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Abstract---This study's main objective was to determine the influence of advertising and sales promotion on
purchasing decisions for clothing products at Matahari Palembang Square Extension. The sample of this study was
100 respondents who came from consumers of Matahari Palembang Square Extension. In this analysis, the sampling
technique employed non-probability sampling in the form of incident sampling. Multiple regression is the analysis
methodology used. Simultaneous effects of the study indicate that advertising and sales promotion variables have a
significant effect on customer satisfaction. Partially post-exercise variables do not significantly affect purchasing
decisions for clothing products at Matahari Palembang Square Extension.
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Introduction

Business in globalization is increasingly dynamic, complex, and uncertain, providing opportunities and challenges.
Every company in the industry tries to attract (potential) consumers the attention by providing information about
products. The era of globalization has demanded a change in the old paradigm in all fields, one of which is
marketing. The increasing level of business competition and uncertainty conditions force companies to achieve a
competitive advantage to win the business competition. To achieve this, marketers must apply modern marketing
concepts that are market or customer-oriented because they are the spearhead of marketing success (Kotler, 2009;
Kotler, 2001; Kotler, 1987; Kotler & Armstrong, 2001).

One of the retail industries in Indonesia, including department stores or convenience stores, is a type of retail
business that provides a wide variety of shopping products and specialty products, including clothing, cosmetics,
accessories, household appliances, and furniture. Purchases usually made in each section are treated as a separate
buying center to be economical in terms of promotion, purchasing, service, and control. The department store retail
company in Indonesia is Matahari Department Store. Matahari Department Store is one of Indonesia's leading retail
companies that provides affordable clothing, accessories, beauty, and household products. Matahari partners with
trusted suppliers in Indonesia and abroad to provide a combination of high-quality fashion items that are acceptable
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to consumers who are aware of a product's value. Modern and spacious Matahari outlets provide a dynamic and
inspiring shopping experience that keeps consumers coming back and helps make Matahari the department store of
choice among Indonesia’s fast-growing middle class.

Matahari Palembang Square Extension has carried out various kinds of promotions through various media.
Matahari commercials through email marketing year-round, media, magazines, banners, and newspapers. Apart from
that, Matahari is also present through the Website and Instagram. Matahari always provides information through
advertising media during big holidays, Eid, and the end of the year. Various sales promotions are given by Matahari
every month, such as discounts on every product purchased. Then purchase two products for the price of one product
and provide shopping vouchers for a minimum transaction limit and award points to Matahari members, which can
later be used to spend again. If the company carries out appropriate and effective sales promotion activities,
consumers' opportunity to shop at Matahari will be greater (Laroche et al., 2003; DelVecchio et al., 2006; Aghara et
al., 2018).

The buying process is the behavior of an individual to buying and use a service in the form of products and
services that are believed to please him and his willingness to take the risks that could occur (Roglinger et al., 2012;
Setianto & Pratiwi, 2019). In reality, buyers' buying decisions are a series of a variety of structured decisions. Some
many considerations and processes need to be considered before making a purchase. Therefore, analyzing the factors
that can influence purchasing decisions is worthy of understanding dynamic consumer behavior (Haris Irzandy et al.,
2017; Maulida & Indah, 2020; Dahmiri, 2020).

Method

The scope of this research is the scope of research in the marketing management group/field. For the research carried
out to be more focused on following the phenomena and objectives to be studied, this research's scope is limited only
to the problem of advertising and sales promotion on purchasing decisions for clothing products in Palembang
Square (Peck & Childers, 2006; Zsidisin & Siferd, 2001). The research scope is limited by three main variables:
advertising, sales promotion, and buying decisions. This study was all Matahari Palembang Square Extension
Palembang consumers who purchased clothing products in the period 2020. The samples taken are expected to have
a value that can represent the population of this study. This study's sample was consumers who had shopped once at
Matahari Palembang Square Extension within one month (Calder et al., 2009; Buil et al., 2013).

Validity Test Result

The validity test is a measurement scale called valid when doing what should be done and measuring what should be
measured. If the measurement scale is invalid, then it is of no use to the researcher because it does not measure or do
what should be done.

Reliability Test

Reliability demonstrates the stability and reliability of a score. Reliability is distinct from validity since validity
focuses on the consistency issue, while the reliability issue is much more concerned with accuracy. Reliability thus
involves two main things, namely the consistency of scale and the inner accuracy of size. The accuracy of
measurement reveals the quantity to which the measurement becomes unbiased (free of error) and can thus promise
consistent measurements across time and a variety of items and instruments. The method used in this reliability test
is to use the alpha Cronbach's alpha method, where one questionnaire is considered reliable if Cronbach's alpha> 0.5.

Double Linier Analyses

Regression analysis helps to understand the impact or apparent marriage between two variables and one predictor
variable, so different regression analysis techniques have been used. In this study, the variable advertising (X1), sales
promotion (X2), and the dependent variable purchasing decisions (). The following regression equation is used by
multiple linear regression analysis:

Y=a+ bX; +b,X, +e
Where:
Y = Purchasing Decision Variable
X1 = Advertising Variable
X2 = Factor for Direct Marketing
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A =to Steady
bl = coefficient of regression
E = Mistake

Result and Discussion

Result of validity and reliability test

Table 1
Test validity (n = 30)

No Variable Item r Count r Table Note
1 Ads (X1) P1 0.462 0.367 Valid
P2 0.575 0.367 Valid

P3 0.600 0.367 Valid

P4 0.580 0.367 Valid

P5 0.764 0.367 Valid

P6 0.790 0.367 Valid

P7 0.740 0.367 Valid

P8 0.775 0.367 Valid

2 Sale PP1 0.612 0.367 Valid
Promotion PP2 0.631 0.367 Valid

(X2) PP3 0.669 0.367 Valid

PP4 0.629 0.367 Valid

PP5 0.697 0.367 Valid

PP6 0.750 0.367 Valid

PP7 0.672 0.367 Valid

PP8 0.685 0.367 Valid

3 Buyer KP1 0.745 0.367 Valid
Decision (Y) KP2 0.792 0.367 Valid

KP3 0.644 0.367 Valid

KP 4 0.705 0.367 Valid

KP 5 0.792 0.367 Valid

KP 6 0.795 0.367 Valid

KP 7 0.866 0.367 Valid

KP 8 0.816 0.367 Valid

KP 9 0.752 0.367 Valid

KP10 0.777 0,367 Valid

Source: Data created, 2021

Table 1 shows that all the indicators used to measure the variables used in this study have a correlation efficiency
that is greater than the r table. The calculated r-value is presented in the Table. These results indicate that all
indicators in this study are valid.

Table 2
Reliability test
Variable Alpha Note
ADS (X1) 0.797 Reliable
Sale Promotion (X2) 0,829 Reliable
Buyer Decision (Y) 0,918 Reliable

Source: Data created, 2021
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The reliability test results indicate that all variables have an Alpha coefficient> 0.5, which means that the items in
this research questionnaire can be said to be reliable or reliable as a means of collecting data in research.

Data Analyses

Partial Test (Uji t)
This study's t-test was used to partially determine the independent variables' effect (Advertising and Purchase
Promotion) on the dependent variable (purchasing decisions). In testing each variable based on processed data from

Table 3 below.

Table 3
Coefficient
Coefficient
. -~ Standardized
Model
Standardized Coefficients Coefficients T Sig
B Std error Beta
1 (Constant) 18.346 3.220 5.698 .000
ADS 132 .105 129  1.251 214
Promotion Sale 576 104 570  5.530 .000
a. Dependent Variable: Buying decision
Source: processed from primary data
Simultaneous test (Uji F)
Table 4
Test Results F
Anova®
Model Sum of g Mean Sig
Squares Square
Regression
Residual 2554,699 2 1276.849 38.120 .000?
Total 3249,051 97 33.495
5802.750 99

a. Predictors: (Constant), Advertising, Sales Promotion
b. Dependent Variable: Buying Decision
Source: processed from primary data

With a significance value of 0.000 (less than 0.05), the two independent variables, namely Advertising and Sales
Promotion, simultaneously influence Buyer Decisions. Based on the analysis results above, it can be concluded that
this study already has a good model.

Index of rationality

The conformity testing objective is to evaluate whether both the linear regression, the variable, and the outcome
variable have a normal distribution. The test statistic has become invalid if this assumption holds, and parametric
tests could not be used. A good regression model is to have a residual value that is typically distributed. The
characteristics of a good regression model include:
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Normal P-P Plot of Regression Standardized Residual

Dependent Variable: Keputusan Pembeli
10

Expected Cum Prob
2

Observed Cum Prob
Figure 1. Normal P-P of Regression standardized Residual

It's indeed possible to conclude from the picture above that each point or set of data is still around the horizontal axis.
This indicates that the regular model or linear regression satisfies the data normality.

Table 5
One-Sample Kolmogorov-Smirnov Test

Unstandardized

Residual
N 100
Normal Parameters*®  Mean ,0000000
Std. 5,72876093
Deviation
Most Extreme Absolute ,096
Differences Positive ,096
Negative -,057
Test Statistic ,096

Asymp. Sig. (2-tailed) ,025°¢
a. Test distribution is Normal.

b. Calculated from data.

c. Lilliefors Significance Correction.

It's also estimated that perhaps the latent relevant factor is 0.025 on the recommendations of the above equations,
which means it is higher than 0.05, which means there is a typical residual in the linear analysis regression.

Test for Multimillionaires

The multi-collinearity check aims to test how an association among predictor factors has been identified in the linear
regression (independent). There must be no connection between both the predictor factors on a successful linear
regression. By staring at the tolerance value and variables derived variable (VIF) and the effects of the analysis using
the SPSS request, the multi-collinearity test is performed. If the sensitivity price is more extensive than 0.10 or if the
VIF is much less than 10, this can be inferred that multi-collinearity is not available.

Check for Heteroskedastisity
The homoscedasticity analysis is to see if there is a variance difference from one recurrent to another test. If there is

a difference in variability from the residuals with one event to the next, a regression analysis satisfies the criteria,
which is fixed or called homoscedasticity. And use a scatter graph process, homoscedasticity can be achieved by plot
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the ZPRED value (packages depending) with SRESID (its residual value). If there is no particular trend on the chart,
such as merging, A good cure is given. Trying to narrow throughout the middle, then widening or conversely.

Study of Multiple Linear Regression

Table 6
Multiple linear regression analysis findings
Coefficient
Unstandardized Standardized
Coefficients Coefficients
Model SIy T i
ode B error Beta Sig
1 (Konstan) 18.346 3.220 5.698 .000
Post Sport
Event 132 .105 129 1.251 214
Service
Quality 576 .104 .570 5.530 .000

a. Dependent Variable: Buying Decision
Source: processed from primary data

The regression equation model that can be written from these results in the form of a standardized regression
equation is as follows:
Y =18.346 + 0.132X1 + 0.576X2

It can be seen from the above equation that perhaps the predictor variable that has a more significant influence on
buying decisions is the Sales Promotion variable with a coefficient of 0.576. Another variable, namely advertising,
also has a significant impact on purchasing decisions.

Table 7
Determination Coefficient Test Results

Model Summary

Adjusted R std. Error of the
Model R R Square Square Estimate

1 ,6632 ,440 ,429 5,78752
a. Predictors: (Constant), Advertising, Sales Promotion
Source: processed from primary data

The results of calculations can be seen using the Software SPSS 25.0 programs that the decision function (R2) is
0.440. This means that the variables of Advertising and Sales Promotion have a contribution effect of 44.0%. The
other 56.0% were influenced by other variables not examined in this study, such as place, packaging, atmosphere,
and other variables that other researchers could develop.

Discussion
The effect of advertising on the decision to buy clothing products

The research description data shows that consumers consider advertisements to have the ability to attract consumers'
attention to influence consumers to shop at Matahari. The advertising regression results have a value in the X;
variable of 0.132; therefore, it can be concluded that ads have a somewhat favorable effect on consumer purchasing
decisions in preventing some of the problems. Dependent on this quality, it can also be inferred that perhaps the
response variables X; and Dependent Y get a positive and significant effect. These results indicate that the addition
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of one advertising variable will positively impact the decision to buy clothing products at Matahari Palembang
Square. These findings are following research from (Togas et al., 2015; Poluan et al., 2016; Adhy & Herieningsih,
2019). That notes that advertisement does have a substantial positive impact on buying decisions.

The Impact of Sales Promotion on the Decision to Purchase Clothing Products

In this Sales Promotion variable, a regression value of 0.576 is obtained, which means that the effect of Sales
Promotion occurs significantly on the decision to buy clothes at Matahari. Each addition of the sales promotion
variable has a positive influence on purchasing decisions with a coefficient of 0.576, which means that if the variable
on the promotion increases, it will increase the purchasing decision. In this research, the variable has the largest
regression value, amounting to 0.576. This shows that the respondents agree that shopping at Matahari gets discounted
promos, two product purchase programs with one product, and getting shopping coupons that influence respondents to
shop at Matahari Palembang Square Extension. This result is following the research (Lontoh, 2016; Radjapati et al.,
2018). Found that sales promotions have a positive and significant effect on purchasing decisions.

Conclusions

The following hypotheses can be drawn based on the findings of analysis and discussion as follows:

1) From the results shown, the Advertising (X1) and Sales Promotion (X2) variables simultaneously have a
positive and significant effect on the purchasing decision variable (Y) of clothing products at Matahari
Palembang Square Extension.

2) From the results shown, the advertising variable (X1) partially has a significant positive effect on the variable
purchasing decision variable (Y) clothing products at Matahari Palembang Square Extension.

3) From the results shown, the Sales Promotion variable (X2) partially has a significant positive effect on the
variable purchasing decision variable (Y) for clothing products at Matahari Palembang Square Extension.

4) The variable that has the largest contribution in influencing the decision to purchase clothing products at
Matahari is the X2 sales promotion variable, which can be seen from the results of SPSS 25.

From the conclusions of the research results that have been obtained, the authors provide some suggestions as
follows:

1) Simultaneously, sales promotion and advertising can influence the purchasing decisions of clothing products
at Matahari, so this strategy should be maintained and further improved. The influence of advertising and
sales promotions can influence consumer purchasing decisions to shop at Matahari.

2) From this research, it is found that the most dominant variable is the Sales Promotion variable. It is hoped that
Matahari can maximize this promotion strategy because sales promotion is an essential factor for consumers
to shop at Matahari Palembang Square Extension.

3) For further researchers interested in researching this research, it can be recommended to expand the research
sample or add indicators in the variable dimensions in this study.
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