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CORFER M

SUMER BEHAVIOR AND PROMOTION EFFECT ON THE
CISION TO PURCHASE PRODUCTS BRAND INSTANT
OC SEDAP FIELD IN THE VILLAGE ESTATE

MM

ic Business Indonesia— Pem atangsiantar

8= Study uses a case (Case Study) is the research conducted to obtain the facts
Sing factual information, it dilakukandengan data so it can easily solve the
found. The survey results revealed that the results of multiple linear

in this study are as follows: ¥ = 29 784 +0.384 X1 - X2 + 0394
decisions = 29 784 + 0.384 to 0.394.

L $he result that each of these factors h
of instant noodle brands include Consumer Behavior Sedap with tcount of -
=2 with a significance level of 0.003, promotions with tcount of -2.779 and
Wh 3 significance level » Testers hypothesis by using test analysis
Memusly, the result that consumer behavior, and Promotion jointly influence the

=cisions of instant noodle brands Sedap of 12,095 with z significance level

Hypothesis testing using partial test
ave an influence on the purchasing

Consumer Behavior, Promotion and Purchase Decision,

#thase behavior one can say something that is unique, because the
s and attitudes toward the object
= from several

-

of everyone's different. In addition,
S€gments, so that what is needed and desired alco different,

need to understand the behavior of tonsumers towards the product or
‘market, further needs to be done

e product produced.

in various ways to make consumers

' 11535) in Sodik (2004) developed a model of consumer behavior by

: three factors that influence consumer behavior. The first factor that

sumer is stimuli. Stimuli indicate receipt of information by consumers
tion processing occurs when consumers evaluate information from
#ends or from his own experience. A second influence comes from

--nl‘smaj characteristics include the perceptions, attitudes, benefits, and
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As for some kind of savory noodles, among others:

savory fried noodles cooked with crispy fried oniens,
Noodle soup savory flavors cooked with spices complete, with fresh lime flavor,

Chicken Noodle savory specials made from real chicken broth,

s k= e

Mie special savory curry is made with a special curry sauce

According Kotller, 2009, consumer behavior is the study of how individuals, groups
and organizations select, purchase, use, and bagimana goods, services, ideas or
experiences to satisfy their needs and desires. According to an analysis, the birth of the
consumer society first appeared in England in the eighteenth century when there were

several important events that took place (Setiadi, 2008)

The cultural change can atfect a variety of cultural significance in their community
in a continuous process and feedback that is almost similar to the analysis of consumer

wheels,

Social factors consist of groups, families, role and status. Meaningful social
ralations - human relationships in society, the relationship between man, the human
relationship with the group, as well as man's relationship with the organization.
Consumer behavior is also influenced by personal characteristics, which in it contained
age and life cycle stage, occupation, economic circumstances, lifestyle, and personality

and self-concept.

Lastly, consumer behavior is influenced by psychological factors which consist of
motivation, perception, knowledge, studying the factors that influence consumer
behavior could lead to the idea of the right strategy for maximum sales and become a
reference  for marketers to develap products that  they hawve.
According Setiadi {2008: 415) is the consumer decision making process of integration
that combines the knowledge to evaluate the behavior of two or more alternatives,
and choosing one in antaranya.Menurut Swastha and Handoko [2011) found five

individual role in a purchase decision, namely:

1. Taking the initiative (initiator): individuals who had the initiative the purchase of
certain goods or who has a need or desire but do not have the authority to do
their own.

2. People who influence (influencers): individuals influencing the decision to

purchase either intentionally or unintentionally,
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RESEARCH PURPOSES

Based on the formulation of the problem it can be arranged purpose of this study

was ton

1. Know and anmalyze the influence of Conduct Konsumenterhadap decision to buy a
brand of instant noodle preducts savory

3 To assess and analyze the effect of promation to the decision to buy a brand of
instant noodle products savory

3. Determine the influence of cansumer behavior and Promotion secarabersama -

samaterhadapkeputusan purchase savory brand instant noedle products?

BENEFITS OF RESEARCH

1. Theoretical Benefits
The thecretical benefits of this research adalahmemberikan information, insight
and knowledge about the relaticnship between consumer behavior and

prometion te purchasing decisions in everyday life.

2. Practical Benefits

2. For campanies, the results of this study can he used as information material
and inputs for the company to find out the dominant factors that are
considered by consumers to consume the products offered so that the
company will be able to continue to develop strategies in order to meet
consumer expectations,

b. Forthe researchers, as well as completing educational requirements, can also
add to their repertaire of knowledge in the field of marketing and
management science to be able 1o train rescarchers menerapkaan theories
derived from lectures in life.

c. Far higher education, the results of this study can be used four comparisons

and references for further research

LITERATURE REVIEW

Consumer Purchase Decision Making

According to Kotler, 2007, the purchase decision is a step in the buyer's decision

process in which consumers will actually buy.
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marketers but in fact should be taken into account to determine how far the factors

that affect consumer behavior consumer purchases.

Eased on the above definition, it is a frame of mind influences consumer behavior

2nd Promotion of the Purchase Decision s described as follows:

Framework Research

Hypotheses

According Arikunto 2009, the hypothesis is defined as "an alternative answer
allegations made by investigators for the problems that recommended in the study.
The hypothesis is a temperary answer 10 the problems researchers came through the
data collected. Based on existing theory, the research hypothesis is formulated as

fallows:

H1 : Consumer behavior has positive influence on decision
Instant Noodles brand product purchases Sedap.

H2 . Promotions positive effect on producl purchasing decisions Instant Noodla
brand Sedap

H3 : Consumer Behavier and promotion positive influence jointly on product
purchasing decisions Instant Noodle brand Sedap.

METEQDOLOGI RESEARCH

1. Design Research
The research conducted by the author uses the case method {casestudy) the
rasearch done to obtain the facts and seeking factual information, this is done
with the data so it can easily solve the problems found.

7. The scope of the research
That research does not deviate from the issues discussed, the authors [imit
pembabasanmengenal influence consumer behavior and Promotion of the

purchase decision savory instant noadle brand in the village of Medan Estate.
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1. The ahility of rescarchers views of time, energy and funds.

7. Narrow the vast area of obeervations from each subject, hecause it involves a lot
of lack of funds.

3 The size of the risk borne hy researchers for regearchers is risky, of course if

samplenya of the results will be better.

By using purposive sampling method, the sampling is done with certain
considerations, taking inte account the respondents desired to facilitate research that

was taken a sample of 50 people who use the product Brand Sedap Mie Istan.

METHOD OF COLLECTING DATA

Data collection method is 2 methad of taking data or information in a study. The

rmethod of data collection in this research is done in several ways:
(juestionnaire

The guestionnaire 1s a way of collecting data by using a checklist or a list of
guestions that have been prapared and structured so that patential respondents only
filling or mark easily and guickly. The scale of measurement used is a Likert scale with

the following criteria:
lstrumen Likert Scale

|_ No 1 Answer |_‘-Me1ght I— Eude_]

[ I_Strunghr ﬁgree | - e

I__ _Agree i 1 A__J
.3 Less ﬂ.g,rei:l & _f_ A _|
| 4 Disagree |z | DA

|_ 5 T strongly | 1 |

|_ | Disaggree _ |__ ll

validity and Relibabilitas
1. Test Validity

yalidity test s to determine the level of walidity of the instrument [questionnaire}
ysed in data collection. Validity test is performed to determine whether the items
presented in the guestfionnaire really able to Bxprass exacily what will be studied.

according Sugiyono, 2004, "The means used is the analysis of items, where each
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