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INTRODUCTION

Fashion, affects how people live their life. Fashion is one area that should
not be overlooked in support consumer appearance. Consumers who
understand the importance of fashion do it because they want to always look
good in front of their social circle.

Following trends that are popular with their peer group is one way
customers can improve the way they meet their group. With the right and
effective marketing program, which combines all marketing elements into a
coordinated program that is designed to achieve company goals by presenting
the best value to consumers, the company is expected to be able to take
advantage of existing opportunities and dominate the market. A company must
be able to produce goods with high quality and unique features, as well as
analyze the client's wishes effectively and at low cost. Therefore, it is necessary
to carry out a product quality audit which is a deliberate effort to perfect that
product already available.

According to Kotler and Armstrong (Andrian, et al.,, 2022) stated that
product quality is one of the main positioning tactics used by marketers.
Product quality has a direct impact on product performance and service. In the
world of retail business such as Matahari Department Store is believed to
prioritize product quality in every product it sells.

The level of competition between business sectors is increasing globally,
including between Indonesian companies. Every business aspires to continue
improve the quality of production and marketing management in this
globalization era in order to maximize profits in accordance with the desired
goals each company. The business world is experiencing increased competition
strict regulations that have spread to all business sectors, making it increasingly
difficult for firms to compete with each other.

With the improvement in product quality of every fashion brand, a lot
the brand launches a new item and establishes a pricing strategy good for
increasing sales in this new normal generation. Pricing for each brand ranges
from lowest to highest price depending on product quality and target market
itself. Corporations use entitlements price not only to increase sales but also to
expand aspects of the brand so that it is more advanced and visible to
customers. Matahari Department Store Metropolitan Mall Bekasi has a pricing
strategy that is very good in terms of product quality, always put satisfaction
first customers in order to increase people's buying interest in Matahari
Department Store Metropolitan Mall Bekasi to become loyal customers so they
will shop continuously.

PT. Matahari Department store (MDS) is a large-scale retail store whose
processing is divided and separated into several departments such as fashion,
beauty products, and household goods with own exclusive brands as well as
international brands that offer products the latest fashion and high quality and
shopping experience pleasant. Matahari Department Store offers high quality
products style and a great shopping experience, work with leading local and
international suppliers to offer a wide range of products the latest from
exclusive brands and international brands.
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Matahari Department Store develops a shopping environment that is
friendly to provide a pleasant buying experience for customer. Matahari
Department Store Metropolitan Mall Bekasi has also a very strategic and
broaden location that provide comfort to customers to choose all products
provided. Customers can also choose and try the product testers by sitting or
standing. The location of the fashion area at Matahari Metropolitan Mall Bekasi
exactly at the main door of Metropolitan Mall Bekasi. The fashion area invites a
lot of interest with beautiful personnels and strategic place that many
customers are interested to enter Matahari Department Store.

THEORETICAL REVIEW
Product Quality

Product quality, according to (Kotler & Armstrong, 2010), is a viable
strategic weapon to beat competitors. As a result, only companies with the
highest product quality will grow fast, and this business will outperform the
others in the long run. As a result, every effort to release a product must be
tailored to the needs and preferences of consumers. As a result, these products
can compete in the market, giving consumers many other product choices before
deciding to buy a given product. Consumers can learn about product benefits,
which can arouse their curiosity and lead to purchasing decisions.

The ability of a product to perform its function which is a combination of
durability, reliability, accuracy, ease of maintenance, and other aspects of a
product, can be understood as its quality. The quality, from the marketer's point
of view, must be measured from the buyer's point of view quality itself. Personal
preference is quite important in this regard. As a result, in general product
quality must be managed in accordance with the objectives that have been set.

According to (Kotler & Keller, 2009), one part of the marketing mix that
generates revenue is price, while the other elements generate costs. Price is the
simplest factor to adjust in a marketing program; product characteristics,
channels, even communication takes a long time. According to (Tjiptono, 2015),
price is the only component of the marketing mix that generates revenue or profit
for the company. Meanwhile, (Kotler & Armstrong, 2010) define pricing as the
amount of money charged for a product or service or the amount of value traded
by consumers for the benefit of owning or utilizing a product or service. As a
result, the price is determined by the seller's or buyer's ability to negotiate prices
according to the wishes of each party, so that initially the seller will set the high
price and the buyer will set the lowest price offer. The price of a product or
service is determining element in market demand. When buying a product or
service, the buyer pays attention to the price. Customers who feel suitable with
the price offered tend to make repeat purchases of the same item. According to
economic theory, the price of an item or service in a competitive market, the high
and low prices are determined by market supply and demand.

Pricing Strategy
According to (Lupiyoadi, 2013), pricing strategy is very important in
providing value to consumers and influencing product image and consumer
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purchasing decisions. Prices are linked to revenues and define supply and
marketing channels. What is most important, however, is that pricing decisions
are aligned with the overall marketing plan (Anwar, et al., 2015).

According to (Kotler, 2012), the pricing method can be approached by
selecting the final price by incorporating factors such as psychological pricing,
where consumers use price as an indicator of quality, and company pricing
policies with the aim of providing price quota. to salespeople to be given to
consumers and for company profits (Anwar, et al., 2015).

Strategic Location

Place selection and distribution channels are tied to location through
marketing channels. Place is a distribution choice that affects how easy it is for
potential customers to reach services, claims (Tjiptono, 2015). Location refers to
the area where a company must have a head office and run its business
(Lupiyoadi, 2013). (Lupiyoadi, 2013) claims that the corporation decides where
its activities and personnel are to be located, as well as location. Therefore, it
can be said that the location of the business is very important because it affects
the success and profits of the company itself. A strategic location also prioritizes
the company's goals in order to continue to increase its profits.

Purchasing Intention

Interest is a source of motivation that can inspire someone to do what
they want, claims (Hermanto, 2019). The stronger or closer the link, the greater
the interest. Interest is essentially a kind of acceptance of a relationship between
someone and something outside of himself. According to (Akbar & Suwitho,
2019), buying interest develops after someone sees a product and is stimulated
by it, causing a desire to buy and own it.

(Ningrum & Indrajaya, 2018) define buying interest as the desire to buy a
product. Purchase intention develops when a consumer is influenced by the
quality of a product, information about the product, such as price, purchase
instructions, and weaknesses, as well as the advantages of the product when
compared to the products of other competitors.

Desire to buy or prepare a product to fulfil demand is known as buying
interest. According to (Kotler & Keller, 2016), buying interest is a behavior that
appears to customers and consists of consumer confidence in the quality of a
product and the price given to consumers by business actors. Research markers
for determining purchase intention include internal and external needs,
purchasing decisions, limited customer participation, and post-purchase
behavior.

Conceptual Framework

Based on the literature review and the results of previous research, this
research consists of three independent variables, namely Product Quality (X1),
Price Strategy (X2), Strategic Location (X3) and one dependent variable, namely
Purchasing Intention (Y). The steps of this research can be described as follows:
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Figure 1. Conceptual Framework
Source : Prepared by the authors (2023)

Research Hyphotesis
Based on the results of the analysis of the framework above, this
hypothesis is developed as follows:
< Hypothesis 1:

» HO: it is suspected that there is no positive and significant influence
between product quality and purchase intention.

» Ha: it is suspected that there is a positive and significant influence
between product quality and purchase intention.

< Hypothesis 2:

» HO: it is suspected that there is no positive and significant influence
between pricing strategies on buying interest.

» Ha: it is suspected that there is a positive and significant influence
between pricing strategies on buying interest.

< Hypothesis 3:

» HO: allegedly there is no positive and significant influence between
strategic locations on buying interest.

» Ha: it is suspected that there is a positive and significant influence
between strategic locations on buying interest.

< Hypothesis 4:

» HO: it is suspected that there is no positive and significant influence
between product quality, pricing strategy, and strategic location on
buying interest.

» Ha: it is suspected that there is a positive and significant influence
between product quality, pricing strategy, and strategic location on
buying interest.
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METHODOLOGY

The research location is the place where the researcher conducts research,
especially in capturing phenomena or research that actually occurs from the
object under study in order to obtain accurate research data. The determination
of the research location was done deliberately. The research time used in this
study is from April to June 2022. The research location is at Matahari
Metropolitan Mall Bekasi.

This study uses quantitative methods, where research Quantitative
researchers test the hypothesis with differential semantics. In this study there
are 3 (three) types of independent variables that will be examined, namely
Product Quality (X1), Price Strategy (X2), and Strategic Location (X3), on
Purchasing Intention (Y).

The population is the whole element that will be used as a area of
generalization, according to (Sugiyono, 2017). The conclusion is that the
population element is the whole thing to be assessed. This population was
selected with the aim of simplifying sample size estimates and reducing the
scope of generalizations that might be made.

The sample is a representation of the size and composition of the
population (Sugiyono, 2017). Purposive sampling was used as a sample strategy
in this study, namely a sampling technique with several considerations
(Sugiyono, 2017). Purposive sampling is a sampling approach that taking into
account a number of factors or a set of criteria, and used in this study. This
sampling approach, which according to (Sugiyono, 2017) is based on the non-
probability sampling method and cannot provide equal opportunities for
elements or members of the sample, is based on the non-probability sampling
method.

Determination of the number of samples according to (Hair et al., 1998)
where the number of samples depends on the number of indicators, which is
multiplied by 5 - 10. The number of samples in this study are: Sample =
number of indicators x 5 = 17x5 = 85. Based on the calculation above, there is a
minimum sample using 85 minimum samples.

In a study where data collection is the main objective, the data collection
procedure is the most important phase. Researchers decided to use a
questionnaire to collect data. The questionnaire itself is a tool for data
collection, where respondents fill out questions or statements given by
researcher (Sugiyono, 2017). Matahari Metropolitan Mall Bekasi customers will
be the respondents in this survey.

One of the difficulties in research is obtaining precise and objective data.
This is important because conclusions can only be trusted if they are based on
reliable data. Therefore, in this study it is very important to know how high the
validity and reliability of the measuring instruments (instruments) used are:

Validity Test

The validity of a test indicates how well the test assesses what it is
designed to measure. The accuracy of measuring instruments in carrying out
their work and achieving their goals is called validity. The following criteria are
used to determine validity testing;:
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%+ If r count > r table, then the question is declared valid.
% If r count <r table, then the question is declared invalid.

Reliability Test
According to (Sugiyono, 2017) states that the reliability test is the extent
to which measurement results using the same object will produce the same
data.
% If the value of Cronbach's Alpha > 0.60, the data is said to be valid.
%+ If the value of Cronbach's Alpha < 0.60, the data is said to be invalid.

Normality Test

The normality test is used in this study to determine whether a data is
normally distributed or not. Factors of production quality (X1), pricing strategy
(X2), strategic location (X3), and product purchase intention (Y) are tested in
this normality test. The Kolmogrov-Smirnov Goodness of Fit Test was used in
this investigation to determine whether the data is normally distributed. This
data is also compared with the Normality Probability Plot.

Multicollinearity Test

The term multicollinearity refers to the existence of a perfect or definite
linear relationship between some or all of the variables that describe the
regression model. Tolerance and Variance Inflation Factor (VIF) variables can
be used to detect the presence or absence of multicollinearity by comparing the
following;:

» VIF <5, there is no multicollinearity.
» Tolerance > 0.1 means there is no multicollinearity.

Heteroscedasticity Test

The heteroscedasticity test determines whether individuals from a group
have the same variance or not. That is, if the variance of the independent
variable is constant (same) for any given value, the independent variable is said
to be homoscedasticity.

Multiple Linear Regression Analysis

Multiple linear regression analysis was used by researchers to test the
effect of the independent variables on the dependent variable. The SPSS
(Statistical Product and Service Solution) software application was used by the

researchers. The following is the multiple regression equation used:
Y=a+blX1+b2X2+e

Information :

Y = Dependent variable

X1, X2, X3 =Independent variables

b1, b2 = Regression coefficient (slope)

Coefficient a = intercept coefficient or the cut between the Y vertical axis
and the linear function line for the value of Y
e = Error
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Coefficient of Determination (R?)

According to (Ghozali, 2016), the coefficient of determination (R?) is used
to find out how well the model can explain variations in the dependent
variable. The coefficient of determination test (R?) is used to determine how
much influence the proportion of independent factors has on the dependent
variable. Adjusted R Square (Adjusted R?) is used in this study because it is
adjusted for the number of variables included in the study. When one
independent variable is added to the model, the value of Adjusted R2 Square
can grow or decrease.

Hyphotesis Test
Partially t test

The t test was carried out by comparing the significance level of each
independent variable with a significance level of a = 0.05. The t test is used to
prove, then the hypothesis test is used to find out whether the hypothesis is
rejected or accepted. The hypothesis test consists of a partial test (t test),
simultaneous test (F test) and test of the Coefficient of Determination R2. In this
study, partial testing (t test) and simultaneous testing used for hypothesis
testing (F test). Test objectives this hypothesis is to see whether there is a
relationship between the independent variables of manufacturing quality (X1),
pricing strategy (X2), and strategic location on purchasing intention (Y). The
research variables were analyzed by calculating dividends per share and capital
structure, which were then placed on the work table and assessed for their
influence on product purchase intentions using SPSS software. The t test is
performed as follows:

To test the research hypothesis above, we must first know the basis for
decision making in the partial t test. In this case there are two references that we
can use as a basis for decision making, first by looking at the significance value
(Sig), and secondly by comparing the calculated t value with the t table.

1. Based on the significance value (Sig).

a. If the value is Significance (Sig). <probability 0.05 then there is an
influence of the independent variable (X) on the dependent
variable (Y) or the hypothesis is accepted.

b. If the value is Significance (Sig). > probability 0.05, so there is no
effect of the independent variable (X) on the dependent variable
(Y) or the hypothesis is rejected.

2. Based on the comparison of the value of t count with t table
a. If the value of t count > t table, then there is an influence of the
independent variable (X) on the dependent variable (Y) or the
hypothesis is accepted.
b. If the value of t count < t table then there is no effect of the
independent variable (X) on the dependent variable (Y) or the
hypothesis is rejected.
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Simultaneous F Test
Testing in two stages simultaneously (Test F). This test determines
whether each independent variable in the model has a direct (immediate)
impact on the dependent variable. F test decision making criteria:
1. Based on the Significance Value (Sig.) of the Anova Output
a. If the value of Sig. <0.05, then the hypothesis is accepted. So that
means the independent variable (X) simultaneously affects the
dependent variable (Y).
b. If the value of Sig. > 0.05, then the hypothesis is rejected. So it
means that the independent variable (X) simultaneously has no
effect on the dependent variable (Y).
2. Based on a comparison of calculated F count with F table
a. If the calculated F value > F table, then the hypothesis is accepted.
So that means the independent variable (X) simultaneously affects
the dependent variable (Y).
b. Conversely, if the calculated F value < F table, then the hypothesis
is rejected. So it means that the independent variable (X)
simultaneously has no effect on the dependent variable (Y).

F table is searched for the distribution of r table statistical values at a
significance of 5% or 0.05 by using:

F table = (k, n-k)
Information :

k = number of independent variables (independent variables)

n = number of respondents/research sample.

RESULTS & DISCUSSIONS
Validity Test

The validity of this questionnaire was tested using this validity test.
Validity is the ability of the questionnaire used to measure what is to be
measured. If someone consistently or steadily responds to the questions on the
questionnaire, then it can be said that the questionnaire is valid.

By comparing the estimated r value with r table, validity test can be done.
SPSS (Statistical Product and Service Solution) output is used to determine the
value of r.
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Table 1. Validity Test

Product Pricing Strategic Purchasing
Quality Strategy Location Intention
Product Quality Pearson Correlation 1 0.760 0.599 0.714
Sig. (2 tailed) 0.000 0.000 0.000
N 85 85 85 85
Pricing Strategy Pearson Correlation 0.760 1 0.708 0.757
Sig. (2 tailed) 0.000 0.000 0.000
N 85 85 85 85
Strategic Location Pearson Correlation 0.599 0.708 1 0.77
Sig. (2 tailed) 0.000 0.000 0.000
N 85 85 85 85
Purchasing Intention =~ Pearson Correlation 0.714 0.757 0.772 1
Sig. (2 tailed) 0.000 0.000 0.000
N 85 85 85 85

Source : Prepared by the authors (2023)

Based on the information in the table 1 above, it can be concluded that
each question indicator is genuine because each output shows significant
findings for all indicators (0.000) and the data is valid.

Reliability Test
Reliability test can be used to determine the degree of reliability of a
measuring instrument. Cronbach's alpha coefficient was used in this study to
assess the reliability of all statement items. The reliability of an instrument
whose score is in the form of a range of values or in the form of a scale is
determined using this method. The following is the basis for reliability testing;:
1. If the Cronbach Alpha value is > 0.60, the data to be tested is declared
reliable.
2. If the Cronbach Alpha value is <0.60, the data to be tested is declared
unreliable.

Table 2. Reliability Test

Cronbach’s Cronbach’s N of Items
Alpha Alpha Based
on
Standardized
Items
0.907 0.911 4

Source : Prepared by the authors (2023)

Based on the data in the table above, it shows that the results of the
Cronbach's Alpha value are 0.907 > 0.60, it can be concluded that the
questionnaires distributed in this study are reliable.

Normality Test

The normality test is useful for determining whether the dependent
variable and independent variable in a regression model are normally
distributed or not. The Kolmogrov-Smirnov statistical test was used in checking
the normality of this study. The table below shows the findings of the
Kolmogrov-Smirnov test-based normality test:
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Table 3. Normality Test

Product Pricing Strategic =~ Repurchase
Quality Strategy Location Intention
N 85 85 85 85
Normal Parametersa® Mean 21.00 20.14 21.09 20.79
Std. Deviation 2415 2.858 2.364 2.183
Most Extreme Differences Absolute 0.249 0.179 0.278 0.288
Positive 0.249 0.179 0.278 0.288
Negative -0.186 -0.104 -0.181 -0.206
Test Statistic 0.249 0.179 0.278 0.288
Asymp. Sig. (2 tailed) 0.000¢ 0.000¢ 0.000¢ 0.000¢

Source : Prepared by the authors (2023)

Based on the table data above, it can be seen that the Asymp. Significant
(2-tailed) on variable (X1) is 0.000 < 0.05, then variable (X2) is 0.000 < 0.05, then
variable (X3) is 0.000 < 0.05, and on variable (Y) of 0.000 < 0.05. So it can be
concluded that the data in this study are not normally distributed.

Multicollinearity Test

To determine whether the regression model identifies a relationship
between the independent variables, the multicollinearity test is helpful. By
examining the Tolerance and VIF of each independent variable, it is possible to
determine whether a multicollinearity test holds. If the Tolerance value > 0.10
and the VIF value < 10, then the data is free from multicollinearity.

Table 4. Multicollinearity Test

Unstandardized  Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Beta Tolerance  VIF
Error
1 (Constant) 3.422 1.307 2.618 0.011
Product Quality 0.239 0.083 0.265 2.867 0.005 0.414 2413
Pricing Strategy 0.185 0.080 0.242 2.309 0.023 0.322 3.106
Strategic Location ~ 0.409 0.078 0.443 5212 0.000 0.490 2.041

Source : Prepared by the authors (2023)

Based on the table output coefficients in the collinearity section from
statistics, it is known that the tolerance value for the Product Quality variable
(X1) is 0.414 > 0.10, for the Price Strategy variable (X2) is 0.322 > 0.10, and for the
Strategic Location variable is 0.490 > 0.10. Meanwhile, the Factor Inflation
Variance (VIF) value for the Product Quality variable (X1) is 2.413 < 10.00 for the
Price Strategy variable (X2) is 3.106 < 10.00, and for the Strategic Location
variable (X3) 2.041 < 10.00. Then referring to the basis of decision making in the
multicollinearity test, it can be concluded that there is no multicollinearity, which
means that the model developed is correct.

Heteroscedasticity Test

The purpose of the heteroscedasticity test is to find out whether there is an
inequality of variance between the residuals of one observer and the residuals of
other observers in the regression model. Heteroscedasticity does not occur, that
is, if there is no visible pattern, and the points spread above and below the
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number 0 on the Y axis, according to the scatter plot between the predicted
values of the independent variables, ZPRED, and the SRESID residual.

Scatterplot

D variable: Purck

Regression Standardized Predicted Value
Source : Prepared by the authors (2023)
Figure 2. Heteroscedasticity Test

Because the points are evenly spaced above and below the value on the Y
axis, it can be seen from the figure above that there is no heteroscedasticity.
Given the independent variables, including product quality, pricing strategy, and
strategic location, it can be argued that the regression model is practical to use to
forecast product purchase intentions.

Multiple Linear Regression Analysis Test

Multiple Linear Regression Analysis is used to measure the impact of
location, price, and product quality on consumer interest in making a purchase.
The SPSS program was used to perform statistical analysis for this study.

Table 5. Multiple Linear Regression Analysis Test

Unstandardized  Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Beta Tolerance  VIF
Error
1 (Constant) 3.422 1.307 2.618 0.011
Product Quality 0.239 0.083 0.265 2.867 0.005 0.414 2413
Pricing Strategy 0.185 0.080 0.242 2.309 0.023 0.322 3.106
Strategic Location  0.409 0.078 0.443 5212 0.000 0.490 2.041

Source : Prepared by the authors (2023)
Based on the table data above, it is obtained:

Purchase Intention = 3.422 + 0.239 Product Quality + 0.185 Pricing Strategy +
0.409 Strategic Location + error

The multiple regression equation above is explained as follows:
a. The constant regression equation shows that if the independent variables
are assumed to be constant, then the dependent variable, namely Y,
increases by 3.422%.
b. The coefficient of 1 variable X1 = 0.239 means that every 1% increase in
X1 will cause a 0.239% increase in Y.
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c. The coefficient of 1 variable X2 = 0.185 means that every 1% increase in
X1 will cause a 0.185% increase in Y.

d. The coefficient of 1 variable X3 = 0.409 means that every 1% increase in
X1 will cause a 0.409% increase in Y.

Hyphotesis Test
Partially t Test

The t statistical test shows how far the influence of one independent
variable has on the dependent variable. The t test in this study was carried out by
comparing the significance of t with an a = 0.05, buying interest is as follows:

Table 6. Partially t Test

Unstandardized  Standardized Collinearity
Model Coefficients Coefficients t Sig. Statistics
B Std. Beta Tolerance  VIF
Error
1 (Constant) 3.422 1.307 2.618 0.011
Product Quality 0.239 0.083 0.265 2.867 0.005 0.414 2413
Pricing Strategy 0.185 0.080 0.242 2.309 0.023 0.322 3.106
Strategic Location ~ 0.409 0.078 0.443 5.212 0.000 0.490 2.041

Source : Prepared by the authors (2023)

With n = 85, df 85-2 = 83 is obtained, then t table is 1.988. Based on the
data above, it can be concluded that the variable product quality, pricing
strategy, and strategic location obtained a t count of 2.618 > t table of 1.988. So it
can be concluded that there is a significant effect partially.

Simultaneous F Test (Test F)

The F test is used to meet the effect simultaneously or together of the
independent variables of product quality (X1), pricing strategy (X2), and strategic
location (X3) on purchasing intention.

Table 7. Simultaneous F Test

Model Sum of df Mean F Sig.
Squares Square
1 Regression 285.652 3 95.217 67.338  0.000®
Residual 114536 81 1414
Total 400.188 84

Source : Prepared by the authors (2023)

With n = 85, we get df 85-3 = 82 F table = 2.72. Based on the data above, it
can be concluded that the sig value influences the variable product quality (X1),
pricing strategy (X2), and strategic location (X3) have simultaneously effect on
purchasing interest (Y) is 0.000 < 0.05 and the value of F count of 67.338 > F table
2.72. So that it can be stated that H4 is accepted, which means that there is an
effect on variable X simultaneously on variable Y.

Determination Coefficient Test (R?)
To determine how much the variation in the dependent variable can be
explained by fluctuations in the independent variable, regression analysis is also
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required. The coefficient of determination (R?) is used as the result. The
coefficient of determination has a value between 0 and 1. The potential for
independent variables to influence the dependent variable in this study is very
limited if the coefficient value is close to zero. If the coefficient value is close to
one, then almost all of the independent variables can explain the dependent
variable, indicating that it makes a perfect contribution to the dependent variable.

Table 8. Determination Coefficient Test (R2)

Model R R Square | Adjusted | Std. Error
R Square of the

Estimate
1 0.845 0.714 0.703 1.189

Source : Prepared by the authors (2023)

Based on the Coefficient of Determination Test (R?) in the table above, it
can be seen that the Adjusted R Square value is 0.703 (70.3%). This shows that the
three independent variables are Product Quality (X1), Pricing Strategy (X2), and
Strategic Location (X3) have a significant effect on dependent variable of
purchasing intention (Y). In this study, it was able to explain a value of 0.703
(70.3%) for the Dependent variable, namely purchasing intention (Y). Assess the
remainder (100% - 70.3% = 29.7%) which is influenced by other variables outside
the regression model in this study.

CONCLUSIONS AND RECOMMENDATIONS
The conclusions that can be drawn from the results of this study are as
follows:

1. The results of partial testing of product quality variables affect the interest in
buying fashion products. Product quality will make the company benefit
and gain customer loyalty. Shows that Matahari Metropolitan Mall Bekasi
always prioritizes product quality to increase profits.

2. The partial test results of the pricing strategy variable affect the interest in
buying fashion products. If the tempting pricing strategy is implemented at
Matahari Metropolitan Mall Bekasi, it will increase the interest in buying
fashion products.

3. The partial test results of the strategic location variable affect the interest in
buying fashion products. The strategic location determines the buying
interest of consumers to buy fashion products at Matahari Metropolitan
Mall Bekasi.

4. That the results of simultaneous testing of product quality, pricing strategy,
and strategic location variables simultaneously have a significant effect on
the dependent variable, namely the intention to buy fashion products by
70.3% and the remaining 29.7% are other variables not examined in this
study. So the size of the interest in buying fashion products is very
influential if the company has product quality, pricing strategy, and
strategic location.

2458



East Asian Journal of Multidisciplinary Research (EAJMR)
Vol. 2, No. 6, 2023: 2445-2460

ACKNOWLEDGMENT
The researchers/authors expresses their deepest gratitude to all their
fellow lecturers and structural staff in Management Study Program at the
Faculty of Economics, University of Bhayangkara Jakarta Raya who were
involved in the process until the completion of this scientific article, as follows:
1. Dr. Dewi Puspaningtyas Faeni, as Dean of the Faculty of Economics,
Universitas Bhayangkara Jakarta Raya
2. Dr. Tuty Nuryati, as Deputy Dean 2 of the Faculty of Economics,
Universitas Bhayangkara Jakarta Raya
3. Prof. Adi Fachrudin, PhD., as Chairperson of the LPPMP of
Universitas Bhayangkara Jakarta Raya
4. Dr. Hadita, as the Head of Management Study Program at
Universitas Bhayangkara Jakarta Raya
5. The whole fellows management lecturers who cannot be mentioned
one by one.

REFERENCES

Akhmad Rozaky Akbar & Suwitho, & Suwitho. (2019). Pengaruh Kualitas
Produk, Harga Dan Strategi Promosi Terhadap Minat Beli. Jurnal Ilmu Dan
Riset Manajemnern, 8(11).

Andrian; Hadita; M.Fadhli Nursal; Jumawan. (2022). Manajemen Pemasaran.
Rena Cipta Mandiri.

Anwar, Iful, & B. S. (2015). Pengaruh Harga Dan Kualitas Produk Terhadap
Keputusan Pembelian. Jurnal Ilmu Dan Riset Manajemen, 4, 1-15.

Ghozali, I. (2016). Aplikasi Analisis Multivariate dengan Program IBM SPSS 23.
(Edisi 8). Semarang: Badan Penerbit Universitas Diponegoro.

Hair et al. (1998). Multivariate Data Analysis (Fifth Edit). Prentice Hall, Upper
Saddle River.

Hermanto. (2019). Faktor Pelayanan, Kepuasan, dan Loyalitas Pelanggan. CV. Jakad
Publishing.

Kotler, P. (2012). Kotler P. Marketing management/Philip Kotler, Kevin Lane
Keller. Pearson Educ Int. 2012. Pearson Education International.

Kotler, P., & Armstrong, G. (2010). Kotler &amp; Armstrong, Principles of
Marketing | Pearson. Pearson. https://www.pearson.com/us/higher-

education/ product/Kotler-Principles-of-Marketing-13th-
Edition/9780136079415.html

Kotler, P., & Keller, K. L. (2009). Marketing management (13th ed.). In Prentice
Hall.

2459



Pramukti, Hendayana, Andrian

Kotler, P., & Keller, K. L. (2016). MarkKotler, P., & Keller, K. L. (2016).
Marketing Management. Global Edition (Vol. 15E). In Global Edition.

Lupiyoadi, R. (2013). Manajemen Pemasaran Jasa Berbasis Kompetensi. Salemba
Empat.Jakarta.

Ningrum, P., & Indrajaya, I. (2018). Pengaruh Pendidikan, Penanaman Modal
Asing , Dan Tenaga Kerja Terhadap Pertumbuhan Ekonomi Di Provinsi
Bali. E-Jurnal EP Unud, 7(2), 230-259.
https:/ /doi.org/https:/ / ojs.unud.ac.id/index.php/eep/article/ view /374
54/23313

Sugiyono. (2017). Pendekatan Kuantitatif, Kualitatif, Kombinasi, R&D dan
Penelitian Evaluasi. In Metodelogi Penelitian.

Tjiptono, F. (2015). Strategi Pemasaran. CV.Andi Offet.

2460



