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Abstract: This study aims to analyze the effect of price and promotion on consumer preferences 

for environmentally friendly products at PT Karya Rappo Indonesia in Makassar City. The 

research population is consumers who have purchased environmentally friendly products from 

PT Karya Rappo Indonesia in Makassar City. The population size cannot be determined with 

certainty due to the continuous increase in consumers. Determination of the sample size using 

the Malkhotra formula with the approach of the number of variables multiplied by 5, so that 

120 respondents were obtained. The study used a quantitative approach with data collection 

through questionnaires. The results showed that the price (X1) and promotion (X2) variables 

had a positive and significant effect <0.05 on consumer preferences (Y) for environmentally 

friendly products. The promotion variable has a more dominant influence with a regression 

coefficient of 0.489 than the price variable with a regression coefficient of 0.425. 
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INTRODUCTION 

Global warming and climate change have caused natural disasters in various places, 

highlighting the importance of environmental regulations and commitment to eco-friendly 

practices. This phenomenon has raised greater awareness about the importance of the 

environment and health, creating opportunities for companies to adopt environmentally friendly 

marketing strategies, known as green marketing. PT Rappo Indonesia, which is dedicated to 

transforming plastic waste into economically valuable products through the empowerment of 

women, is committed to environmental preservation and social progress. 

Since 2020, Rappo Indonesia has focused on addressing the issue of plastic waste by 

producing various eco-friendly products such as journal books, wristlets, lanyards, and bags. In 

an effort to attract consumer attention, the company uses marketing variables such as price, 

product, distribution, and promotion. Price is a sensitive factor in purchasing decisions, and 

promotion plays an important role in attracting consumer interest. 
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Rappo Indonesia implements promotions through exhibitions, social media, discounts, 

and catalogs to increase sales and build consumer preference. Consumer preferences are 

influenced by various factors, including price and promotions. This research aims to analyze 

the influence of price and promotion on consumer preferences for environmentally friendly 

products at PT Rappo Indonesia, in order to develop more effective marketing strategies that 

meet the needs of environmentally conscious consumers. 

 

Theoretical Review 

Price 

Price is the reward for goods or services traded and something else provided by the 

company to meet customer desires. If customers are not satisfied, they will leave the company 

and seek another company to fulfill their desires, which can result in a decrease in sales or even 

losses for the Company (Beddu & Bhakti, 2023). 

The price factor also plays an important role in influencing purchasing decisions. The 

presentation and offering of products are inseparable from the prices offered and provided by 

the company to consumers. The selling price level that the company will set is greatly 

influenced by its objectives (Romadhoni, 2023). 

The definition of price according to several experts, I can conclude that price is a 

determining variable between the amount of money that will be spent by consumers and the 

benefits and quality of a product or service that will be received by consumers. 

 

Promotion 

Promotion is one of the strategies that must be designed very well by the company in 

order to win the competition and make customers choose to buy the offered products (Lystia et 

al., 2022). 

Promotion serves as a way for companies to communicate with customers and attract 

consumers to learn about and use the products offered (Merdiyanti et al., 2024). 

The definition of promotion according to several experts, I can conclude that promotion 

is one of the strategies that determines the sustainability of a company. This makes promotion 

a strategy that often consumes a lot of funds for the sake of increasing the company's sales and 

building the company's name. 

 

Consumer Preferences 

According to Rahardja and Mandala (2010) in the journal (Rohmah & Subari, 2021). 

preference relates to the ability to determine the priority of choices that must be made to make 

a decision; there are at least two attitudes about consumer preference: prefer (prefer) or 

indifference (indifference). 

According to Kotler (2000), preference is a consumer's decision about what they like or 

dislike. It is explained that customer preferences are things that must be considered when 

deciding to purchase something.  

The definition of preference according to several experts, I can conclude that preference 

is the consumer's choice of one product over another towards a certain brand or the superiority 

of one product over another. 

 

METHOD 

Research Methodology 

This research uses a quantitative method that is systematic, structured, and planned with 

the measurement and analysis of numerical data (Marinu, 2023). This research was conducted 

at PT Karya Rappo Indonesia, Mawar Complex Block G.2, Makassar City, South Sulawesi. 

conducted over two months, from December 2024 to February 2025, with the distribution of 

questionnaires in the first month and data management in the second month. 
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Type and Source of Data 

The data used is in the form of quantitative data in the form of numbers related to the 

development of the number of consumers. Only using primary data obtained through surveys 

and online questionnaires filled out by respondents. 

 

Population and Sample 

The population of this study cannot be determined precisely because its number is too 

vast. The sample was taken using the purposive sampling method, which included 120 

respondents who are familiar with the company and its activities. The sample size was 

calculated by multiplying the number of statements in the questionnaire (24 questions) by a 

factor of five, resulting in 120 respondents. 

 

Data Collection 

Direct observation at the research site (PT Karya Rappo Indonesia) to interact with 

consumers. And distributing questionnaires was used to measure the influence of promotions 

and prices on consumer preferences. The Likert scale is used to assess the attitudes and 

perceptions of respondents, with scores ranging from 1 (Strongly Disagree) to 5 (Strongly 

Agree). 

 

Operational Definition of Variables 

The first Independent Variable is Price (X1) Measured through affordability, price-

quality match, price competitiveness, and price-benefit match. The second is Promotion (X2): 

Measured through advertising, personal selling, sales promotion, and public relations. As well 

as the dependent variable Consumer Preference (Y) measured by a questionnaire that assesses 

the level of trust, product quality, purchase interest, and purchase decision. 

 

Data Analysis Method 

Descriptive Analysis Used to describe and analyze data so that it can be clearly 

understood, Instrument Test with Validity Test, Reliability Test, Classical Assumption Test 

with Normality Test Determining whether the data is normally distributed using a normal 

probability plot, Multiple Linear Regression Analysis Used to predict consumer preferences 

based on price and promotion variables, with the equation Y = α + β1.X1 + β2.X2 + ε, t-test, 

Simultaneous Test (F-test), and Coefficient of Determination. 

 

RESULTS AND DISCUSSION 

Descriptive analysis 

Data were obtained over two months through questionnaires given to 120 consumers of 

eco-friendly products. This study aims to examine the influence of price and promotion on 

consumer preferences at PT Karya Rappo Indonesia in Makassar City. Here is the description 

of the respondents based on several characteristics such as Based on The majority age group is 

20-25 years old (60%), followed by the 25-30 years old group (26.7%). The age group of 30-

40 years comprises 10%, and the age group of 40-45 years only 3.3%. This indicates the 

dominance of young consumers. And women are the majority of respondents (65%), while men 

only make up 35%. And only 55% of the respondents were not familiar with Rappo, while the 

other 45% were already acquainted with the product. This distribution provides an overview of 

the characteristics of the respondents in this study. 

 

Validity and reliability 

The results of the validity test show that all statement items on the variables of Price, 

Promotion, and Consumer Preference meet the validity criteria, because the calculated r value 

is greater than the table r value (0.179). Additionally, the reliability test shows that the 
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Cronbach’s alpha value for the Price variable (X1) is 0.869, for Promotion (X2) is 0.921, and 

for Consumer Preference (Y) is 0.922. A Cronbach’s alpha value greater than 0.60 indicates 

that the statements in this questionnaire are reliable. 

 

Normality Test 

The results of the Kolmogorov-Smirnov test show that the number of data analyzed is 

120 respondents (N=120). Based on the data processing results, a mean value of 0.0000000 and 

a standard deviation of 2.86456385 were obtained. The Kolmogorov-Smirnov test statistic 

value is 0.072 with an Asymp. Sig. (2-tailed) value of 0.189. Referring to the testing criteria 

where data is said to be normally distributed if the significance value is greater than 0.05 (p > 

0.05), it can be concluded that the data in this study is normally distributed because the 

significance value of 0.189 is greater than 0.05. 

 

Multiple linear regression analysis 

This research uses multiple linear regression, where all variables are included to find the 

influence of independent variables on the dependent variable by regressing Consumer 

Preference as the dependent variable and Price, Promotion as independent variables. 

 
Table 1 multiple linear regression and t-test 

Coefficientsa 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity Statistics 

B Std. Error Beta 

Toleranc

e VIF 

1 (Constant) 3.465 1.393  2.487 .014   

Harga .425 .076 .412 5.579 .000 .351 2.853 

Promosi .489 .070 .515 6.975 .000 .351 2.853 

Source: SPSS 22, 2025 

 

The multiple linear regression equation obtained in this study is 

Y = 3.465 + 0.425X₁ + 0.489X₂, which describes the relationship between the dependent 

variable (consumer preference) and two independent variables, namely price (X₁) and 

promotion (X₂). The constant value (α) of 3.465 indicates that when the price and promotion 

variables are zero, the average consumer preference is 3.465. The price coefficient (X₁) of 0.425 

indicates that each one-unit increase in price will increase consumer preference by 0.425, 

assuming promotion remains constant. Additionally, the significance value (Sig.) of 0.000 (< 

0.05) indicates that price has a significant influence on consumer preference. Meanwhile, the 

promotion coefficient (X₂) of 0.489 means that each one-unit increase in promotion will 

increase consumer preference by 0.489, assuming the price remains constant. The Sig. value = 

0.000 (< 0.05) indicates that promotion also has a significant influence on consumer preference. 

 

Uji hipotesis 

Based on the significance value of 0.000 (< 0.05) and a t-value of 5.579 (> 1.980), it can 

be concluded that H1 is accepted, which means that price (X1) has a significant effect on 

consumer preference (Y). then based on the significance value of 0.000 (< 0.05) and t count of 

6.975 (> 1.980), it can be concluded that H2 is accepted, which means promotion (X2) has a 

significant effect on consumer preference (Y). 
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Table 2 F Test (simultaneous) 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 3392.510 2 1696.255 203.242 .000b 

Residual 976.481 117 8.346   

Total 4388.992 119    

Source: SPSS 22, 2025 

 

The F test (simultaneous) shows that the significance level is less than 0.05, so it can be 

said that Price and promotion simultaneously (together) have an influence on consumer 

preference, with a probability of <.,000. 

 
Tabel 3 Coefficient of determination (R Square) 

Tabel 3 Coefficient of determination (R Square) 

Model R R Square Adjusted R Square 

Std. Error of the 

Estimate 

1 .881a .776 .773 2.889 

Source: SPSS 22, 2025 

 

Based on the results of the regression analysis that has been conducted, a coefficient of 

determination (R Square) value of 0.776 or 77.6% was obtained. This value indicates that the 

independent variables, namely Promotion (X2) and Price (X1), are able to explain the variation 

of the dependent variable Consumer Preference (Y) by 77.6%. Meanwhile, the remaining 

22.4% (100% - 77.6%) is explained by other variables not included in this research model. 

Pembahasan 

The results of this study indicate that price (X1) has a positive and significant effect on 

consumer preference (Y). A regression coefficient of 0.425 and a significance value of 0.000 

(< 0.05) indicate that any change in the price variable will affect consumer purchasing 

decisions. Indicator X1.4, which states that the quality of Rappo Indonesia's products is in line 

with the offered price, as well as indicator X1.5, which shows that price plays an important role 

in the purchasing decision, received the highest scores, indicating that consumers feel the 

offered price is commensurate with the quality received. On the contrary, indicator X1.1, which 

states that environmentally friendly products are more expensive, received a low score, 

indicating that consumers do not fully consider Rappo's product prices to be too high. Thus, the 

company needs to consider the price element in its marketing strategy to enhance consumer 

preference. 

Next, promotion (X2) also proved to have a positive and significant effect on consumer 

preferences, with a regression coefficient of 0.489 and a significance value of 0.000 (< 0.05). 

These results indicate that the promotions conducted by the company have a significant impact 

on consumer behavior. Indicator X2.8, which reveals that Rappo Indonesia's public relations 

program increases consumer trust in environmentally friendly products, received the highest 

score. This reflects the effectiveness of public relations strategies in building consumer trust. 

However, indicators X2.1 and X2.2 related to the influence of advertisements on consumer 

knowledge and purchase interest on social media received low scores, indicating that promotion 

through advertisements is less effective in increasing consumer awareness and interest in the 

product. Therefore, the company needs to optimize its promotional strategy, especially through 

more engaging and interactive advertisements, to be more effective in reaching consumers. 

In the simultaneous test, price and promotion together showed a significant influence on 

consumer preferences, with an F-test significance value of 0.000 (< 0.05). This confirms that 
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the combination of competitive pricing and appropriate promotional strategies can complement 

each other and enhance the product's appeal to consumers. Therefore, the company must design 

a marketing strategy that considers both factors simultaneously to maximize consumer 

preferences and encourage the purchase of environmentally friendly products. 

 

CONCLUSION 

This research provides insights into the influence of price and promotion on consumer 

preferences for eco-friendly products at PT Karya Rappo Indonesia in Makassar City. The 

analysis results show that price has a significant impact on increasing consumer preference. 

This research reinforces the academic understanding of the role of price and promotion in 

shaping consumer preferences for environmentally friendly products, and emphasizes that price 

is not only viewed as a financial sacrifice but also as an indicator of quality, especially for 

products with environmental added value. 

Furthermore, the research findings enrich the literature by demonstrating that public 

relations programs play a more crucial role in building consumer trust for environmentally 

friendly products compared to conventional promotions. These findings provide strategic 

guidance for companies, particularly Rappo Indonesia, to develop more competitive and 

transparent pricing strategies, as well as to improve their marketing communication approaches, 

especially those related to conventional advertising and social media. The success of the public 

relations program also underscores the importance of investing in corporate social 

responsibility (CSR) activities and community engagement. 

This research also contributes by providing an empirical framework that can be used by 

marketers to measure the effectiveness of pricing and promotion strategies in the context of 

environmentally friendly products. This finding also notes that although most consumers are 

not yet deeply familiar with Rappo Indonesia's products, promotions still play a crucial role in 

increasing consumer preference, as reflected in the responses obtained from 120 respondents. 
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