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 PT. Bintang Agrokimia Utama is company  that moves  in  field 
agribusiness, chemical And equipment with head office is located in 
Road Sampali, Percut Sei Tuan, Deli   Serdang. Research   This  aiming  
For   know  influence  trustcustomer, price  And  promotion against the 
decision  purchase  at PT. Bintang Agrokimia Main. Population in 
research  This is unknown so that using  formula lemeshow so get 
sample totaling 100 samples. Results rstudy partially  show that trust 
customerr own influence against the decision purchase on PT. Bintang 
Agrokimia Utama, price customer own influence on purchasing 
decisions  at PT. Bintang Agrokimia Utama and promotion own 
influence on decision purchase on PT. Bintang Agrokimia Utama. In 
general simultaneous trust customer, price  And promotion against the 
decision  purchase  at PT. Bintang Agrokimia Main. 
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INTRODUCTION 

Marketing activities arerfunctionrthe important thing isrsuccessrcompanyin getrprofit or 
gain fromrsales of its products, so that the continuityr lifea companyrhighly dependent on 
policy strategyrmarketing. Marketing calledasrfunctionrstrategic inrcompanyrinroperaterits 
business activities, especially during times of competitionrin industryrshowrintensityrwhich 
is getting higher. MarketingrAlsorcalledasrspearheadrfor existencercompany in long term. 
Many company failed And bankrupt due to failure carry out activityr marketing it 
effectivelyrdue to by marketing the lessrinput fielduserpurchase. 

Inr determinerdecisionrin buy an item forrcustomerror consumerrwillrsee the 
advantages Whatronly givenrbyra company that does notrownedrby company other. 
Things simple to do by companyrForr interestingrcustomerruserreturnrproductror services 
offeredrisrwithr increase sense of trustrcustomerrto the productror services offered. 
Customersrwho believes byra productror companyrwillralways use everything that is 
issuedrbyrcompanyandrproductrthe. 

In addition to variablesrtrust, variablerdaynot reallyrvery important to be noted by ar  
company because it can influence decisions Purchase. Price variable is variablerwhich is 
considered most interesting for consumers inrdeterminerdecisionrFor buy a product. 
Determination the right price can affectramount product that can be sold company. Inrpart 
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big cases, usually requestrand price is inversely proportional, ie the higher it isrprice, the 
lower requestrtoproduct 

Apart from promotions, thingsr another thing worth seeingrcompanyr for consumers 
to deciderForrbuyrinrcompanyrthe same againrisrpromotional aspect. Wrongrone way to 
introduce advantages of a productrtoraudiencergeneralrisrpromotion. With existence 
promotion consumer willr givenr descriptionror informationr about the productr Whatr  justr 
which is sold, on the sider  other promotionsr  also useful forr  interestingr  consumerr  new 
so addramount customers. Promotion hasrrolerForrgiverknow the product 
userraboutrprofitrproductrwhen used. 

PT. Bintang Agrokimia Utama isrcompany  that moves in fieldagribusiness, chemicalr 
And equipment withrhead office is located in RoadrSampali, Percut SeirSir, Deli Serdang PT. 
Bintang Agrokimia Utamarexperienced a decline in decisionr purchase, thing This due tor 
because of the problemr on customer trustrWhererproduct which willrsentrto consumers 
often not on time fromr timetablerpromised, there are also problemsrinraspectr 
pricewherechemical productsrfromrPT. Bintang Agrokimia Utama is more expensive 
compared torwithrcompany similar other things,rThisrdue to the productrchemicals for 
salerPT. Bintang Agrokimia Utama isrproduct with quality best so in markrownrquite 
expensive pricerAndrthere is problem inraspectrpromotionrWhererPT. Bintang Agrokimia 
Utama rarely doesr promotion inrsocial media or  hold events and give a cutr pricer 
considering the pricer  fromrproductr PT. Bintang Agrokimia Utama is quite expensiver so 
that thingsrThis causerdecisionrpurchaserto suffernoodlesrdecline. 
Theory of the influence of customer trust on purchasing decisions 

According to Rorie et al.(2022:366) Trustris wrong one foundationrfromr  any 
business, a transactionr business between twor splitr party or more will  happen if eacheach 
partyrtrust each other. This beliefrNorjust like that can be recognizedrbyrpartyr other or 
partnerrbusiness, but ratherrmust be builtrstartrfromrbeginningrAndrcan be proven. 

According to Karim et al.(2020:90) trust customer very influential ondecisionr  
purchase, if the customerrAlreadyrset his heart tora productrsoit's confirmed process 
purchasing decisions that willrarise, withrcreation of decisions fromrcustomers then 
willrthere is an agreementrbetween manufacturers and customer bin transactionrshopping 
online withrprice of the product that has beenrinragreertogether 
Theory of price influence on purchasing decisions 

According to RustandirAnd Sastikar (2021:2526) Consumersrwillrvery selective inr  
matterprice if the productror services that will berpurchasedrit isrneed everyday primerr 
liker food, drinks, clothes, and others. Thingsr Thisrbecomer strategy every company 
because in competition inrmarket, price offered byrcompetitors can be lowerrwith the same 
quality or even with better quality. Thing This means that inpricing, company must 
noticerability consumer Andr price level fromrits competitors. 

According to Gunarsih, et al.r (2021:70) price asramountrmarkrwhich is exchanged 
consumer For profit ownrAndruse productor services that enable companies get reasonable 
profit withrmethodrpaid for valuercustomerrWhich created by him. 
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Theory of the influence of promotion on purchasing decisions 
According to Tolan et al.(2021:361) promotion aims to prospecting someone for can 

berconsumer for products which was created so that it can encourage recognition 
productrthroughr  channelr  distributionr  which is selected withrhow to create product with 
brand easy known distributor and consumer inrvariousrplace along the channel distribution 
and series purchase. According to Sari, et al. (2023:152) if promotion sale decreasing means 
activity promotion which is conducted not yet fulfilled process requirements promotionr 
good. Along development of technology information which is in creasingly global, then 
selection of a promotion very influential against the effects or results expected. Because of 
the success a promotionr is one of them depends on the selection promotional path or tool 
chosen by a company. 
Framework 
The following arerframeworknaturalrstudyrThis: 
 

Quality of Service (X1) 

 
Price (X2) 

 
Quality of Product (X3) 

 
Figure 1. Framework of Thinking 

Research Hypothesis 
Hypothesisrin researchrThisrasrfollowing: 
H1: Trustrcustomerrinfluence on the decision Purchase at PT. Bintang AgrokimiaUtama. 
H2 : Pricerinfluentialragainst DecisionrPurchaserat PT. Bintang Agrokimia Utama. 
H3: Promotionr influential on Purchasing Decisions on PT. Bintang Agrokimia Main. 
H4 :Trust Customer, Pricerand Promotion influentialr against the DecisionrPurchaserat PT. 

Bintang Agrokimia Utama. 
 

METHODS 
Types of Research 
Types of research inrthis researchris researchrquantitative. According to Marcel De Araujo 
et al. (2021) researchruantitative is investigation systematic aboutrAphenomenon with 
gatherdata which can be measured using techniques statistics, mathematics, or computing. 
Place and Time of Research 

Studyrdone in PT. Bintang Agrokimia Main withrthe head office is located in Road 
Sampali, Percut Sei tuan, Deli Serdang Research period March 2024 – June 2024.r 
 
 

H1 

SatisfactionrCustomer (Y) 

 

H1 

H2 

H3 

H4 
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Population and Sample 
According to Abubakar (2021:58), "Populationrinrstudyr isroverallrsource data or 

subjectrstudyror sources that becomerplace will be obtained data."Populationrinr 
studyrThisr  Nor knownrbecause ofrthe number ofrconsumerrWhich dorpurchase. 
According to Rukminingsih, et al.,(2020:16),"Samplerdatarisrexamplerrealrfromrfactr 
predictable its applicability to the level of group realityrlarger ones. Sampleinrstudy 
Thisrusing the lemeshow formula, thisrThisr due to Forr know sizerfromrpopulationrwho 
does not in know Andrgetr100 samples. 
Multiple Linear Regression Analysis 

According to Sahir (2021:52), "Regressionr Multiple isrmethodranalysis consisting ofr 
more from two variables rnamely two or more variables independent and one variable 
dependent.” Equation formula Regression Multiple can be described as following: 

Y = ar+ b1X1 +b2X2 + …… + bnXn 
Information : 
Y = Dependent variable 
X1 , X2 =Independent variable 
a =  Constant (if value)rx is 0, thenrYes, rightras large as or constant) 
b1 , b2 =Coefficientrregressionr(markrincrease or decrease) 

Hypothesis Testing
 

According to Sahir (2021:53), Test partialror testrt isr  testing torcoefficientregressionr 
in a wayrpartial, forr knowr significancer partiallyr or eachvariable freerto the dependent 
variable. Criteriartestingrasrfollowing: 

a. If the valuertcount = ttable, thenrHodidapat. 
b. If the valuertcount > ttable, then Ho is rejected 

Test F 
According to Sahir (2021:53), Experimentr  Fr Thisr usedr to recognizer whether or not 

there isinfluencer  withr  simultaneous way of variablesr  freer  to the variablesr  bound. 
HypothesisrusedrinrtestingrThisris: 

a. Ho: Variables free notrhaver influencer significantr in a way together with the 
variables tied up.r 

b. Ha: Variablesr freer  haver influencersignificantrTogether The samerto the variables 
tied up.  

Adjusted R Square 
According to Santoso (2019:138), the use ofr  Rr  Square(Rr  Square) often 

causesproblem, namely that its value willralways increasing withrthere is an 
additionrvariabler freer inr  a model. ThingrThisrwillr causer bias, becauserif you want to getr 
modelr with Rrhigh, a researcherr  can withr haphazardr  addr  independent variableAndr 
markr  Rrwill increase, nordepends on whetherradditional independent variablesrit's 
relatedwith variablesr  bound or not. Therefore, many researchersr  who suggestedr  Forr 
using AdjustedrRrSquare. 
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RESULTS AND DISCUSSION 
Multiple Linear Regression Test 
Resultsrprocessingrdatarthrough analysisrregressionrmultiple linearrthat is: 

Table 1. ResultsrRegression AnalysisrMultiple Linear Coefficientsa 
 
 
Model 

Unstandardized 
Coefficients 
B Std. Error 

Standardizedr 
Coefficients 
Beta 

 
 
t 

 
 
Sig. 

1 (Constant) 19,870 3,538  5,616 0,000 
TrustrCustomer 0.333 0.162 0.193 2,052 0.043 
Price 0.213 0.062 0.314 3,434 0.001 
Promotion 0.147 0.068 0.204 2,153 0.034 

a. Dependent Variable: DecisionrPurchase 
Source: Processed datarResearcher, 2024 

Fromrtablerabove it can be formulatedrasrfollowing: 
Purchase Decision = 19,870 + 0.333 Customer Trust + 0.213 Price + 0.147r Promotion + e 

Based onrformularthen it willrexplainedrasrfollowing: 
a. The constant (α) has mark of 19,870 indicatesr  constant value, if the valuerX1 

untilrX3 is worthr0thenDecisionrPurchaserwillrremains at 19,870 
b. VariablesrTrustrCustomer (X1) hasrmarkof 0.333 so that concluded Trust Influential 

customers positive on Purchasing Decisions of 0.33. This means every upgrade Trust 
Customer  as much as 1 unit, then the decision Prchase will increased by 0.333. 

c. VariablesrPrice (X2) hasrmark of 0.213 so thatrPrice has a positive effect against 
Decision Purchase of 0.213. This means that every increase Price as much as 1 unit, 
then Decision Purchase will berin creased by 0.213.r  

d. VariablesrPromotion (X3) hasrmarkrof 0.147 so it is concludedr Promotion influential 
positive against the Decisionr Purchaser of 0.147. This means that every increase  
Promotionr by 1 unit, then Decision Purchase will increase of 0.147. 

Coefficient of Determination 
Resultsrprocessingrdatarthrough testingrcoefficient of determination, namely: 

Table 2. TestrCoefficientrDeterminantr(R2) 
Model R RrSquare Adjusted R Square Std. Error ofr ther 

Estimate 
1 .512a 0.262 0.239 4,756 

Source: Processed datarResearcher, 2024 

Fromrtableronrgetr adjusted results square by 0.239 things This canconcluded that 
trust customers, prices andrpromotionrcan affectrdecisionr purchase by 0.239 or 23.9% and 
the remaining 76.1% is influence by variablerwho does not researched inrthis research like 
Climate Company And Brand Awareness.  
Hypothesis Testing 
Simultaneous Test (F-test) 

Resultsrprocessingrdata viartestrFrthat is: 
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Tabler3.ResultsrSimultaneous Test 
Model Sumrofr 

Squares 
 
df 

 
Mean Square 

 
F 

 
Sig. 

1  Regression 
Residual 
Total 

770,112 3 256,704 11,350 .000b 
2171,278 96 22,617   
2941,390 99    

Source: Processed datarResearcher, 2024 

On tabler 3.6 above, it can be seen thatrmarkrF countr (11,350) > F table (2.70) 
andrmarkrsigof 0.000 < 0.05.rThisrconclude thatrTrustrCustomers, Pricesr 
AndrPromotioninfluentialrpositiverand significantragainst the Decisionr Purchases from PT. 
Agrochemical Star Main. 
Partial Testr(test) 

Resultsrprocessingrdata viartestrt namely: 
Table 4. ResultsrPartial Test Coefficient 

 
 
Model 

Unstandardized 
Coefficients 
B Std. Error 

Standardizedr 
Coefficients 
Beta 

 
 
t 

 
 
Sig. 

1 (Constant) 19,870 3,538  5,616 0,000 
Trustr 
Customer 

0.333 0.162 0.193 2,052 0.043 

Price 0.213 0.062 0.314 3,434 0.001 
Promotion 0.147 0.068 0.204 2,153 0.034 

a. Dependent Variable: DecisionrPurchase 

Fromrtableraboverexplainedrasrfollowing: 
a. Trustr Customer (X1) hasr markrcountr > ttable is 2.052 > 1.984 and the valuer sig of 

0.043 < 0.05 Thisr conclude thatr Trustr Customerrinfluentialr positiverAnd 
significantr  against the DecisionrPurchase onrPT. Bintang AgrokimiaUtama. 

b. Pricer(X2) hasrmarkrcountr> ttable is 3.434 > 1.984 andrmarkrsig of 0.001 <0.05. 
HalrThisrconcluderthat Pricerinfluentialrpositiverand significantrto Decision 
PurchaseronrPT. Bintang AgrochemistryMain. 

c. Promotionr(X3) has a valuercountr> ttablernamely 2. 153 > 1.984 andrmarkr sig of 
0.034<r  0.05. Halr Thisr  conclude thatr Promotionr influentialr  positiver  Andr 
significant Against DecisionrPurchase onrPT. Bintang Agrokimia Utama. 

 
CONCLUSION 

Conclusion from results tudy This is: Trust Customer influentia positive and significan againt 
the Decision Purchase on PT. Bintang Agrokimia Utama.  Price influential positive And 
significant against the Decision Purchase at PT. Bintang Agrokimia Utama. Promotion 
influential positive and significant  again the Decision Purchaser  at PT. Bintang Agrokimia 
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Utama. Trust Customers, Price and Influential promotion positive and significant against 
Decision Purchase on PT. Bintang Agrokimia Utama. 
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