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Abstract: In a competitive market environment, it is important for companies to understand
the factors that influence consumer behavior in making purchasing decisions. The aim of this
research is to investigate the influence of product quality and advertising on consumer
purchasing decisions. This study uses a quantitative approach. Data was collected through
surveys using questionnaires and literature studies. The data that has been collected is then
analyzed using a regression test using the SPSS program. The research results show that
product quality and advertising have a positive effect on product purchasing decisions, both
partially and simultaneously. Product quality and advertising are two important factors that
can influence product purchasing decisions. Consumers who are satisfied with product
quality and impressed by product advertising are more likely to buy the product.

Keywords: Product Quality, Advertising, Purchasing Decisions.

INTRODUCTION

The snack food industry has become one of the sectors that continues to grow in the
dynamic global market. In the midst of increasingly fierce competition, snack manufacturers
are trying to introduce innovative products that can win the hearts of consumers. One of the
main factors that influences the success of product marketing is the quality of the product
itself. Product quality is a consumer's overall assessment of the good performance of a good
or service. The key factor in assessing product performance is what aspects are used by
consumers to make an assessment. (Mowen and Minor, 2001:90). Customers who are
satisfied with the quality of the products they use will tend to repurchase the product and
share their experiences with others

Purchasing decisions (Y) are an important stage in the consumer decision-making
process, where consumers choose products that are considered to best suit their needs,
preferences and budget. Purchasing decisions are important in the context of marketing
strategy because they determine the direction and effectiveness of the company's marketing
efforts. This is a crucial stage in the consumer decision-making process where they actively
select and purchase products that they deem appropriate or desirable.

Consumers choose to buy products because the product quality is good and healthy.
Good product quality is often a determining factor in consumer purchasing decisions, because
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they tend to look for products that can meet or even exceed consumer expectations (Soliha &
Fatmawati, 2017). Apart from that, health factors are also increasingly becoming an
important consideration for modern consumers who are increasingly concerned with health
and a healthy lifestyle. Products that are associated with health benefits or have a health label
can be an additional attraction for consumers who want to make healthier choices in
consumers' daily lives (Cholil, 2021).

According to Kotler (2009:47), product quality (X1) is the ability of a product to carry
out its function well, which includes durability, reliability, accuracy, ease of operation and
repair, as well as other valuable attributes. Product quality plays a very important role in
purchasing decisions. Consumers who are satisfied with product quality tend to become loyal
customers and recommend the product to others.

Apart from product quality, advertising (X2) is an indirect persuasive process, where
information about the advantages of a product is conveyed in a pleasant way to influence
consumers. Tjiptono (2012:78) defines advertising as an indirect persuasion process, which is
based on information about the advantages of a product which is arranged in such a way as to
create a pleasant feeling that will change people's minds to take action or purchase so that
according to the author what is meant is the attractiveness of the advertisement .

Previous research by (Oktavenia & Ardani, 2018) found that product quality had a
significant positive effect on purchasing decisions, brand image had a significant positive
effect on purchasing decisions, product quality had a significant positive effect on their image
and brand image mediated the influence of product quality on purchasing decisions. Other
research by (Anwar & Satrio, 2015) shows that product quality has a significant and positive
influence on purchasing decisions. Similar research by (Suari et al., 2019; Iskandar, 2018;
Ariella, 2018; Almira & Sutanto, 2018; Amilia, 2017; Situmorang et al., 2017) shows that
there is a significant influence of product quality on purchasing decisions. However, this is
different from the results of research conducted (Nadiya & Wahyuningsih, 2020) which states
that product quality has no effect and is not significant on purchasing decisions.

Although research on the factors that influence consumer purchasing decisions has been
conducted previously, there is still a gap in understanding the interaction between product
quality and advertising, and its impact on purchasing decisions. There is a need for a deeper
understanding of how product quality and advertising interact together in the context of Prezt
products.

The main objective of this research is to investigate the influence of product quality and
advertising on purchasing decisions for Prezt products. This research aims to fill the
knowledge gap in the literature by investigating how product quality and advertising can
simultaneously influence consumer purchasing decisions in the context of packaged snacks.

It is hoped that the results of this research can make a significant contribution to the
development of marketing strategies for Prezt products and other similar snack products. By
better understanding the factors that influence consumer purchasing decisions, it is hoped that
manufacturers can optimize their marketing strategies to increase competitiveness and
sustainability in this increasingly complex market.

METHOD

This study useis a quantitativel approach. Quantitativei reiseiarch meithods arei
reiseiarch meithods baseid on numeirical and statistical data. This is donei by colleicting data
from structureid sourceis, such as population data, heialth data, eiducation data, eitc.
(Kusumastuti eit al., 2020). Data was colleicteid through surveiys using queistionnaireis and
liteiraturei studieis. Thei population in this reiseiarch is all consumeirs of Preizt products in
Indoneisia. Thei sampling teichniquei was carrieid out using probability sampling in thei
form of simplei random sampling, which meians that eiveiry consumeir of Preizt products has
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thel samei opportunity to bei seileicteid as a samplei. Thei samplei sizei reiquireid in this
reiseiarch can bei calculateid using thei formula:
(Z)?PQ
n=——
Wheirei:
n =samplei sizei
Z = z-scorei valuel for thei deisireid leiveil of confideincei (95% = 1.96)
p = proportion of population that has ceirtain characteiristics (50% = 0.5)
q =1-p(0.5)
el = margin of eirror (5%)

If thei deisireid confideincel leiveil is 95%, thei proportion of thei population that has
ceirtain characteiristics is 50%, and thei margin of eirror is 5%, thein thei reiquireid sampleli
sizel is:

(1.96)?x0,5x0,5 27152
B} 0.052 o

Thei samplei sizei is roundeid up to thei neiareist wholei numbeir, nameily 272. So theli
minimum samplei sizei reiquireid is 272. Thei data that has beiein colleicteid is thein
analyzeid using a reigreission teist using thei SPSS program.

RESULTS AND DISCUSSION
Results
Validity test

Validity teisting is thei proceiss of eivaluating thei eixteint to which a meiasureimeint
instrumeint (such as a queistionnairei or teist) can meiasurei what it is supposeid to
meiasurei. Validity meiasureis thei eixteint to which thei instrumeint actually meiasureis thei
variablei or construct in queistion, and not otheir variableis (Novikasari, 2016).

Table 1. Validity Test Results

X1 X2 X3

X1 Peiarson Correilation 1 ,694 ** ,331 **
Sig. (2-taileid) <.001 <.001
N 272 272 272

X2 Peiarson Correilation ,694 ** 1 ,538 **
Sig. (2-taileid) <.001 <.001
N 272 272 272

Y Peiarson Correilation ,331 ** ,538 ** 1
Sig. (2-taileid) <.001 <.001
N 272 272 272

**_Correilation is significant at thei 0.01 leiveil (2-taileid).

Baseid on thei information containeid in tablei 1, it can bei seiein that eiach meiasuring
instrumeint shows thei significancei valuei (2-taileid) of thei correilation for all iteims is
beilow 0.05. Thus, it can bei concludeid that all thei stateimeints containeid in thei
queistionnairei arei consideireid statistically valid, and thei queistionnairei can bei
consideireid a valid instrumeint for usei in this reiseiarch.

Summary of Validity Test Results

Table 2.
variablei Peiarson Correilation | sig information
X1.1 0.842 0,000 Acceipteid
X1.2 0.735 0,000 Acceipteid
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X1.3 0.845 0,000 Acceipteid
Y1 0.864 0,000 Acceipteid
Y2 0.918 0,000 Acceipteid
Y3 0.797 0,000 Acceipteid

Reliability Test

Reiliability teisting is a proceiss for eivaluating how consisteint and reiliablei a
meiasureimeint instrumeint is in providing consisteint reisults oveir timei. If an instrumeint is
consideireid reiliablel, thein thei reisults will bei consisteint if reipeiateid undeir thei samei
conditions (Janna & Heirianto, 2021).

Table 3. Reliability Test Results

Cronbach's Alpha N of Iteims
,765 3

Baseid on tablei 3, thei reisults of thei reiliability teist show a Cronbach Alpha valuei of
0.765, which is greiateir than 0.600, so thei queistionnairei is deiclareid to havei a good
leiveil of consisteincy and is reiliablei for usei in furtheir reiseiarch.

Linear Regression Test

Lineiar reigreission teist is a statistical meithod useid to study thei lineiar reilationship
beitweiein two or morei variableis. Lineiar reigreission trieis to modeil thei reilationship
beitweiein thei deipeindeint variablei (which you want to preidict) and onei or morei
indeipeindeint variableis (variableis useid to preidict thei deipeindeint variablei) (Darma,
2021).

Table 4. Regression Test Results

Sum of Meian
Modeil Squareis df Squarei F Sig.
1 Reigreissi 476,724 2 238,362 55,793  <.001b
on
Reisidual ~ 1149.243 269 4,272
Total 1625.967 271

a. Deipeindeint Variablei: Y
b. Preidictors: (Constant), X2, X1

Baseid on tablei 4, thei reisults of thei reigreission teist show that thei significancei
valuei for thei leiadeirship variablei is 0.000 < 0.05, which meians that product quality and
adveirtising havei a positivei eiffeict on product purchaseis.

Discussion
Product quality influences Prezt product purchasing decisions

Baseid on thei reiseiarch reisults, it was found that product quality has an influeincei on
thei deicision to purchasei Preizt products. Theisei reisults arei supporteid by reiseiarch
conducteid by Aghitsni & Busyra (2022) which stateis that product quality influeinceis
purchasing deicisions as indicateid by thei coeifficieint of deiteirmination or thei reisult of
thei influeincei shown by thei indeipeindeint variablei Product Quality on thei deipeindeint
variablei Purchasei Deicision, nameily 0.677 or 67 .7%, whilei thei reimaining 32.3% was
influeinceid by variableis not eixamineid in thei reiseiarch.

This is diffeireint from thei reisults of reiseiarch conducteid by Nadiya &
Wahyuningsih (2020) which stateis that product quality has no eiffeict and is not significant
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on purchasing deicisions. This meians that if product quality deicreiaseis, it will reiducei
purchasing deicisions but not significantly.

Product quality is thei physical reiliability, function and propeirtieis of thei product in
queistion which can satisfactorily satisfy consumeir tasteis and neieids in accordancei with
thei valuei of thei moneiy speint (Aeini, 2020). Quality products and affordablei priceis
meian consumeirs will bei morel inteireisteid in buying thei products offeireid. Product
quality has dimeinsions that can bei useid to analyzei thei characteiristics of a product.

According to David Garvin in Haquei (2020), it is said that product quality has elight
dimeinsions as follows: peirformancei, which is thei main opeirating characteiristic of thei
corei product purchaseid, durability, which is reilateid to how long thei product lasts. can beli
useid, Confeirmaneincei to Speicifications (conformity to speicifications), nameily thei
eixteint to which thei deisign and opeiration characteiristics meieit preiviously eistablisheid
standards, Feiatureis (additional feiatureis or characteiristics), nameily seicondary or
compleimeintary characteiristics, reiliability (reiliability), nameily small possibility of
damagei or failurei to usei, aeistheitics, nameily thei product's appeial to thei fivei seinseis,
seirviceiability, including speieid, compeiteincei, comfort, eiasei of reipair; as weill as
handling complaints satisfactorily, Peirceiiveid quality, nameily thei imagei and reiputation
of thei product and thei company's reisponsibility towards it.

Companieis must cleiarly undeirstand what consumeirs neieid and want. Knowing
consumeirs' neieids and deisireis doeis not neiceissarily meian that consumeirs will buy and
usei thei products offeireid. Theireiforei, product quality is veiry important in purchasing
deicisions. If thei product produceid is of high quality, consumeirs will bei morei inclineid to
purchasei thei product. On thei otheir hand, if thei product is of poor quality and doeis not
meleit thei quality standards deisireid by consumeirs, thein consumeirs will switch theiir
purchaseis to products from compeititors (Dwiputra eit al., 2022).

Thus, to improvei purchasing deicisions, it is important to improvei product quality
(Oktaveinia & Ardani, 2019).

Thus, product quality is an important factor that has a big influeincei on purchasing
deicisions for Preizt products. Consumeirs teind to look for products that meieit eixpeicteid
quality standards, such as good tastei, satisfying teixturei, and good consisteincy. If Preizt
products meieit or eivein eixceieid consumeir eixpeictations in teirms of quality, this can
streingthein thei brand imagei, build trust and eincouragei consumeir loyalty. On thei otheir
hand, if thei quality of Preizt's products is low, consumeirs may switch to otheir brands that
offeir beitteir quality products. Theireiforei, maintaining thei quality of Preizt products
consisteintly is a priority in eifforts to influeincei consumeir purchasing deicisions.

Advertising influences Prezt Product Purchasing Decisions

Baseid on thei reiseiarch reisults, it was found that adveirtising has an influeincei on
purchasing deicisions for Preizt products. Thei reisults of this reiseiarch arei supporteid by
Wahyuni eit al (2023) who stateid that Tokopeidia's onlinei adveirtising is consideireid
capablei of attracting consumeir inteireist in making purchaseis on thei onlinei shop platform.

In contrast to theisei reisults, Saputra's reiseiarch (2018) stateis that adveirtising
influeinceis purchasing deicisions through ceileibrity eindorseirs. This can bei inteirpreiteid
that adveirtiseimeints that usei ceileibritieis who arei likeid by thei public as adveirtising stars
will influeincei consumeir purchasing deicisions.

Adveirtising improveis deicision making in many situations (Manteil eit al., 2022).
Adveirtising opeirateis beiyond thei point of salei undeir conditions of low timei constraint,
and theireiforei supports morei reiasoneid purchasel deicisions wheirei systeimatic
proceissing would bei morei likeily to occur (Morgado eit al., 2016). Adveirtising is any form
of non-peirsonal preiseintation and promotion of ideias, goods or seirviceis by a particular
sponsor that must bei paid. Adveirtising is also useid to direict and shapei choiceis towards a
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brand. Adveirtising is also a compeitition for eiach product to beiat its rival products, with
adveirtiseimeints that attack compeititors' products and display compeititors' products
indireictly showing thei shortcomings of thei products that compeititors offeir. Beisideis that,
adveirtising is an attractivei form of einteirtainmeint for consumeirs, someitimeis adding
cutei cartoon or animateid characteirs which arei childrein's favoriteis if thei targeit product is
childrein (Oktiani & Marlianti, 2020).

It is hopeid that thei usei of adveirtising can bei useid to deiteirminei and seileict a
brand. Adveirtising is also an areina of compeitition for eiach compeititor's product by
indireictly showing theim thei product deifeicts proposeid by compeititors. Adveirtising is a
communication tool wheirei consumeirs will know about thei deitails of thei product beiing
deiscribeid (Yunanto & Nurtantiono, 2022).

Companieis must bei seileictivei in creiating adveirtiseimeints to support theiir saleis
(Aina, 2017). Apart from having thei aim of introducing products to consumeirs, adveirtising
also aims to providei an invitation to consumeirs to usei or buy thei products offeireid
(Jayanti & Zuhri, 2017). Thei indicators that can bei useid to meiasurei adveirtising variableis
according to Kotleir and Armstrong (2008:157) arei as follows:

1. Finding information about products or companieis from various meidia is eiasy.
2. Thei meidia deisign useid is attractivei.

3. Thei information conveiyeid in various meidia is cleiar.

4. Meissageis containeid in various meidia can bei trusteid.

According to Tjiptono in Moloku eit al (2019) said that adveirtising has four main

functions, nameily:

1. Informing thei audieincei about thei ins and outs of thei product (informativel).,

2. Influeincing audieinceis to buy (peirsuading).

3. Reifreishing information that has beiein reiceiiveid by thei audieincei (reiminding).

4. Creiating a pleiasant atmospheirei whein thei audieincei reiceiiveis and digeists
information (einteirtainmeint).

Meianwhilei, thei kely to consumeir purchasing deicisions is an inteigration proceiss
that combineis knowleidgei to eivaluatei onei or morei alteirnativei habits and choosei onei of
theim. Thei final reisult of this inteigration proceiss is a choicel, or what can also bei calleid a
beihavioral inteintion. Beihavioral inteintion is a plan (or can also bei calleid a deicision plan)
to eingagei in a habitual beihavior (Steiphein eit al., 2019). According to Peiteir and
Donneilly in Gulliando (2019), purchasing deicision making is influeinceid by 3 factors:
broad deicision making, limiteid deicision making, and routinei deicision making.

Thus, eiffeictivei adveirtising has greiat poteintial to influeincei Preizt product
purchasing deicisions by convelying inteireisting and reileivant meissageis to its audieincei.
By using thei right markeiting strateigieis, such as attractivei visuals, peirsuasivei narrativeis,
and eimphasizing thei beineifits and advantageis of Preizt products, adveirtising can build
consumeir awareineiss, inteireist and trust in thei brand. Apart from that, choosing thei right
meidia and accuratei targeiting can also increiasei thei eiffeictiveineiss of adveirtising in
reiaching poteintial consumeirs who havei neieids and preifeireinceis that match Preizt
products, theireiby eincouraging theim to makei purchaseis.

Research Limitations

This reiseiarch may not consideir all reileivant variableis that may influeincei
purchasing deicisions, such as peirsonal preifeireinceis, preivious eixpeirieinceis, or thei
influeincei of einvironmeintal and social factors. This reiseiarch is limiteid in consideiring
changeis in thei industry or markeit oveir timei, which may affeict thei long-teirm validity of
thei findings.
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CONCLUSION

The research results show that product quality and advertising have a significant
positive influence on product purchasing decisions, both individually and collectively. High
product quality and effective advertising can be key factors in influencing consumer
purchasing preferences. Consumers who are satisfied with the quality of the products offered
and impressed by the messages conveyed through advertising tend to have a higher tendency
to buy the product. Thus, companies can pay attention to the importance of improving and
promoting product quality and advertising effectiveness as a strategy to improve consumer
purchasing decisions
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