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ABSTRAK 

 

Dewi Kurnia, 2022. Pengaruh produk, harga, promosi, dan lokasi terhadap 
keputusan pembelian pelanggan Toko Muhammadiyah Bisnis Center 
(MBC) Kota Metro. Skripsi. Program studi manajemen. Fakultas ekonomi 
dan bisnis. Universitas muhammadiyah Metro. Pembimbing (I) H. Suryadi, 
S.E., M.M. Pembimbing (II) H. Suwarto, S.E., M.M. 

 
 

Tujuan riset ini adalah untuk mengetahui 1) pengaruh secara parsial 
produk terhadap keputusan pembelian, 2) harga terhadap keputusan pembelian, 
3) promosi terhadap keputusan pembelian, 4) lokasi terhadap keputusan 
pembelian, 5) secara simultan terhadap keputusan pembelian.  
 Desain penelitian ini dengan metode kuantitatif. Dengan jumlah populasi 
sebanyak 14.155 responden selama 30 hari, sedangkan perhitungan sampel 
diketemukan 100 responden. Teknik pengambilan sampel yaitu purposive 
sampling. Metode pengambilan data memakai angket kuesioner dengan cara 
membagkan dengan konsumen yang sering melakukan transaksi di toko 
Muhammadiyah Bisnis Center Kota Metro. Dan alat analisis menggunakan uji 
validitas, reliabilitas dan hasil regresi berganda dengan keputusan memakai uji 
parsial (t), uji secara bersama-sama dan koefisien determinasi. 
 Hasil analisis menyimpulkan bahwa Keputusan pembelian dapat  
dipahami dengan perilaku konsumen serta bagaimana konsumen membuat 
keputusan pembelian maka pengkombinasian unsur-unsur bauran eceran 
(Retailing mix) produk, harga, promosi, dan lokasi  yang tepat oleh pengecer 
diharapkan akan dapat menarik pasar sasaran melalui pembelian oleh 
konsumen. 
 
Kata kunci: produk, harga, promosi, lokasi, dan keputusan pembelian. 
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ABSTRACT 

 

Dewi Kurnia, 2022. The effect of product, price, promotion, and location on 

customer purchasing decisions at the Metro City Muhammadiyah Bisnis 

Center (MBC) Store. Essay. Management study program. Faculty of 

Economics and Business. Muhammadiyah University of Metro. Supervisor 

(I) H. Suryadi, S.E., M.M. Supervisor (II) H. Suwarto, S.E., M.M. 

 

The purpose of this research is to determine 1) the partial effect of the product on 

purchasing decisions, 2) price on purchasing decisions, 3) promotion on 

purchasing decisions, 4) location on purchasing decisions, 5) simultaneously on 

purchasing decisions. 

The design of this research is quantitative method. With a total population of 

14,155 respondents for 30 days, while the sample calculation found 100 

respondents. The sampling technique is purposive sampling. The data collection 

method uses a questionnaire questionnaire by sharing it with consumers who 

often make transactions at the Muhammadiyah Bisnis Center store in Metro City. 

And the analysis tool uses validity, reliability and multiple regression results with 

the decision to use a partial test (t), test together and the coefficient of 

determination. 

The results of the analysis conclude that purchasing decisions can be understood 

by consumer behavior and how consumers make purchasing decisions, then the 

combination of the retail mix elements (Retailing mix) of products, prices, 

promotions, and the right location by retailers is expected to be able to attract the 

target market through purchases by consumers. . 

 

Keywords: product, price, promotion, location, and purchasing decision.  
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