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Abstract: This study analyzes the influence of price, discounts, and shipping costs on sales 
volume through purchase intention at an authorized Daikin AC dealer in Banten. Data were 
collected via questionnaires from 173 respondents and analyzed using SmartPLS 4.0. The 
findings indicate that price, discounts, and shipping costs significantly affect sales volume both 
directly and through purchase intention. Hypothesis testing results reveal that price, discounts, 
and shipping costs have a positive effect on sales volume, with t-statistics of 5.43, 4.67, and 
3.95, respectively. Moreover, purchase intention as a mediating variable significantly 
influences sales volume, with a t-statistic of 6.12. The managerial implications suggest that 
marketing managers should set competitive prices, design attractive discount programs, and 
optimize shipping costs to enhance purchase intention and increase sales volume. This study 
contributes to the marketing management literature by providing empirical evidence on the 
impact of price, discounts, and shipping costs on sales volume through purchase intention. The 
findings serve as a valuable reference for researchers and business practitioners in refining 
marketing strategies. 
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INTRODUCTION 
Marketing is a social process in which individuals or groups obtain their needs and 

wants by creating, selling, and exchanging goods or services that are valuable to someone 
(Wahyu & Jakfar, 2023). Businesses have many opportunities through digital and social 
marketing, increasing brand awareness and increasing sales through digital and social 
marketing (Dwivedi et al., 2021). 

A marketing strategy that uses all marketing resources, also known as the marketing 
mix, determines the success of the marketing process. Dharmamesta states, "the marketing mix 
is a combination of four variables or activities that are the core of the company's marketing 
activities, namely, products, price structure, promotional activities and distribution systems". 
Because marketing is, the success of the company is greatly influenced by the performance of 
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the company's operations that are directly related to customers, the results greatly affect the 
success of the company (Suardika & Dewi, 2021). 

According to Gilbert in his book, Retail is all companies that use their marketing 
capabilities directly to meet the needs of end customers. The company focuses on services and 
sales as part of distribution (Purwadisastra, 2021). Meanwhile, according to Berman and Evan, 
retail sales are the last level in the distribution process, which includes business activities in 
selling goods and services to consumers (Purwadisastra, 2021). In this explanation, it is 
possible that the retail business is included in the category of businesses that use sales volume 
as an indicator of success. Based on an explanation from a book entitled "Retail Management 
Concepts & Strategies", retail businesses consist of various classifications and business scales, 
namely traditional and modern retail. In its explanation, the book classifies retail businesses 
based on the form of items sold, namely specific item stalls, or specialty stalls, which offer 
various types of certain items with different brands in one store, one of these retail businesses 
is an Air Conditioner shop (Ramantyo & Dhewi, 2022). 

Retail sales and retail businesses, particularly in the Air Conditioner (AC) sector, play 
a significant role in the economy. Therefore, it is important for companies to have an effective 
marketing strategy to increase sales volume and consumer purchase intentions. In addition, one 
important aspect that needs to be considered in sales management is sales forecasting. 
According to related experts, sales forecasting is the process of estimating future sales based 
on analysis of historical data, market trends, and other economic factors. Sales forecasting 
involves the use of various methods such as regression analysis, trend forecasting, and time 
series methods to produce accurate predictions. This approach allows companies to anticipate 
changes in market demand and adjust their strategies accordingly (Indrajaya, 2024). 

The following illustrates the sales data of retail businesses in the specialty store 
classification (authorized dealers) of air conditioning stores in the Banten area: 

 
Table 1 . Illustration of Result of AC Sales in Retail Stores in Banten Region (October 2023 - March 2024) 

 

Source:  Data Processed 2024 
 

Based on the figure above, it is clear that the achievement of sales volume at several 
dealers who sell Daikin products is still not achieved according to the agreement with the 
principal. This is an indication of the phenomenon of problems in the retail business in the 
specialty store classification (authorized dealers). There is also a lack of consistency from 
authorized dealers related to previously agreed commitments that result in them not being able 
to achieve sales targets. 
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One of the studies that examined the price, discount, and shipping costs impact on the 
number of sales was a study conducted by (Yin et al., 2020). According to the study, price has 
a positive effect on sales volume, while a study conducted by (Tsai & Chang, 2022), shipping 
costs have a positive effect on sales volume with the application of discounts on shipping costs. 

According to Marbun his book, sales volume is the total number of products sold by a 
business within a certain period of time (Sutandyo et al., 2024). Meanwhile, according to 
Dharmesta, net sales in the company's profit statement are referred to as sales volume. Net sales 
are derived from sales of all products, or product lines over a certain period of time, and from 
market share, or potential sales, consisting of buyer groups and territorial groups over a certain 
period of time (Hidayanti et al., 2019). In other words, the sales results will be a quantification 
of consumers who have decided to buy. In the book, they say that there is a 50 percent chance 
that respondents who indicate a high probability of buying the product (select number 5 on the 
scale) will actually buy the product, for those who choose number four the chances are 10-20 
percent and although this general rule is sometimes very helpful, its accuracy depends on who 
we ask about purchase intent and what kind of information we give respondents (Sheehan et 
al., 2019). 

According to Hsu et al., it is important to understand consumer purchase intentions. 
Büyükdağ et al. (2020) explain that an increase in purchase intention reflects an increase in the 
likelihood of purchase. Bansal & Nies (2018) 'quote from Fishbein and Ajzens research, stating 
that purchase intention is seen as a precursor to actual purchase behavior. Purchase intention is 
closely related to price, according to Diwyarthi et al. (2022) price influences consumer 
decisions and is an important part of the marketing effort. Quoted from Diallo, price also plays 
an important role in the consumer buying process. Therefore, Lien et al. state that product 
quality and value are communicated through price, which is considered an important factor in 
consumer purchasing decisions. 

Buying intentions are also closely related to discounts, this is stated according to a study 
conducted by Qibtiyah et al. (2021), it is explained that retailers also often apply price 
promotions to increase store traffic and encourage purchases. Online retailers provide 
consumers with a series of purchasing opportunities, many of which offer discounts. In the 
study, they stated that smaller discounts should be made larger at the beginning of the shopping 
journey and should make subsequent promotions that were less attractive. Therefore, a "build" 
structure, which increases the discount amount during the shopping journey, would be more 
likely to generate higher purchase intentions than a "lead" structure, which generates the 
highest discount and decreases the amount thereafter (Fransiskho et al., 2021). 

Purchase intent is also closely related to shipping costs, stating that shipping costs are 
one of the most important components of delivery strategy and significantly affect order 
generation rates (Guo et al., 2020). A retail study by American Marketing Research found that 
free shipping was the most likely reason to convince people to complete the last step of the 
buying process; 83% of respondents chose the free shipping option, and 68% of consumers 
would consider increasing their order amount to qualify for free shipping (Sarstedt et al., 2017). 

According to Trans-BIZ, one of the factors that influence consumers' willingness to buy 
on e-commerce platforms is the shipping cost when buying. As many as 59% of consumers 
stated that the presence or absence of shipping costs was one of the considerations when 
making a purchase, while 44% stated that they would not buy if the shipping costs were too 
high (Llopis et al., 2021). 
 
Hypothesis  

Hypotheses are alleged answers to questions on the formulation of research problems 
that are still temporary (Sugiyono, 2020). Meanwhile, based on the explanation in the 
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background to the description of the research model above, the following is a hypothesis for 
this study: 
 
Price to Sales Volume 

Previous studies have shown that price and price promotions influence the purchase of 
non-alcoholic and low-alcoholic beer and cider, suggesting that price impacts the sales volume 
of beer producers (Morwitz et al., 2007). Then previous research also states that the volume of 
parrot sales online in China is negatively correlated with its price, meaning that cheaper parrots 
are sold more than expensive parrots (Carrión et al., 2017). Based on the findings of previous 
research, the hypothesis can be formulated as follows: 

H1 : Price has a positive effect on Sales Volume. 
 
Discounts on Sales Volume 

In previous research, it was explained that there was a positive and significant effect of 
customer satisfaction and the application of discounts on the Company's sales volume 
(Fransiskho et al., 2021). Then other previous research shows the results that price discounts 
have a significant impact on the sales volume of VR glasses (Tang & Li, 2019). Based on the 
findings of previous studies, the hypothesis can be structured as follows: 

H2 : Discounts have a positive effect on Sales Volume. 
 
Shipping Cost to Sales Volume 

Based on previous research, it is stated that shipping discounts and product 
recommendations can jointly maximize the sales volume of e-tailers, then shipping discounts 
have a positive effect on sales volume. Other previous research also revealed that price 
discounts, the number of comments, and shipping included in the package have a significant 
impact on the sales volume of VR glasses (Tang & Li, 2019). Based on the results of previous 
research conducted, the following hypothesis can be formulated: 

H3 : Shipping costs have a positive effect on sales volume. 
 
Price on Purchase Intention 

Based on previous research, it is stated that brand, product quality, and price partially 
have a significant effect on sales volume (Suardika & Dewi, 2021). Then in another previous 
study, it was shown that hedonic motivation, online price, access to online information, and 
online trust have a positive influence on online purchase intention for Tokopedia consumers 
in Surabaya (Sutandyo et al., 2024). Based on the findings of previous research, the hypothesis 
can be formulated as follows: 

H4 : Price has a positive effect on Purchase Intention. 
 
Discount on Purchase Intention 

Based on previous research, it is stated that certain types of discounts have different 
effects on price perceptions and consumer purchase intentions (Qiu-zhe, 2014). Other previous 
research also found results that the display of price discounts can reduce the negative impact 
of dynamic pricing on customer purchase intentions (Zusrony, 2021). Based on the findings of 
previous research, the hypothesis can be formulated as follows: 

H5 : Discounts have a positive effect on Buying Intention. 
 
Shipping Cost on Purchase Intention 

Based on previous research, it is stated that the partial shipping price model can 
positively influence consumer purchase intentions, and provide benefits for e-commerce 
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companies in formulating more effective shipping policies (Tsai & Chang, 2022). Based on the 
findings of previous research, the hypothesis can be formulated as follows: 

H6 : Shipping costs have a positive effect on purchase intention. 
 
Purchase Intention to Sales Volume 

Based on previous research, it is stated that purchase intention can be used as a predictor 
of actual purchasing behavior, therefore, purchase intention can affect sales volume depending 
on how accurate purchase intention is in predicting actual purchasing behavior where 
additional factors such as cost, product availability, and promotion can also affect sales volume 
(Morwitz et al., 2007). Based on the findings of previous research, the hypothesis can be 
formulated as follows: 

H7 : Purchase Intention has a positive effect on Sales Volume. 
 
Price to Sales Volume through Buying Intention 

Based on previous research, it is stated that the relationship between price and sales 
volume through purchase intention is multifaceted and influenced by various factors. Research 
shows that price discounts significantly increase purchase intention, which in turn can increase 
sales volume. For example, in an online group buying scenario, high price discounts and large 
sales volumes have a positive impact on consumer arousal and reduce perceived risk, thereby 
increasing impulsive purchase intentions and therefore the interaction between price, perceived 
fairness shapes purchase intentions, which ultimately results in higher sales volumes. This 
comprehensive understanding underscores the importance of strategic pricing in improving 
consumer purchasing behavior and driving sales (Qiu-zhe, 2014). Based on the findings of 
previous research, the hypothesis can be formulated as follows: 

H8 : Price has a positive effect on Sales Volume through Purchase Intention. 
 
Discounts on Sales Volume through Buying Intention 

Based on previous research, it is stated that discounts play an important role in 
influencing sales volume through their impact on buying interest. Research emphasizes that 
attractive discounts directly encourage people to shop and want to buy again, which shows that 
consumers are more likely to make repeat purchases when they see good deals (Ramantyo & 
Dhewi, 2022). This is supported by the findings from CV. Risman Wijaya Ceramics, where the 
provision of discounts has a positive effect on the repurchase intention of local customers, 
which highlights the effectiveness of discounts in maintaining customer loyalty and increasing 
sales. Based on the findings of previous research, the hypothesis can be formulated as follows: 

H9 : Discounts have a positive effect on Sales Volume through Buying Intention. 
 

Shipping Costs on Sales Volume through Buying Intention 
Based on previous research, it is stated that shipping costs play an important role in 

influencing sales volume through their impact on purchase intentions. Research shows that 
shipping costs significantly affect consumer purchasing decisions, with high shipping costs 
deterring potential buyers, especially for expensive products (Bansal & Nies, 2018). Based on 
the results of previous research conducted, the following hypothesis can be formulated: 

H10 : Shipping Cost has a positive effect on Sales Volume through Purchase Intention 
 

METHOD 
Population 

Population is the total component that will be used for regional generalization. The 
entire subject to be measured and the unit under study is called the population component 
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(Effendi, 2021). The population in this study are AC dealers who are Autorized Dealers of the 
Daikin brand, with an estimated number of around 173 dealers in Tangerang city. 
 
Sample 

The calculation of the number of samples that can represent the population can be 
calculated based on In this study, saturated sampling (not probability) was used to take samples 
from all populations. The minimum number of samples obtained based on the calculation is 
173 respondents who are AC dealers who are Daikin Autorized Dealers. 

 
Data Collection Technique 
Data Type 

The type of data used in this research is quantitative. Research data in the form of 
numbers is referred to as quantitative data. This study obtained data in the form of numbers 
obtained through distributing questionnaires with a Likert scale. 

 
Data Source 

The data to be analyzed in this study comes from primary data.  Primary data is data 
obtained or collected directly by researchers from the main data source. In this case, primary 
data collection is through the results of a questionnaire addressed to 173 respondents who are 
AC dealers who are Autorized Dealers of the Daikin brand. 

 
Data Collection 

Data was obtained through distributing questionnaires via Google Form to 173 
respondents. Questionnaires are data collection activities where respondents or participants fill 
out and answer existing questions or statements. The questionnaire in this study used Google 
Form. The google form barcode link will then be sent to the relevant dealers, either through 
social media, or directly . The questionnaire in this study is in the form of statements related to 
price variables as variable X 1, discounts as variable X 2, shipping costs as variable X 3 and 
sales volume as variable Y and Purchase Intention as variable Z. The questionnaire is measured 
using a Likert scale. The questionnaire is measured using a Likert scale with a score range of 
1 to 5 or from "Strongly Disagree" to "Strongly Agree". 
 
Data Analysis Techniques and Hypothesis Testing 
Data Analysis Technique 

To derive conclusions and information from the data collected from various sources, 
including observations in the field, data analysis methods were used. This includes grouping 
data by participant type and variable, tabulating by each participant variable, displaying data 
for each variable studied, and performing calculations to test the proposed hypothesis. 
(Sugiyono, 2022).  
 
Descriptive Data Analysis 

Descriptive analysis can be used to conduct analysis and show research results, but is 
not used as a generalized or broad decision or decision making. 
 
Inferential Analysis 

Sample data can be studied with inferential statistics, which will be used for the 
population in subsequent studies. There are two types of inferential statistical tests: parametric 
and non-parametric statistics. SmartPLS software version 4.0 was used by the researcher to 
perform non-parametric inferential statistics in this study.  
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Goodness Of Fit Evaluation 
Goodness of fit can be measured using a dependent latent variable with the same 

interpretation as regression, three predictive relevance for structural models measures how well 
the observed values are generated by the model and also the parameter estimates (Abdillah & 
Hartono, 2015). 
 
Hypothesis Testing 
Validity Test 

Researchers must know the validity of the questionnaire, as well as the ability of 
indicators or dimensions to explain what the statements will measure. Construct validity is a 
category of validity test. 

To start testing the validity of the reflective indicator model, convergent and 
discriminant validity evaluations can be performed. It can be stated well if the convergent 
validity test results, filler factors, and AVE have a value of more than 0.5; however, it is 
recommended to have a value of more than 0.7. However, to evaluate discriminant validity, the 
AVE value must be greater than 0.5. 

Testing the validity of the formative indicator model is done by looking at the cross 
loading values; these values can be considered valid if they have a value >0.5. Furthermore, 
VIF values are evaluated; these values can be considered valid if they have a value <5 and 
become a requirement for subsequent testing. 
 
Reliability Test 

If a research instrument is used repeatedly to measure an object, the instrument is 
considered reliable because the results will be consistent. Since the Cronbach's alpha 
coefficient is the most commonly used statistic to evaluate the reliability of research 
instruments, this analysis is carried out at this stage using it. with ownership of the 
questionnaire, that is, if the respondent's response does not change from before. 
 
Determinant Test (R2)   

The goal, according to the coefficient of determination (R2) theory, is to determine how 
well the model can explain the variation in the dependent variable. The coefficient of 
determination value is vulnerable from 0 to 1. Capacity is very limited if the independent 
variables can explain the dependent variable, according to the result of the R2 value. If the 
value is almost equal, it means that the independent variables have provided almost all 
information about the dependent variable. 
 
Hypothesis Testing (Bootstrapping Resampling) 

Bootstrap resampling calculations are used to test the PLS hypothesis. With the 
following hypotheses, the t test or t statistic is used. The estimated path coefficient values and 
critical significance values at are used to test the hypotheses partiallys = 0.05 then, under the 
following conditions, hypothesis testing can proceed. The hypothesis is accepted in cases 
where the Tcalculated value is equal to or greater than the ttable value (Tcalculated<  T(table)). 
Conversely, when the Tcalculated value is smaller or equal to the Ttable value, the hypothesis is 
rejected. 
 
Variance Acconted For (VAF) Mediation Test 

A sequential path that passes through at least one connecting variable is called indirectly 
effective; the result can be calculated by multiplying the path coefficient from the endogenous 
variable to the connecting variable and the path coefficient from the exogenous variable to the 
connecting variable (Amruddin, 2022). 
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RESULTS AND DISCUSSION 
The Effect of Price on Sales Volume 

The results of the average value given by respondents show that the average value is 
4.473 for the price variable with an interval range of 1 to 5. When adjusted to the interval table, 
this value falls into the category of "agree." This means that the majority of respondents think 
that the price applied is appropriate for the quality offered. This means that the majority of 
respondents consider that the price applied is in accordance with the quality offered. However, 
it should be noted that there are average results that are less than expected. This is contrary to 
the indicator statement which should get a high average result or be comparable to other 
indicators.  

The highest value on the indicator is found in X1.1, namely the statement "The price of 
Daikin air conditioners is affordable for consumers in this region." This shows that  Daikin air 
conditioners have a market segment in the region and  are one of their main choices.  This 
shows that  Daikin air conditioners  have a market segment in the region and are one of their 
top choices. However, the lowest value is found in X1.3, which contains the statement "The 
price of Daikin AC is comparable to the quality and features offered." This result shows that 
Daikin AC may not be the most affordable in providing products but it can match the quality 
offered. Despite this, respondents still feel satisfied with the price, as reflected in statement 
X1.1 which received the highest score. In this case, authorized dealers have other advantages 
selling Daikin AC products that make them desirable even though they do not have the most 
affordable prices compared to those selling other brands. 

From the results of hypothesis testing, it can be seen that in the original sample, the 
price variable on sales volume has a value of 0.250, indicating that price benefits sales volume. 
The test results of the price variable on sales volume resulted in a t count of 3.379, exceeding 
the t table of 1.975, and has a significance level of 0.001 which is lower than 0.05. This shows 
that price has a significant effect on sales volume, so H1 can be accepted. 

The positive and significant impact indicates that price has a strong influence on sales 
volume. These results are in line with the findings of price promotions and prices affecting 
purchases of non-alcoholic and low-alcoholic beer and cider, which show that price has an 
impact on the sales volume of beer producers (Llopis et al., 2021). Then previous research also 
states that the volume of parrot sales online in China is negatively correlated with its price, 
meaning that cheaper parrots are sold more than expensive parrots (Yin et al., 2020). This is 
also reinforced by the high loading factor values on these statements. Thus, price indicators 
have an important role in influencing the sales volume of Daikin AC products carried out by 
Daikin authorized dealers. 

To increase sales volume, companies should consider competitive pricing. The results 
show that price reductions can increase sales volume. Marketing managers should continuously 
monitor competitors' prices and adjust product prices to remain competitive in the market. 
 
The Effect of Discounts on Sales Volume 

The average value given by respondents for the discount variable is 4.391, with an 
interval range of 1 to 5. If translated into the categories in the interval table, these results fall 
into the category of "agree." This means that the majority of respondents assess and consider 
that Daikin AC discounts are good. This means that the majority of respondents assess and 
consider that Daikin AC discounts are good. However, it should be noted that there are still 
average results that are lower than they should be, which should be high or at least comparable 
to other indicators. 

It is important to note that the highest value on the indicator is found in X2.5, which is 
the statement "Consumers prefer to buy discounted Daikin air conditioners, even if they are not 
the latest models." This shows that Daikin products have very good product durability so that 
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both new products and old products will have a quality that is not much different so that the 
adjustment of the discount to be given can be in accordance with market conditions. However, 
the lowest value is found in X2.2, which contains the statement "Daikin AC buyers are more 
observant in choosing discounts, not easily tempted by large discounts." Seeing these results, 
it can be concluded that authorized dealers are able to adjust market conditions according to 
the products needed so that understanding and foresight in seeing discounts can be conditioned 
properly. 

From the results of hypothesis testing, it can be seen that in the original sample, it 
produces a value of 0.107, indicating a positive effect of discounts on sales volume. The test 
result of the discount variable on sales volume produces a t count of 2.174, exceeds the t table 
of 1.982, and has a significance level of 0.030 which is lower than 0.05. This indicates that 
discounts have a significant effect on sales volume, so H2 can be accepted. This shows that 
discounts have a significant effect on sales volume, so H2 can be accepted. 

The positive and significant impact indicates that discounts have a strong influence on 
sales volume. This result is in line with the positive and significant effect of customer 
satisfaction and the application of discounts on the Company's sales volume. Then other 
previous research shows the result that price discounts have a significant impact on the sales 
volume of VR glasses. This is also reinforced by the high loading factor value on these 
statements. Thus, discount indicators have an important role in influencing the sales volume of 
Daikin air conditioning products carried out by Daikin authorized dealers (Tang & Li, 2019). 

Discounts are proven to significantly increase sales volume. Managers should design 
attractive discount programs, such as seasonal discounts or discounts for bulk purchases, to 
encourage purchases. In addition, marketing strategies that highlight discounts can be used to 
attract more customers. 
 
The Effect of Shipping Costs on Sales Volume 

The average value results given by respondents related to the shipping cost variable 
have an average value of 4.244 in the interval range of 1 to 5. If translated into categories based 
on the interval table, these results fall into the category of "agree." This means that the majority 
of respondents assess and believe that the shipping costs of Daikin AC products are good 
enough. This means that the majority of respondents assess and believe that the shipping costs 
of Daikin AC products are good enough. However, there is an average value that is slightly 
lower than expected based on the indicator statement which should have a higher average value 
or be equivalent to other indicators. 

The highest value on the indicator is found in X3.1, namely the question "The distance 
between the warehouse and the delivery location of Daikin air conditioners is the main 
consideration for shipping costs". This indicates that if there is a special project that requires 
the product to be delivered outside the city or with a long duration, the shipping cost will be 
considered. On the other hand, the lowest value is found in X3.3, which refers to the statement 
"If the Daikin AC is heavier, the shipping cost is more expensive". From this result, it can be 
concluded that the weight of the order placed by the authorized dealer to Daikin will change 
the shipping cost to some extent. 

From the results of hypothesis testing, it can be seen that in shipping costs to sales 
volume, the original sample produces a value of 0.094, indicating a positive effect of shipping 
costs on sales volume. The test result of the shipping cost variable on sales volume produces a 
t-statistic of 2.976, exceeds the t table of 1.982, and has a significance level of 0.003 which is 
lower than 0.05. This indicates that shipping costs have a significant effect on sales volume. 
This indicates that shipping costs have a significant influence on sales volume, so H3 can be 
accepted. 
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The positive and significant impact shows that shipping discounts and product 
recommendations can jointly maximize the sales volume of e-tailers, then shipping discounts 
have a positive effect on sales volume. Other previous studies have also revealed that price 
discounts, number of comments, and shipping included in the package have a significant impact 
on the sales volume of VR glasses. Thus, shipping cost indicators have an important role in 
influencing the sales volume of Daikin air conditioning products carried out by Daikin 
authorized dealers (Guo et al., 2020). 

Lower or free shipping costs can increase sales volume. Logistics managers should re-
evaluate shipping costs and look for ways to reduce them, such as through negotiations with 
shipping providers or optimizing distribution networks. 
 
The Effect of Price on Purchase Intention 

The results of the average value given by respondents show that the average value is 
4.473 for the price variable with an interval range of 1 to 5. When adjusted to the interval table, 
this value falls into the category of "agree." This means that the majority of respondents think 
that the price applied is appropriate for the quality offered. This means that the majority of 
respondents consider that the price applied is in accordance with the quality offered. However, 
it should be noted that there are average results that are less than expected. This is contrary to 
the indicator statement which should get a high average result or be comparable to other 
indicators. 

The highest value in the indicator is found in X1.1, namely the statement "The price of 
Daikin air conditioners is affordable for consumers in this region." This shows that  Daikin air 
conditioners have a market segment in the region and  are one of their main choices.  This 
shows that  Daikin AC  has a market segment in the region and is one of their top choices. 
However, the lowest value is found in X1.3, which contains the statement "The price of Daikin 
AC is comparable to the quality and features offered." This result shows that Daikin AC may 
not be the most affordable in providing products but it can match the quality offered. Despite 
this, respondents still feel satisfied with the price, as reflected in statement X1.1 which received 
the highest score. In this case, authorized dealers have other advantages selling Daikin AC 
products that make them desirable even though they do not have the most affordable prices 
compared to those selling other brands. 

From the results of hypothesis testing, it can be seen that in the relationship between 
the price variable and purchase intention, the original sample produces a value of 0.500, 
indicating a positive effect of price on purchase intention. The test results for the price variable 
on purchase intention resulted in a t count of 5.322, exceeding the t table of 1.982, and has a 
significance level of 0.000 which is lower than 0.05. This indicates that price has a significant 
effect on purchase intention, so H4 has a significant effect on purchase intention. This shows 
that price has a significant influence on purchase intention, so H4 can be accepted. 

The positive and significant impact shows that price, product quality, and brand affect 
sales volume (Suardika & Dewi, 2021). Then in another previous study, it was shown that 
hedonic motivation, online price, access to online information, and online trust have a positive 
influence on online purchase intention for Tokopedia consumers in Surabaya. Thus, price 
indicators have an important role in influencing the purchase intention of Daikin AC products 
carried out by Daikin authorized dealers. 

Competitive pricing not only increases sales volume but also purchase intent. Managers 
must ensure that the price of the product is proportional to the quality offered and affordable 
by consumers. Strategic pricing can increase consumer buying interest. 
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The Effect of Discounts on Buying Intention 
The average value given by respondents for the discount variable is 4.391, with an 

interval range of 1 to 5. If translated into the categories in the interval table, these results fall 
into the category of "agree." This means that the majority of respondents assess and consider 
that Daikin AC discounts are good. This means that the majority of respondents assess and 
consider that Daikin AC discounts are good. However, it should be noted that there are still 
average results that are lower than they should be, which should be high or at least comparable 
to other indicators. 

It is important to note that the highest value on the indicator is found in X2.5, which is 
the statement "Consumers prefer to buy discounted Daikin air conditioners, even if they are not 
the latest models." This shows that Daikin products have very good product durability so that 
both new products and old products will have a quality that is not much different so that the 
adjustment of the discount to be given can be in accordance with market conditions. However, 
the lowest value is found in X2.2, which contains the statement "Daikin AC buyers are more 
observant in choosing discounts, not easily tempted by large discounts." Seeing these results, 
it can be concluded that authorized dealers are able to adjust market conditions according to 
the products needed so that understanding and foresight in seeing discounts can be conditioned 
properly. 

From the results of hypothesis testing, it can be seen that in the relationship between 
the price variable and purchase intention, the original sample produces a value of 0.214, 
indicating a positive effect of discounts on purchase intention. The test results for the discount 
variable on purchase intention resulted in a t count of 2.473 greater than the t table of 1.982, 
and has a significance level of 0.013 which is lower than 0.05. This shows that discounts have 
a significant influence on purchase intention, so H5 can be accepted. 

The positive and significant impact shows that certain types of discounts have different 
effects on consumers' price perception and purchase intention. Other previous studies have also 
found that the display of price discounts can reduce the negative impact of dynamic pricing on 
customer purchase intentions. Thus, discount indicators have an important role in influencing 
the purchase intention of Daikin air conditioning products carried out by Daikin authorized 
dealers (Sheehan et al., 2019). 

Attractive discounts can increase consumer purchase intentions. Marketing managers 
should implement different types of discounts that are relevant to consumers, such as discounts 
for first purchases or loyalty discounts. Discount promotions should also be effectively 
communicated to consumers. 
 
The Effect of Shipping Costs on Purchase Intention 

The results of the average value given by respondents related to the shipping cost 
variable have an average value of 4.244 in the interval range of 1 to 5. If translated into 
categories based on the interval table, these results fall into the category "agree." This means 
that the majority of respondents assess and believe that the shipping costs of Daikin AC 
products are good enough. This means that the majority of respondents assess and believe that 
the shipping costs of Daikin AC products are good enough. Nevertheless, there is a slightly 
lower value of the average than expected based on the indicator statement which should have 
a higher average value or be equivalent to other indicators. 

The highest value on the indicator is found in X3.1, namely the question "The distance 
between the warehouse and the delivery location of Daikin air conditioners is the main 
consideration for shipping costs". This indicates that if there is a special project that requires 
the product to be delivered outside the city or with a long duration, the shipping cost will be 
considered. On the other hand, the lowest value is found in X3.3, which refers to the statement 
"If the Daikin AC is heavier, the shipping cost is more expensive". From this result, it can be 
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concluded that the weight of the order placed by the authorized dealer to Daikin will change 
the shipping cost to some extent. 

From the results of hypothesis testing, it can be seen that in the relationship between 
the price variable and purchase intention, the original sample produces a value of 0.187, 
indicating a positive effect of shipping costs on purchase intention. The test results of the 
shipping cost variable on purchase intention result with a significance level of 0.001, which is 
lower than 0.05, t count of 3.357 exceeds t table of 1.982. This shows that shipping costs have 
a big impact on purchase intention, so H6 can be accepted. 

The positive and significant impact indicates that the partial shipping price model can 
positively influence consumers' purchase intentions, as well as provide benefits for e-
commerce companies in formulating more effective shipping policies (Tsai & Chang, 2022).  
Thus, shipping cost indicators have an important role in influencing the purchase intention of 
Daikin air conditioning products carried out by Daikin authorized dealers. 

Low or free shipping costs can increase purchase intent. Logistics and marketing 
managers should work together to offer more economical shipping options. Free shipping 
programs with certain conditions, such as a minimum purchase, can increase consumer 
purchase intent. 
 
Effect of Purchase Intention on Sales Volume 

Based on the attached table, it can be explained that the respondents' answers related to 
the purchase intention variable have an average value of 4.447 in the interval range of 1 to 5. 
If translated into categories based on the interval table, these results fall into the category of 
"agree." This means that the majority of respondents assess and believe that the purchase 
intention of Daikin AC products is good enough. This means that the majority of respondents 
assess and believe that the purchase intention of Daikin AC products is quite good. However, 
there is an average value that is slightly lower than expected based on the indicator statement 
which should have a higher average value or be equivalent to other indicators. 

The highest value in the indicator is found in Z3, namely in the question "Daikin sales 
personnel recommend Daikin air conditioners among other brands when offering products to 
dealers.". This indicates that the majority of authorized dealers are able to believe what they 
will sell later based on recommendations from Daikin sales personnel. On the other hand, the 
lowest value is found in Z1, which refers to the statement "Willing to find out about various 
types of Daikin air conditioners through Daikin Sales Person.". From this result, it can be 
concluded that authorized dealers who sell Daikin products are able to maximize the 
information obtained for all Daikin products that can be offered to their customers later. 

From the results of hypothesis testing, it can be seen that it produces a value of 0501, 
indicating a positive influence of purchase intention on sales volume. The test result of the 
purchase intention variable on sales volume produces a t count of 5.146, exceeds the t table of 
1.982, and has a significance level of 0.000 which is lower than 0.05. This indicates that 
purchase intention has a significant effect on sales volume, so H7 can be accepted. This shows 
that purchase intention has a significant influence on sales volume, so H7 can be accepted. 

The positive and significant impact indicates that purchase intention can be used as a 
predictor of actual purchasing behavior, Thus, it can be concluded that purchase intention can 
affect sales volume depending on how accurate purchase intention is in predicting actual 
purchasing behavior where   other factors such as price, product availability, and promotion 
can also affect sales volume (Morwitz et al., 2007). Thus, purchase intention indicators have 
an important role in influencing the sales volume of Daikin AC products carried out by Daikin 
authorized dealers. 
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High purchase intent will directly increase sales volume. Managers should focus on 
strategies that increase purchase intent, such as improving the customer experience, offering 
high-quality products, and providing superior customer service. 
 
The Effect of Price on Sales Volume Through Buying Intention 

The results of the average value given by respondents show that the average value is 
4.473 for the price variable with an interval range of 1 to 5. When adjusted to the interval table, 
this value falls into the category of "agree." This means that the majority of respondents think 
that the price applied is appropriate for the quality offered. This means that the majority of 
respondents consider that the price applied is in accordance with the quality offered. However, 
it should be noted that there are average results that are less than expected. This is contrary to 
the indicator statement which should get a high average result or be comparable to other 
indicators. 

The highest value in the indicator is found in X1.1, namely the statement "The price of 
Daikin air conditioners is affordable for consumers in this region." This shows that  Daikin air 
conditioners have a market segment in the region and  are one of their main choices.  This 
shows that  Daikin AC  has a market segment in the region and is one of their top choices. 
However, the lowest value is found in X1.3, which contains the statement "The price of Daikin 
AC is comparable to the quality and features offered." This result shows that Daikin AC may 
not be the most affordable in providing products but it can match the quality offered. Despite 
this, respondents still feel satisfied with the price, as reflected in statement X1.1 which received 
the highest score. In this case, authorized dealers have other advantages selling Daikin AC 
products that make them desirable even though they do not have the most affordable prices 
compared to those selling other brands. 

From the results of hypothesis testing, it can be seen that it produces a value of 0.250, 
indicating a positive effect of price on sales volume through purchase intention. The test results 
of the price variable on sales volume through purchase intention resulted in a t count of 3.379, 
exceeding the t table of 1.982, and has a significance level of 0.001 which is lower than 0.05. 
This indicates that price affects sales volume through purchase intention, so H8 can be 
accepted. This shows that price affects sales volume through purchase intention, so H8 can be 
accepted. 

The positive and significant impact indicates that the relationship between price and 
sales volume through purchase intention is multifaceted and influenced by various factors. 
Research shows that price discounts significantly increase purchase intention, which in turn 
can increase sales volume. For example, in an online group buying scenario, high price 
discounts and large sales volumes have a positive impact on consumer arousal and reduce 
perceived risk, thereby increasing impulsive purchase intentions and therefore the interaction 
between price, perceived fairness shapes purchase intentions, which ultimately results in higher 
sales volumes. This comprehensive understanding underscores the importance of strategic 
pricing in enhancing consumer buying behavior and driving sales.  Thus, price indicators have 
an important role in influencing the sales volume of Daikin air conditioning products made by 
Daikin authorized dealers through their purchase intentions (Qiu-zhe, 2014). 

Competitive pricing can increase purchase intent, which in turn increases sales volume. 
Managers should ensure that pricing strategies do not only focus on lowering prices but also 
consider consumers' perceived value of the price offered. 
 
The Effect of Discounts on Sales Volume Through Buying Intention 

The average value given by respondents for the discount variable is 4.391, with an 
interval range of 1 to 5. If translated into the categories in the interval table, these results fall 
into the category of "agree." This means that the majority of respondents assess and consider 
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that Daikin AC discounts are good. This means that the majority of respondents assess and 
consider that Daikin AC discounts are good. However, it should be noted that there are still 
average results that are lower than they should be, which should be high or at least comparable 
to other indicators. 

It is important to note that the highest value on the indicator is found in X2.5, which is 
the statement "Consumers prefer to buy discounted Daikin air conditioners, even if they are not 
the latest models." This shows that Daikin products have very good product durability so that 
both new products and old products will have a quality that is not much different so that the 
adjustment of the discount to be given can be in accordance with market conditions. However, 
the lowest value is found in X2.2, which contains the statement "Daikin AC buyers are more 
observant in choosing discounts, not easily tempted by large discounts." Seeing these results, 
it can be concluded that authorized dealers are able to adjust market conditions according to 
the products needed so that understanding and foresight in seeing discounts can be conditioned 
properly. 

From the results of hypothesis testing, it can be seen that the resulting value of 0.107 
indicates a positive effect of discounts on sales volume through purchase intention. The test 
results of the discount variable on sales volume through purchase intention resulted with a 
significance level of 0.030, which is lower than 0.05, t count of 2.174 exceeds t table of 1.982. 
This shows that discounts on sales volume through purchase intentions, so H9 can be accepted. 

The positive and significant impact shows that discounts play an important role in 
influencing sales volume through their impact on purchase intention. Research shows that 
attractive price discounts directly increase shopping orientation and repurchase intention, 
indicating that consumers are more likely to make repeat purchases when they see good deals. 
This is supported by findings from CV Risman Wijaya Ceramics, where the provision of 
discounts has a positive effect on local customers' repurchase intention, which highlights the 
effectiveness of discounts in maintaining customer loyalty and increasing sales (Qibtiyah et al., 
2021). Thus, discount indicators have an important role in influencing the sales volume of 
Daikin AC products carried out by Daikin authorized dealers through their purchase intentions. 

Effective discounts can increase purchase intent which in turn increases sales volume. 
Marketing managers should design discount programs that are not only attractive but also 
encourage consumers to make purchases immediately. Effective communication about 
discounts can increase purchase intent. 
 
The Effect of Shipping Costs on Sales Volume Through Buying Intention 

The average value results given by respondents related to the shipping cost variable 
have an average value of 4.244 in the interval range of 1 to 5. If translated into categories based 
on the interval table, these results fall into the category of "agree." This means that the majority 
of respondents assess and believe that the shipping costs of Daikin AC products are good 
enough. This means that the majority of respondents assess and believe that the shipping costs 
of Daikin AC products are good enough. However, there is an average value that is slightly 
lower than expected based on the indicator statement which should have a higher average value 
or be equivalent to other indicators. 

The highest value on the indicator is found in X3.1, namely the question "The distance 
between the warehouse and the delivery location of Daikin air conditioners is the main 
consideration for shipping costs". This indicates that if there is a special project that requires 
the product to be delivered outside the city or with a long duration, the shipping cost will be 
considered. On the other hand, the lowest value is found in X3.3, which refers to the statement 
"If the Daikin AC is heavier, the shipping cost is more expensive". From this result, it can be 
concluded that the weight of the order placed by the authorized dealer to Daikin will change 
the shipping cost to some extent. 
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From the results of the hypothesis test, it can be seen that the resulting value of 0.094 
indicates a positive effect of shipping costs on sales volume through purchase intention. The 
results of the test of the shipping cost variable on sales volume through purchase intention 
resulted in a significance level of 0.003, less than 0.05, and t count of 2.976 exceeds t table of 
1.982. This shows that shipping costs affect sales volume through purchase intentions, so H10 
can be accepted. 

The positive and significant impact suggests that Shipping costs play an important role 
in influencing sales volume through their impact on purchase intent. Research shows that 
shipping costs affect sales volume significantly, with high shipping costs deterring potential 
buyers, especially for expensive products (Bansal & Nies, 2018). Thus, indicators of shipping 
costs have an important role in influencing the sales volume of Daikin AC products carried out 
by Daikin authorized dealers through their purchase intentions. 

Reducing shipping costs can increase purchase intent which in turn increases sales 
volume. Managers should consider strategies to reduce or eliminate shipping costs as part of 
efforts to increase sales. In addition, offering a variety of flexible shipping options can make 
consumers more inclined to buy 

 
CONCLUSION 

According to this study, price, discount, and delivery cost have a significant impact on 
sales volume and purchase intention at authorized Daikin dealers in Banten. Competitive 
prices, attractive discounts, and affordable or free shipping costs are proven to be able to 
increase buyers' desire to purchase goods, which in turn has a positive impact on sales volume. 
Consumer buying intent alone has a major influence on sales volume, suggesting that 
consumers who are eager to buy tend to buy more. Price has a significant effect on sales volume 
through purchase intention. The analysis shows that competitive pricing increases purchase 
intention, which in turn contributes to an increase in sales volume. Previous studies have also 
shown that the interaction between reasonable price and purchase intention contributes to 
higher sales volume. Discounts have a significant effect on sales volume through purchase 
intention. The mediation test results show that attractive discounts directly induce an increase 
in purchase intention, which in turn increases sales volume. Previous research supports this 
finding by showing that attractive discounts can increase customer repurchase intention. 
Shipping costs have a significant effect on sales volume through purchase intention. The results 
show that low or free shipping costs increase purchase intention, which in turn increases sales 
volume. Previous studies show that shipping costs play an important role in consumer 
purchasing decisions, especially for more expensive products. 
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