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ABSTRAK

TIODOR BR LUMBAN TORUAN, 210110119, 2026 “PENGARUH HARGA,
REPUTASI DISTRIBUTOR DAN PROMOSI TERHADAP KEPUTUSAN
PEMBELIAN KONSUMEN PADA SUPERMARKET ELECTRIC
GUNUNG SARI MEDAN”

PEMBIMBING: Ria Veronica Sinaga, S.E,M.Si

Penelitian ini bertujuan untuk menguji dan menganalisis pengaruh harga,
reputasi distributor dan promosi terhadap keputusan pembelian pada Supermarket
Electric Gunung Sari Medan. Pengumpulan data dilakukan pada konsumen yang
melakukan pembelian di Supermarket Electric Gunung Sari Medan dengan jumlah
sampel penelitian sebanyak 96 responden. Teknik yang digunakan adalah
sampling insidental. Analisis data menggunakan bantuan SPSS versi 25. Teknik
analisis data yang digunakan dalam penelitian ini adalah uji validitas dan
reliabilitas, uji asumsi klasik, analisis regresi linear berganda dan uji hipotesis.

Dari hasil pengujian secara parsial menunjukkan uji t nilai tpign, untuk
variabel harga sebesar (2,275)> tupe (1,661) dengan tingkat signifikansi sebesar
0,025 < 0,05, bahwa harga berpengaruh signifikan secara parsial terhadap
keputusan pembelian. Begitu juga dengan reputasi distributor menunjukkan uji t
nilai thiyne sebesar (2,104) > tipe (1,661) dengan tingkat signifikansi sebesar 0,038
< 0,05, bahwa reputasi distributor berpengaruh signifikan secara parsial terhadap
keputusan pembelian. Selanjutnya uji t terhadap promosi menunjukkan nilai thiwung
sebesar (4,280) > tupe (1,661) dengan tingkat signifikansi sebesar 0,000 < 0,05,
bahwa promosi berpengaruh signifikan secara parsial terhadap keputusan
pembelian. Uji F menunjukkan harga, reputasi distributor dan promosi secara
simultan berpengaruh terhadap keputusan pembelian pada Supermarket Electric
Gunung Sari Medan. Dengan nilai Fpiwne sebesar 123,943 > Fiype 2,70 dan nilai
signifikansinya 0,000 < a (0,05).

Hasil penelitian ini merumuskan bahwa persamaan regresi berganda
adalah KP = 4,286 + 0,268H + 0,255RD + 0,522P + e. Artinya harga, reputasi
distributor dan promosi berpengaruh signifikan terhadap keputusan pembelian
pada Supermarket Electric Gunung Sari Medan.

Koefisien determinasi sebesar 0,802. Artinya variabel Kkeputusan
pembelian dapat dijelaskan oleh variabel harga, reputasi distributor dan promosi
sebesar 80,2%. Sedangkan 19,8% lagi dapat dijelaskan oleh faktor-faktor lain
selain variabel yang diteliti dalam penelitian ini.

Kata kunci: Harga, Reputasi Distributor, Promosi, Keputusan Pembelian



ABSTRACT

TIODOR BR LUMBAN TORUAN, 210110119, 2026. “THE EFFECT OF PRICE,
DISTRIBUTOR REPUTATION, AND PROMOTION ON CONSUMER
PURCHASE DECISIONS AT SUPERMARKET ELECTRIC GUNUNG SARI
MEDAN™

SUPERVISOR: Ria Veronica Sinaga, S.E., M.Si

This study aims to examine and analyze the effect of price, distributor
reputation, and promotion on consumer purchase decisions at Supermarket
Electric Gunung Sari Medan. Data were collected from consumers who made
purchases at Supermarket Electric Gunung Sari Medan, with a total sample of 96
respondents. The sampling technique used was incidental sampling. Data analysis
was conducted using SPSS version 25. The data analysis techniques applied in
this study included validity and reliability tests, classical assumption tests,
multiple linear regression analysis, and hypothesis testing.

The partial test results (t-test) showed that the calculated t-value for the
price variable was 2.275 > t-table 1.661 with a significance level of 0.025 < 0.05,
indicating that price partially has a significant effect on purchase decisions.
Similarly, the distributor reputation variable showed a t-value of 2.104 > t-table
1.661 with a significance level of 0.038 < 0.05, indicating that distributor
reputation partially has a significant effect on purchase decisions. Furthermore,
the promotion variable showed a t-value of 4.280 > t-table 1.661 with a
significance level of 0.000 < 0.05, indicating that promotion partially has a
significant effect on purchase decisions. The F-test showed that price, distributor
reputation, and promotion simultaneously have a significant effect on purchase
decisions at Supermarket Electric Gunung Sari Medan, with an F-value of
123.943 > F-table 2.70 and a significance value of 0.000 < a (0.05).

The results of this study formulated the multiple regression equation as:
KP=4286+ 0.268H + 0.255RD + 0.522P + e.
This means that price, distributor reputation, and promotion have a significant
effect on purchase decisions at Supermarket Electric Gunung Sari Medan.

The coefficient of determination (R?) was 0,802. This indicates that 80.2%
of the variation in purchase decisions can be explained by the variables of price,
distributor reputation, and promotion, while the remaining 19,8% is explained by
other factors not examined in this study.

Keywords: Price, Distributor Reputation, Promotion, Purchase Decision
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