
reason, future research is expected to be able to add subjects to other sections or other
consumers so that the research results can be generalized to a larger population. (2) For
companies, efforts to improve consumer purchasing decisions for Cardinal Jeans at the
Toserba Yogya Mall Keuntungan are expected to pay attention to aspects related to
service quality and promotion. Based on the results of research, service quality and
promotion have a positive and significant influence on consumer purchasing decisions
of Cardinal Jeans (3).
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