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 The purpose of this study was to analyze the influence of brand image, 

product quality and price perceptions on the purchase decision of a 

Samsung smartphone at the Matahari Simpanglima SMS Store, Semarang. 

The sample in this study were 120 people who bought Samsung cellphones 

at Sinar Mas Cellular Matahari Simpanglima Semarang. The sampling 

technique used was purposive sampling. The analytical tool used is 

multiple linear regression analysis. The results of the analysis can be 

concluded that: brand image has a positive and significant effect on 

purchasing decisions. Product quality has a positive and significant effect 

on purchasing decisions. Price perception has a positive and significant 

effect on purchasing decisions. 
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1. INTRODUCTION  
Mobile is one of the technologies that develops rapidly from year to year. Many new brands have 

sprung up in the world of mobile phone competition that compete with each other to create their superior 

products. Producers are required to not only create products but also must understand the wants and 

needs of consumers. This is needed by producers to be able to compete with other producers (Amilia &; 

Nst, 2017). 

Samsung is one of the largest mobile phone companies in South Korea in the world by issuing 

smartphones that are champions in competition in market share. Samsung began to develop more 

advanced features from year to year and has created various advantages that it has. Samsung mobile 

phones have a form of mobile phone that is comfortable to carry and comfortable to hold because it has a 

modern design very suitable for all people and has a thin shape so it is lighter to carry anywhere. Samsung 

mobile phones are also equipped with a touch screen or called touch screen and an Android operating 

system called eccanos, which is a machine to regulate the course of speed, cpu contained in the mobile 

phone. This operating system is a development that has proven its toughness and reliability (Fadhilah &; 

Sugiyono, 2021). 

Market share in Samsung brand Smartphone products which still occupy the second position of 

market share rulers in 2021-2022 is presented in Table 1. 

 

Table 1. Smartphone Market Share 

Company 
2Q22 

Shipments 
2Q22 

Market Share (%) 
2Q21 

Shipments 
2Q21 

Market Share (%) 
YoY Growth (%) 

1. OPPO 2.0 20.6 2.0 19.1 -3.0 

2. Samsung 1.9 20.2 1.7 16.2 11.8 

3. vivo 1.7 17.8 1.8 16.6 -3.4 

4. Xiaomi 1.5 15.6 2.8 26.5 -47.1 

5. Realme 1.2 12.1 1.2 11.1 -1.7 

Others 1.3 13.7 1.1 10.4 17.9 

Total 9.5 100.0 10.6 100.0 -10.0 
Source: IDC Quarterly Mobile Phone Tracker, 2Q22 

Note: All figures were rounded off. 
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From the data above, it shows that Samsung's Smartphone market share has increased in 2022 to 

20.2%, increasing in the range of 4%. However, the  market share  of Samsung Smartphones is still below 

OPPO Smartphones. This happened as a result of the Covid-19 pandemic. Where a lot of demand for cheap 

phones is increasing so that it will shift Samsung's sales. Many factors influence purchasing decisions, 

including brand image. 

One of the assessments used to find out whether the brand has good brand performance can be seen 

through the Top Brand Award. Top Brand Award is an award or form of appreciation for brands that are 

classified as top brands.  Top Brand is based on research on consumers in Indonesia through three 

parameters, namely top of mind share, top of market share, and top of commitment share. So the result is 

purely from consumer choice, there is no interference from other parties. Here is the data of Samsung's Top 

Brand Brand Index in 2017-2021 

 

Table 2. 1 Brand Index Samsung Products 

Year Top Brand Index 
2017 38,2% 

2018 43,50% 

2019 49,6% 

2020 46,5% 

2021 38,0% 

Source: http://www.topbrand-award.com 

 

In Table 2,  it can be seen that the  Top Brand Index on Samsung  smartphone  products fluctuates. 

The decline in the  Top Brand Index occurred in 2020 to  46.5% and again decreased in 2021 to reach 38%. 

A decrease in the  top brand index will affect the  brand image on the product. 

Basically, every prospective buyer when going to buy a product usually they pay attention to various 

purchase decision considerations. Everyone's decision-making process is fundamentally different, there 

are many factors that influence purchasing decisions. There are various factors that influence purchasing 

decisions, including brand image, product quality, and price perception. 

Brand image can also influence purchasing decisions. A good image of an organization is an asset 

because it has an impact on consumer perceptions of the organization's communications and operations in 

various ways. Image is not only influenced by something that exists in an organization but also by the 

interaction between consumers and the public. Brand image describes the way the brand is conveyed. The 

image of a brand is formed through a fairly long process and its success is achieved once a positive image 

is attached to it, the brand image really helps the consumer to consider the decision of meeting his needs.  

Research conducted by Laheba et al., (2015);  Amilia & Nst, (2017); Fatmawati &; Soliha, (2017);  

Hidayat et al., (2019); Aristayasa et al., (2020);  Fadhilah &; Sugiyono, (2021); Steven et al., (2021);  Wiranto 

et al., (2022); Jelita et al., (2022) revealed that brand image has a positive and significant effect on 

purchasing decisions. This is different from Lubis & Hidayat's research, (2015) proving that brand image 

has a positive but not significant effect on purchasing decisions. 

In addition to brand image, product quality also influences purchasing decisions. Quality perceived 

by consumers (perceived quality) in a product is the consumer's subjective action on a product that 

according to him has an advantage over other products. Personal product experience, unique needs and 

consumption situations can influence consumers' subjective assessment of the quality of a product. The 

better the product quality, the impact on improving purchasing decisions. This is in line with research 

conducted by Amilia &; Nst, (2017);  Fatmawati &; Soliha, (2017); Hidayat et al., (2019);  Fadhilah &; 

Sugiyono, (2021); Steven et al., (2021);  Sari &; Soliha, (2021); Wiranto et al., (2022) show that product 

quality has a positive and significant effect on purchasing decisions. However, this finding is different from 

the research of  Laila & Sudarwanto, (2018) which shows that product quality has a negative but not 

significant effect on purchasing decisions. 

The next factor influencing purchasing decisions is price perception. Price perception is often the 

target of investigation in a study, compared to objective price. Because, consumers usually do not evaluate 

the exact price of a product when they want to make a purchase, but they perceive the price of the product 

as a cheap, reasonable, or expensive price based on their internal reference price (Zeithaml, 1988). The 

better the consumer's perception of price, the more purchasing decisions will be made. Some customers 

know the exact and exact price of a product, while others are only able to estimate prices based on past 

purchases. That a price has been considered the most important component in explaining consumer 
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behavior. Research conducted by Laheba et al., (2015);  Amilia & Nst, (2017); Lubis &; Hidayat, (2015);  

Laila &; Sudarwanto, (2018); Fatmawati &; Soliha, (2017); ;  Hidayat et al., (2019); Fadhilah &; Sugiyono, 

(2021);  Steven et al., (2021); Jelita et al., (2022) stated that price perception has a positive effect on 

purchasing decisions. However, these results contradict research conducted by Aristayasa et al., (2020);  

Sari &; Soliha, (2021) which states that price perception has a positive but not significant effect on 

purchasing decisions.  

  
2. LITERATURE REVIEW 
 Consumer Behavior 

According to the American Marketing Society,  consumer behavior is a dynamic interaction between 

affection and cognition, behavior and the environment where humans carry out exchange activities in their 

lives so that in everyday life purchasing decisions made by consumers are based on considerations that 

vary from one another (Setiadi, 2015) . Based on the definition above, there are 3 (three) important ideas, 

namely: (1) consumer behavior is dynamic; (2) it involves the interaction between affection and cognition, 

behavior and events around, and (3) it involves exchange (Setiadi, 2015). 

According to Sumarwan, (2014) marketers must understand the diversity and similarity of 

consumers or consumer behavior so that they are able to market their products well. Marketers must 

understand why and how consumers make purchasing decisions, so that marketers can better design 

marketing strategies. Marketers who understand consumer behavior will also be able to influence that 

behavior according to what marketers want. Influencing consumer behavior is influencing consumers so 

that they want to choose certain products and certain brands offered by marketers. The consumer decision 

process in buying or consuming products and services will be influenced by three main factors, namely: 

marketer activities carried out by producers and other institutions, individual consumer differences, and 

consumer environmental factors. Understanding the factors that influence consumer decisions will provide 

knowledge to marketers to develop better marketing strategies. 

 
Buyer Behavior Model 

Kotler & Amstrong, (2016) revealed that consumers make many purchasing decisions every day. 

Most large companies examine consumers' purchasing decisions in great detail to answer questions about 

what consumers will buy, where they buy, how and how much they buy, when they buy, and why they buy. 

The core question for marketers is how consumers respond to the various marketing efforts that the 

company may use, the starting point is the model of buying behavior in the form of stimuli and responses 

shown in the following figure: 

 
Figure 1 Model of buyer behavior 

 
Decision 

According to Kotler, (2014) consumer purchasing decisions are the final decisions of individuals and 

households who buy goods and services for personal consumption. Meanwhile, according to  Susanto, 

(2014) purchasing decision is a process where consumers go through certain stages to purchase a product. 

Added  by Assauri, (2015) purchasing decisions made by consumers or buyers are also influenced by habits. 

Purchasing habits include when purchases are made, in what quantities purchases are made, and where 
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purchases are made. Peter & Olson, (2013) argue that purchasing decisions are an evaluation process 

carried out by prospective consumers to combine their knowledge of the choice of two or more alternative 

products and choose one of them 

In purchasing decisions by buying the most preferred product or brand. There are 2 factors that arise 

between intention in making the decision to buy. The first factor is the attitude of others and the second is 

the factor of unexpected situations After buying a product, consumers will experience the process of price 

perception as post-purchase behavior, which is a feeling of pleasure or disappointment of a person derived 

from a comparison between his impression of the performance or results of a product and his expectations. 

If performance is below expectations, consumers are not satisfied. If the performance meets consumer 

expectations, it will cause price perception and pleasure.  

Specifically, marketing should identify the person making the purchase decision, and the steps in the buying 

process. Meanwhile, according to Kotler & Keller, (2016), the decision-making process consists of 5 stages, 

namely: 

 
Figure 2. Purchase Decision Process 

Source:  Kotler &; Keller, (2016) 
 

Brand Image 
Image or  image  is the result of an evaluation of a person based on his understanding and 

understanding of stimuli that have been processed, organized and stored in his mind. Imagery can be 

measured through a person's opinions, impressions, and responses regarding a particular object. An image 

of an object can be different depending on individual perception, it can even be that the image of one object 

is the same for everyone.  Image becomes an important guide for consumers in making important decisions.  

To better understand a clearer understanding of image, here are some definitions put forward by some 

experts about image: 

According to Kotler, (2019) brand image is the perception and belief carried out by consumers, as 

reflected in the associations that occur in consumer memory. According to Aaker in Buchari, (2014) says 

"image is the total impression of what a person or group of people think and know about an object". Image 

according to Assael in Buchari, (2014) is the total perception of the subject formed by processing 

information from various sources. 

Based on the theories above, it can be concluded that images will be formed within a certain period 

of time because this is a person's perceptions of an object formed from information and knowledge of the 

object. 

A positive brand image will make consumers like a product with the brand concerned in the future, while 

for producers a good brand image will help the company's activities in the field of marketing. In order for 

the brand image to be formed according to or close to the brand identity expected by the company, the 

company as a producer must be able to understand and exploit the elements that make up a brand that 

ultimately forms a good corporate image. 

 
Product Quality 

The increasingly fierce competition that exists today companies are required to offer quality 

products and that are able to have more value, so that different from competitive products, product quality 

is one of the consumer considerations before buying a product. Product quality is determined by durability, 

function and usefulness, with good and reliable product quality, consumers will always remember the 

product (Purwati et al., 2012). Quality is broadly defined as the superiority of the product as a whole, 

quality is applied by comparing specific standards with actual performance and suitability (Zeithaml & 

Bitner, 2013). 
Understanding product quality according to Kotler & Amstrong, (2014) is a product or service 

characteristic that depends on its ability to satisfy customer needs stated or implied. Product quality is an 

understanding that the products offered by sellers have more selling value that is not owned by competing 

products. Therefore, the company seeks to focus on the quality of the product and compare it with the 

products offered by competing companies. Another definition of product quality is the ability of a product 

to satisfy consumer needs or desires (Cannon et al., 2008). In addition, product quality according to  Kotler 
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& Keller, (2016), is the totality of features and characteristics of a product or service that depends on its 

ability to satisfy stated or implied needs. 

Based on this understanding, it can be concluded that product quality is the ability of a product that 

can carry out its functions such as: reliability, functions and benefits, and provide results or performance 

that matches and exceeds consumer expectations. If someone is going to buy a product, they can pay 

attention to the quality of their products by looking at product durability, non-defect guarantees, the level 

of product precision according to orders, quality stability over time, meeting customer expectations, and 

materials used according to orders. However, a product with the best appearance or even with a better 

appearance, is not the highest quality product if its appearance is not what the market needs and wants. 

 
Price Perception 

According to Kotler &; Keller, (2016) perception is a process used by individuals to select, organize, 

and interpret information input for a meaningful picture of the world. Price perception is concerned with 

how price information is fully understood by consumers and gives them deep meaning.  When consumers 

evaluate and research the price of a product, it is strongly influenced by the behavior of the consumers 

themselves (Peter & Olson, 2014).  A price has been considered the most important component in 

explaining consumer behavior. Some customers know the exact and exact price of a product, while others 

are only able to estimate prices based on past purchases.  

Price perception can be defined as the consumer's response in terms of the amount of money needed 

to obtain a certain number of combinations of goods and services (Dharmmesta et al., 2012). Every 

consumer is a social creature that has different characteristics, and only the consumer's assessment of a 

good and service they receive is not the same, the consumer's perception of price can influence his decision 

to buy a product. Therefore, every producer will try to give a good impression of the products or services 

they sell, for example on the price there is a moral impression, in accordance with quality, even the 

impression of high quality.  

Every company always tries to get a selling price that is acceptable to consumers, because price is a 

controllable factor. Price can also determine whether or not goods are accepted by consumers, when 

compared to competitors' motivations or consumers' purchasing power. Based on the price set by the 

company, consumers will make a decision whether or not to buy the item. Therefore, it can be concluded 

that price perception is the assessment of a person or consumer regarding a price information obtained to 

obtain products and services, by knowing that prices are in accordance with products, price comparisons 

of products sold with other products, the existence of bonus price discounts in purchases, and prices reflect 

product quality. 

 

Graphic Model 
 

 

 

 

 

 

 

 
 
 
 
 

Figure 2 Graphics Models 

 

The research model presented above explains that there are two independent variables to be 

analyzed, namely: brand image (X1), product quality (X 2), price perception (X3) while the dependent 

variable is the purchase decision process (Y) 

 

3. METHOD  
The object of this study is the  Samsung HP sales counter at Sinar Mas Cellular Matahari Simpanglima 

Semarang  The population studied in this study is consumers who buy Samsung HP at Sinar Mas Cellular 

Brand Image 

(X1) 

 Product Quality 

(X2) 

 Price  Perception 

(X3) 

Purchase Decision 

Process  (Y) 

H1 

H2 

H3 
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Matahari Simpanglima Semarang. Because the population in this study is quite large, it is necessary to take 

samples.  In this study, the sampling technique used was  purposive sampling, which is a sampling technique 

carried out deliberately by examining respondents based on the sample requirements that have been 

needed. The sample criteria used in this study are consumers who have purchased Samsung HP at  Sinar 

Mas Cellular Matahari Simpanglima Semarang, and consumers who are at least 17 years old with 

consideration in order to understand the questions in the questionnaire, in addition to 17 years old in the 

adult category, already able to provide responses to Samsung HP products.  The data collection technique 

in this study is using questionnaires or questionnaires. Questionnaire is a data collection technique carried 

out by giving a set of questions or written statements to respondents to answer (Sugiyono, 2018). This 

questionnaire is used to determine data on the influence of brand image, product quality and price 

perception on Samsung HP purchasing decisions at Sinar Mas Cellular Matahari Simpanglima Semarang. 

 

4. RESULTS AND DISCUSSION 
Validity Test 

Using factor analysis, the items in this study can be further analyzed if KMO > 5% and the significant 

value of the Bartlett test < 5%. While the value of each item is said to be valid if the  loading factor shows a 

value greater than 0.4, then the question is said to be valid (Ghozali, 2016).  The results of the validity test 

by looking at KMO-MSA can be seen as follows: 

 
Table 3 Factor Analysis Test Results 

Variable Items KMO Loading Factor Information 

Brand image 

X1.1 0,737 0,793 valid 

X1.2 0,878 valid 

X1.3 0,770 valid 

X1.4 0,845 valid 

Product quality 

X2.1 0,847 0,966 valid 

X2.2 0,918 valid 

X2.3 0,954 valid 

X2.4 0,941 valid 

X2.5 0,946 valid 

X2.6 0,899 valid 

Price perception 

X3.1 0,843 0,928 valid 

X3.2 0,911 valid 

X3.3 0,939 valid 

X3.4 0,874 valid 

Purchase decision 

process 

Y2.1 0,807 

 

 

0,847 valid 

Y2.2 0,885 valid 

Y2.3 0,882 valid 

Y2.4 0,888 valid 

Y2.5 0,837 valid 

   

Based on Table 4.10, it is known that the brand image variable has a Kaiser Meyer Olkin Measure Of 

Sampling (KMO-MSA) value of 0.737 greater than 0.5 so that the sample coverage is met. The loading factor 

value of each brand image variable indicator is in the range of 0.770 to 0.878, where the loading factor value 

is  greater than 0.40 so it can be assumed that all indicators that make up the brand image variable are 

valid. 

The product quality variable  has a Kaiser Meyer Olkin Measure Of Sampling (KMO-MSA) value of 

0.847 greater than 0.5 so that sample coverage is met. The loading factor value of each  product quality 

variable indicator is in the range of  0.899-0.966, where the  loading factor value  is greater than 0.40 so it 

can be assumed that all indicators that make up the product quality variable are  valid. 

The price perception variable  has a Kaiser Meyer Olkin Measure Of Sampling (KMO-MSA) value of 

0.843 greater than 0.5 so that the sample coverage is met. The loading factor value of each  price perception 

variable indicator is in the range of  0.874 -0.939, where the  loading factor value  is greater than 0.40 so it 

can be assumed that all indicators that make up the price perception variable are  valid. 

The purchasing decision process variable  has a Kaiser Meyer Olkin Measure Of Sampling (KMO-MSA) 

value of 0.807, greater than 0.5 so that sample coverage is met. The loading factor value of each variable 



 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 

Jurnal Ekonomi, Volume 12, No 03,  2023 

ISSN: 2301-6280 (print) ISSN: 2721-9879 (online) 
 

 

The Influence Of Brand Image, Product Quality And Price Perception On Samsung Smartphone Purchase 

Decisions (Study on Samsung HP Customers in SMS Shop Matahari Simpanglima Semarang). Amelia 

Salsabila, et.al 

620 

indicator of the purchase decision process is  in the range of 0.837 -0.888, where the loading factor value  

is greater than 0.40 so that it can be assumed that all indicators that make up the purchase decision process 

variable are  valid.  

 
Reliability Test 

Reliability test is a test tool to measure questionnaires that are indicators of variables (Ghozali, 

2016). According to Nunally in (Ghozali, 2016) a variable is said to be reliable, if the alpha value > 0.7. This 

is indicated by the alpha SPSS output test results as follows: 

 

Table 4. Reliability Test Results 

Variable Cronbach Alpha Criterion 
Brand image 0,839 Reliable 

Product quality 0,972 Reliable 

Price perception 0,932 Reliable 

Purchase decision process 0,917 Reliable 

  

Based on the results of the table above, reliability testing shows that the value of Cronbach's alpha 

instrument  for all research variables has a Cronbach alpha  value of > 0.70 so that it can be said that the 

instrument in this study is reliable and consistent over time.  

 

Multiple Linear Regression Analysis 
Regression analysis is used to find out whether the independent variables together affect the 

dependent variable and to measure the strength of the relationship between two or more variables as well 

as show the direction of the relationship between the independent variable and the dependent variable. 

 

Table 5 Summary of Regression Test Results 

Regression Model Test Model Regression 
Analysis 

Ket 

Regression Model I 

The influence of brand 

image, product quality 

and price perception on 

the purchase decision 

process 

Determination 
Test 

Test F β Sig 
F hit Sig 

0,506 41,573 0,000    

Brand image of the 

purchase decision process 

   0,347 .000 H1 

accepted 

 Product quality  against 

proses  purchase decision 

   0,261 .000 H2 

accepted 
 Price perception of  the 

purchase decision process 

   0,493 .000 H3 

accepted 

  

In the calculation of multiple regression analysis Model I can be included in the regression equation 

as follows: 

Y = 0.347 X1 +  0.261 X 2 + 0.493 X3 +e 

Based on the multiple regression equation above, it shows that the price perception variable is the 

most dominant variable in influencing the purchase decision process, this is due to the highest value of the 

price perception regression coefficient followed by brand image and product quality variables 

 
Coefficient of Determination Test 

The F statistical test basically shows whether all independent or independent variables included in 

the model have an influence together on the dependent / bound variable (Ghozali, 2018). 

Based on Table 4.12, the value of  the coefficient of determination (Adjusted R Square) regression of 

0.506 means that variations in changes in the  purchase decision process can be explained by variables of 

brand image, product quality and price perception by 50.6%, while the remaining 49.4% is explained by 

other variables outside the research model. 
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F Test (Model Test) 
Based on Table 4.10 the calculated F value of the regression results gives a calculated F value of 

41.573 with a significant probability of 0.000 less than 0.05 (real level equal to 5 percent) which means 

that the variables of brand image, product quality and price perception simultaneously affect the purchase 

decision process. 

 

Test the hypothesis:  
1. The Influence of Brand Image on the Purchasing Decision Process 

In table 4.12, the results of regression analysis show that brand image negatively affects brand image 

by 0.347 with a significant value of 0.000 less than 5%. It can be concluded that brand image positively 

affects the purchase decision process, thus H1 is accepted. 

2. The Effect of Product Quality on the Purchasing Decision Process 
In table 4.12, the results of regression analysis show that product quality has a positive effect on price 

perception of 0.261 with a significant value of 0.000 less than 5%. It can be concluded that product 

quality positively affects the purchasing decision process, thus H2 is accepted. 

3. The Effect of Price Perception on the Purchasing Decision Process 
In table 4.12, the results of regression analysis show that price perception has a positive effect on the 

purchase decision process by 0.493 with a significant value of 0.000 less than 5%. It can be concluded 

that price perception positively affects the purchase decision process, thus H3 is accepted. 

 
DISCUSSION  
The Influence of Brand Image on the Purchasing Decision Process 

The hypothesis test shows that brand image has a positive effect on the purchase decision process.  

The higher the brand image, the more the purchase decision process will increase. 
According to Roisah (2016) brand image is the perception and belief carried out by consumers, as 

reflected in the associations that occur in consumer memory. Customers tend to choose a familiar brand 

because they feel secure with something they are known for and think the brand is likely to be reliable and 

of quality to be accounted for. Thus the brand allegedly influences the purchase decision. The better the 

brand image for consumers, the greater the purchase decision.  This research is in line with research 

conducted by Laheba et al., (2015);  Amilia & Nst, (2017); Hidayat et al., (2019);  Aristayasa et al., (2020); 

Fadhilah &; Sugiyono, (2021);  Steven et al., (2021); Wiranto et al., (2022) revealed that brand image has a 

positive effect on purchasing decisions. This is in line with research conducted by  Sukarja & Machasin, 

(2016);  Lusigita, (2017) found evidence that brand image has a significant positive effect on the purchase 

decision process. The better the brand image, the more the purchase decision process will improve. 
 
The Effect of Product Quality on the Purchasing Decision Process 

The hypothesis test shows that product quality has a positive effect on the purchase decision 

process.  The higher the  quality of the product, the more the purchase decision process will increase. 

Consumers want that products must be made quality, especially in meeting consumer expectations to be 

satisfied and loyal to the company. According to  Kotler & Armstrong, (2018), if a product can fulfill the 

ability to carry out its function, the higher the consumer purchase decision on the product. Every company 

that wants to be able to meet the needs and desires of customers, then the company will try to make a 

quality product, which is displayed both through the external characteristics (design) of the product and 

the core (core) of the product itself.  This is in line with research conducted by  Amilia &; Nst, (2017);  

Hidayat et al., (2019); Fadhilah &; Sugiyono, (2021);  Steven et al., (2021); Wiranto et al., (2022) show that 

product quality has a positive effect on purchasing decisions. 
 
 The Effect of Price Perception on the Purchasing Decision Process 

The hypothesis test shows that price perception has a positive effect on the purchase decision 

process. Better price perception will improve the purchase decision process. Price perception describes 

how satisfied a person is with his job (Parvin &; Kabir, 2011). Price perception can be set on a person's 

behavior in offsetting his work (Kolompoy et al., 2019). Employees who have a high level of price 

perception can show a positive attitude towards work duties and responsibilities at work. Employees with 

a high level of price perception can be seen from their absenteeism, work performance and in terms of 

establishing working relationships with other company members, employees with a low level of price 

perception will show a negative attitude towards their work.  This is in line with research conducted 
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byYudhaningsih et al., (2016);  Martadiani &; Zahrina, (2019); Wangsa &; Edalmen, (2022) prove that price 

perception has a positive and significant effect on the purchase decision process.  

 

5. CONCLUSION 

Brand image has a positive and significant effect on the purchase decision process  The better the  

brand image, the more the purchase decision process will increase.  Product quality has a positive and 

significant effect on the purchase decision process. The better the quality of the product maxem a kin tinggi 

pula the purchase decision process. Price perception has a positive and significant effect on the purchase 

decision process. The better the price perception, the higher the purchase decision process. 
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