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I. Introduction 
 

Recently, the business development in the culinary field is experiencing very rapid 

growth. The government stated that Indonesia's creative economy already consists of 15 

sub-sectors including culinary and handicrafts. Development is a systematic and 

continuous effort made to realize something that is aspired. Development is a change 

towards improvement. Changes towards improvement require the mobilization of all 

human resources and reason to realize what is aspired. In addition, development is also 

very dependent on the availability of natural resource wealth. The availability of natural 

resources is one of the keys to economic growth in an area. (Shah, M. et al. 2020) This 

sub-sector contributes the largest Gross Domestic Product (GDP) in Indonesia. Culinary 

ranks first as a contributor to GDP at 41% compared to handicrafts(Ariela, 2018). One 

example is the MSME food business, namely kebabs and burgers. Kebabs and burgers are 

food from abroad, one of which is the Middle East which has several advantages, namely 

economical, delicious and practicalErwin & Zubaidah, (2015)which is now the taste is 

modified according to the Indonesian tongue and made as a business opportunity so that 

this food is now enjoyed by the Indonesian people, especially rantauprapat itself. The king 

of kebabs and burgers is one of the medium-sized enterprises (MSMEs) engaged in the 

culinary field in Rantau Prapat and its products are now quite liked by the people around 

Rantauprapat. The king of kebabs and burgers is a culinary success that has many branches 

spread not only in rantauprapat, even now its branches can be found outside the city, one of 

which is Dumai. 
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Table 1. Products of the king of kebabs and burgers 

No Brand Price 

1 Turkish pizza 25,000 – 40,000 

2 Durian Kebabs 12,000 – 15,000 

3 Durian cup 12,000 

4 Banana kebabs 8,000 – 10,000 

5 Turkish kebabs 10,000 – 18,000 

6 Burger long 13,000 – 18,000 

7 Chicken katsu kebabs 15,000 – 18,000 

8 Kebab chicken nuggets 15,000 

9 Burgers 10,000 – 18,000 

                             Source: Instagram The king of kebabs and burgers of 2021 

 

When consumers make purchasing decisions, these decisions are often made based on 

consumer confidence in the products they see or more often consumers repurchase the product 

because there are no competing brands or products that can be the choice of consumers 

themselves.(Adonis & Silintowe, 2021). Not only attributes in product design that can boost 

product salesRandang et al., (2013)Promotion also plays an important role in increasing sales. 

There are several series of marketing management activities that must be considered, one of 

which is a promotion strategy. Activities in the promotion strategy are stages in marketing in 

the form of interaction or communication between business actors and consumers(Annisa & 

Setiawan, 2020). Promotion is one of the important roles in realizing the sales goals of a 

business actor. This is where the role of promotion is focused with the aim of producing a 

positive impact that has an impact on increasing sales(Arianto et al., 2016). In 

research(Scientific, 2021)said that the promotion strategy had an effect on purchasing 

decisions. The king of kebabs and burgers often do promotions either through social media, 

namely Instagram or directly, namely by placing a banner right in front of the outlet of the king 

of kebabs and burgers. To win the competition, business actors must have creative ideas that 

can be poured into the products they produce, one of which is product design. To make our 

products superior to competitors, each business actor can introduce attractive designs of their 

products. The design aspect in marketing activities is one form of attraction to a product. 

Design can provide attributes to a product so that it can become a characteristic of the brand of 

a product.(Irda et al., 2019). According to previous research(Tabelessy, 2021), Product design 

has a great impact on purchasing decisions because the better the product design, the more 

purchasing decisions. This is different from research(Irda et al., 2019), which states that 

product design has no effect on purchasing decisions. The king of kebabs and burgers has a 

very attractive product design and always has the latest innovations that are poured in the form 

of images, text or color composition in the product design, this is what makes it unique and 

distinguishes it from competing products. In addition to an attractive design that can convince 

consumers to make a purchase decision, the halal label is a supporting icon that makes it easier 

for consumers to identify the product(We are, 2017). Halal brands are important because they 

give consumers confidence to make decisions(Albab Al Umar et al., 2021). With the halal 

label, it can make it easier for consumers to understand the product and ensure that the product 

is fit for consumption. According to previous research(Month et al., 2018), states that the halal 

label has a positive and significant effect on purchasing decisions. 

This study aims to analyze and test the effect of promotional strategies, product design, 

and halal labels on purchasing decisions of Raja kebabs and Rantauprapat burgers. Based on 

this background, the formulation of the problem in this study is: How is the influence of 

promotional strategies, product design and halal labels on purchasing decisions of Raja kebabs 

and Rantauprapat burgers 

http://www.bircu-journal.com/index.php/birci
mailto:birci.journal@gmail.com
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II. Review of Literature 
 

2.1 Buying Decision 
According to kloter & Armstrong, (2001:226) inFatlahah, (2013)Purchasing decision 

is the stage in the buying decision process where consumers really want to buy. According 

to(Thalib et al., 2020)Purchasing decision is a person's attitude to buy or use a product in 

the form of goods or services that he believes will satisfy him and his willingness to take 

risks that may arise. According to(Tabelessy, 2021)Purchasing decisions are consumer 

behavior in choosing or choosing products to achieve satisfaction in accordance with their 

wants and needs. This is in line with the thought(Albab Al Umar et al., 2021), which states 

that purchasing decisions are a problem approach to human activities to buy a product to 

satisfy their wants and needs. 

 

2.2 Promotion Strategy 

According to(Nuvia Ningsih et al., 2020)The promotion strategy is the marketing 

logic by which a business unit hopes to generate value and profit from customer 

relationships. According to(Jubaidah et al., 2020)Promotion is part of the elements in the 

marketing of business actors that are used to provide information, persuade and improve 

the products of business actors. Meanwhile, according to(Jubaidah et al., 2020)Promotion 

is an activity aimed at inviting customers so that they recognize the products offered by 

business actors to them then they become interested and buy the product. 

 

2.3 Product Design 

According to(Irda et al., 2019)states that product design is a feature that can affect 

how a product looks, feels, and functions to customers. according to(Makanoneng et al., 

2022), design is the number of features that can affect the appearance and usability of the 

product in terms of consumer needs. This is in line with the thought(Buana Pertiwi & Sri 

Rahayu, 2020)which says that product design is a distinguishing feature or differentiating 

factor of a product with other products that affect the use value and appearance of the 

product. This can help companies to be creative and have an exclusive design and make 

this a hallmark of the brand. 

 

2.4 Halal Label 

Based on Government Regulation Number 69 of 1999 in(Nazirah & Parani, 2021)In 

the challenge of halal labels and food advertisements, labels are any information on food in 

the form of pictures, writings, a combination of both, or in other forms that are attached to 

food, inserted into, affixed to or part of the food packaging. According to government 

regulations, article 10, article 9 in(Izzuddin, 2018)Everyone who produces and packs 

packaged food throughout Indonesia for distribution and declares that the food is halal for 

Muslims is responsible for the truth of the statement and is obliged to include halal 

information on the label. 
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2.5 Conceptual Framework   

 Promotion Strategy 

(X1) 

 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Framework

 

2.5 Research Hypothesis 

Based on the conceptual framework of the research model, the hypotheses of this 

research are as follows: 

H1: Promotion strategy has a significant effect on purchasing decisions 
H2: Product design has a significant effect on purchasing decisions 

H3: Halal label has a significant effect on purchasing decisions 

H4: Promotion strategy, product design, halal label has a significant effect on purchasing 

decisions 

 

III. Research Method 
 

According to Sugiyono, (2001: 90) inIzzuddin, (2018)population is a generalization 

area consisting of objects and subjects that have certain qualities and characteristics 

determined by the researcher to be studied and then drawn conclusions. The population in 

this study were all customers of Raja Kebab and Burger Rantauprapat. According to 

Sugiyono (2019: 127) in(Hartaroe et al., 2016)The sample is part of the number and 

characteristics possessed by the population. The object of this research is the culinary 

customer of the king of kebabs and rantauprapat burgers. where the number of customers 

of raja kebabs and rantauprapat burgers is unlimited and cannot be counted as a whole, 

therefore the researchers took a sample using a non-probability sampling technique with 

the accidental sampling method, which is a sampling technique by chance, that is, anyone 

who happens to meet with the researcher. can be used as a sample, if the person who 

happened to be met is suitable for use as a data source. Due to the unknown population in 

this study, the researchers used the Lemeshow formula in(Heriyanto, 2020). 

Formula: 

 n =  

 =  

 = 96.04 

 

Information: 

n: Number of samples  minimum 

Zɑ: The standard value of the distribution according to the value of = 5% = 1.96 
P: Outcome prevalence, because data has not been obtained, 50 is used   

Product 

Design 

(X2) 

Halal Label (X3) 

Buying decision 

(Y) 
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Q: 1-P 
L: Degree of accuracy  10% 
 

Based on the formula, then n = ((1.96) ² x 0.5 x 0.5)/ (0.1) ² = 96.04 Then the results 

obtained from the number of samples needed in this study were 96 respondents. The 

sample was completed to 100 people in an effort to simplify calculations and data 

processing and as an anticipation if there were questionnaires that could not be used. 

 

IV. Result and Discussion 

 
4.1 Validity and Reliability Test 

Table 2. Validity Test Results 

Variable Items Pearson 

correlation 

Sig Status 

Promotion Strategy X₁.₁ 0.338 0.001 Valid 

(X₁) X₁.₂ 0.425 0.000 Valid 

 X₁.₃ 

X₁.₄ 

X₁.₅ 

X₁.₆ 

X₁.7 

X₁.8 

0.517 

0.523 

0.468 

0.511 

0.487 

0.587 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Product Design 

(X₂) 

X₂.₁ 

X₂.₂ 

0.726 

0.686 

0.000 

0.000 

Valid 

Valid 
 X₂.₃ 0.645 0.000 Valid 

 X₂.₄ 0.612 0.000 Valid 

 X₂.₅ 0.468 0.000 Valid 

 X₂.₆ 0.622 0.000 Valid 

 X₂.7 0.555 0.000 Valid 

 X₂.8 0.660 0.000 Valid 

Halal Label 

(X₃) 

X₃.₁ 

X₃.₂ 

X₃.₃ 

X₃.₄ 

X₃.₅ 

X₃.₆ 

X₃.7 

X₃.8 

0.616 

0.791 

0.687 

0.819 

0.750 

0.776 

0.809 

0.819 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Buying decision 

(Y) 

Y 

Y 

Y 

Y 

Y 

Y 

Y7 

Y8 

0.788 

0.781 

0.740 

0.806 

0.784 

0.813 

0.844 

0.794 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 
Valid 

Valid 

Valid 

Valid 

Valid 

Valid 

Source: primary data processed, 2022 
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Based on table 2, it shows that the r table is 0.202, while the calculated r in each 

statement is greater than the r table, which is < 0.202. While the value of sig. for each 

statement is <0.05. This means that each statement can be said to be valid. 

 

Table 3. Reliability Test Results 

Variable Cronbach Alpha. 

value 

Test Criteria Test results 

Promotion Strategy 0.770 > 0.6 Reliable 

Product Design 0.772 > 0.6 Reliable 

Halal Label 0.889 > 0.6 Reliable 

Buying decision 0.915 > 0.6 Reliable 

Source: Primary Data Processed 2022 

 

From the reliability test, it is known that all statement items regarding the variables 

of Promotional Strategy, Product Design, Halal Labels and purchasing decisions have a 

Cronbach Alpha value > 0.6. So that based on the overall test of the variables meet the 

reliability, so it can be concluded that the questionnaire can be used as an instrument in this 

study. 

 

4.2 Multiple Linear Regression Analysis 

Based on table 3, it can be seen that the constant value of -12,200 promotion strategy 

is 0.307 while product design is 0.848 and halal label is 0.193. So that the multiple linear 

regression equation can be obtained as follows: 

Y = -12,200 + 0.307X₁ + 0.848X₂ + 0.193X₃ = e 

 

From this equation, it can be described: 

a. The constant value is -12,200 which states that if the variables of promotion strategy, 

product design, halal label are assumed to be constant, the purchasing decision will 

decrease by -12,200 units. 
b. The value of the coefficient of promotion strategy (X₁) is 0.307 which states that if the 

promotion strategy has a positive direction towards purchasing decisions. The results 

also mean that if the promotion strategy increases, the level of purchasing decisions also 

increases. On the other hand, if the promotion strategy decreases, the purchasing 

decision will also decrease. 
c. The product design coefficient value of 0.804 states that if the product design has a 

positive direction towards purchasing decisions. It also means that if the product design 

increases, the level of purchasing decisions also increases. On the other hand, if the 

product design decreases, the purchasing decision will also decrease. 

d. The coefficient value of the halal label is 0.193, so it can be stated that the halal label 

has a positive relationship towards purchasing decisions. This means that if the halal 

label increases, the purchasing decision will also increase. On the other hand, if the 

halal label decreases, the purchasing decision will also decrease. 
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Table 4. Results of t-test (partial) 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) -12,200 3.360  -3,630 .000 

promotion 

strategy 

.307 .123 .186 2,482 .015 

product design .848 .114 .595 7.416 .000 

halal label .193 .086 .163 2.251 .027 

a. Dependent Variable: purchase decision 

Source: Primary Data Processed. 2022 

 

Based on table 4, it is known the value of sig. the promotion strategy variable is 

0.015 and t count is 2.482 > t table 1.988, this means that H1 is accepted because its 

significance value is <0.05, it can be concluded that the promotional strategy variable has a 

significant effect on the purchasing decision variable. The product design variable has a sig 

value. 0.000 this means that H2 is accepted because the significance value is < 0.05 and t 

count is 0.716 > 1.988, so the conclusion is that the product design variable has a 

significant effect on purchasing decisions. The halal label variable has a sig value. of 0.027 

and t count 2.251 > 1.988, this means that H3 is accepted because the significance value is 

<0.05, so the conclusion is that the halal label variable has a significant effect on the 

purchasing decision variable. 

 

Table 5. f test (simultaneous) 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 1271.775 3 423,925 69,292 .000b 

Residual 562.850 92 6.118   

Total 1834,625 95    

a. Dependent Variable: purchase decision 

b. Predictors: (Constant), halal label, promotion strategy, product design 

       Source: Primary Data Processed, 2022 

 

Based on table 5, the results of the f (simultaneous) test are obtained from the 

comparison value of sig. 0.000 <0.05 and the calculated f value is 69.292 > f table 2.70, so 

it can be concluded that H4 is accepted or in other words the variables of promotion 

strategy (X1), product design (X2), halal label (X3) have a significant effect on 

simultaneously on purchasing decisions. 
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4.3 Classic Assumption Test 

 
    Source: Primary Data Processed, 2022 

Figure 2. Probability Plot Normal Normality Test 

 

In the normality test this time using a normal probability plot graph with spss. Based 

on the picture above according to (Ghozali, 2011) in(Adonis & Silintowe, 2021)it can be 

seen that the plot points surround a straight line from the bottom left to the top right so that 

with the normality test decision it can be concluded that the data is normally distributed. 

 

Table 6. Heteroscedasticity test table 

 
            Source: Primary data Processed, 2022 

 

Based on Figure 3, the results of the heteroscedasticity test were obtained using the 

scatterplot test. It is said that there is no symptom of heteroscedasticity when the dots 

collect only above and below, and the spread of the dots is not patterned. 
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Table 7. Multicollinearity Test 

 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) -12,200 3.360  -3,630 .000   

promotion 

strategy 

.307 .123 .186 2,482 .015 .595 1,680 

product 

design 

.848 .114 .595 7.416 .000 .518 1,931 

halal label .193 .086 .163 2.251 .027 .637 1.569 

a. Dependent Variable: purchase decision 

Source: Primary Data Processed, 2022 

 

Based on table 6, it can be seen in the collinearity tolerance section for the promotion 

strategy variable (X1) of 0.595 where the value is greater than 0.10 and for the VIF value 

of 1.680, which means the value is smaller than 10.00. For the product design variable 

(X2) the collinearity value is 0.518 which is greater than 0.10 and for the VIF value is 

1.931 where the value is smaller than 10.0. For the halal label variable (X3) the collinearity 

value is of 0.637, which is greater than 0.10 and the VIF value of 1.569, which is less than 

10.0. So it can be concluded that the regression model does not occur multicollinearity 

symptoms. 

 

Table 8. Coefficient of Determination 

Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .833a .693 .683 2.47345 

a. Predictors: (Constant), halal label, promotion strategy, 

product design 

  Source: Primary Data Processed, 2022 

 

Based on the 7th table, the coefficient of determination or R2 is 0.693 or equal to 

69.3%. This means that the variables of promotion strategy, product design, and halal label 

simultaneously affect purchasing decisions by 69.3%. While the remaining 30.7% is 

influenced by other variables outside the variables that are not examined. 
 

4.4 Discussion 

a. Effect of Promotional Strategy on Purchase Decision 

The results in this study indicate that the promotion strategy has a significant effect 

on purchasing decisions for the culinary king of kebabs and rantauprapat burgers. The 

results of this study are in line with the research conductedPrasetyo (2016)which states that 

the promotion strategy has a significant effect on purchasing decisions. This study 

contradicts the results of previous studies which state that promotional strategies have no 

significant effect on purchasing decisions(Budiyanto, 2016). According to the researcher's 

assumption that an attractive and effective promotional strategy can improve purchasing 

decisions. Promotions that are carried out intensively are expected to form a good image 

for customers, so that when these customers buy kebabs and burgers, the first thing that 

comes to the customer's mind is the king of kebabs and burger rantauprapat. 
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b. The Influence of Product Design on Purchase Decisions 

The results showed that product design had a significant effect on purchasing 

decisions for Raja Kebab and Rantauprapat burgers. This shows that the more attractive the 

product design, the higher the purchase decision. The results of this study are contrary to 

previous research which states that product design has no effect on purchasing 

decisions(Adonis & Silintowe, 2021). The results of this study support the results of the 

studyTableessy (2021)which states that product design has a significant influence on 

purchasing decisions. A product will have a product design appeal if the product has 

characteristics that are not owned by its competitors' products(Tabelessy, 2021), as well as 

the culinary king of kebabs and rantauprapat burgers which have their own characteristics 

in their product design which will be an attraction to improve purchasing decisions so that 

it becomes a differentiator from other product designs. 

 

c. Effect of Halal Label on Purchase Decision   

The results showed that the halal label had a significant effect on purchasing 

decisions. This is contrary to the research conducted byIzzuddin (2018)which states that 

the halal label has no effect on purchasing decisions. This study is in line with previous 

research which states that the halal label has a significant effect on purchasing 

decisions(Nazirah & Parani, 2021). This states that the halal label listed on the packaging 

of the king of kebabs and burgers can enhance the image as a halal product, and make 

consumers believe in the quality of the product. 

 

d. Effect of Promotion Strategy, Product Design and Halal Label on Purchase 

Decision 

The results showed that the promotion strategy, product design and halal label 

simultaneously influenced the purchasing decisions of Raja Kebab and Rantauprapat 

burgers. Which means that in general with the promotion strategy, product design and halal 

labels can have an influence on purchasing decisions. The promotional strategy carried out 

by Raja Kebab and Burger Rantauprapat directly provides information on both prices and 

promos offered by Raja Kebab and Burger Rantauprapat which can increase consumer 

curiosity so that they decide to make a purchase decision. Likewise, product designs that 

are attractive in terms of usability, writing and composition of attractive colors on the 

packaging of Raja Kebabs and Rantauprapat Burgers. Not only promotion strategy and 

product design, Halal labels also play an important role in conveying information to 

consumers about the quality of the Raja Kebab and Burger products so as to give 

consumers a sense of confidence and trust in the process of making purchasing decisions. 

On the other hand, there are still many consumers who do not understand the meaning of 

the halal logo on the packaging. 

 

V. Conclusion 

 
Based on the results of the study, the following conclusions can be drawn: 

1. Effect of promotion strategy on purchasing decisions 

Based on the results of the t-test, the calculated t-value of the promotion strategy (X1) is 

4.441, which is greater (>) than the t-table of 1.988 with a sig value. 0.000 is smaller (<) 

than 0.05. So it can be concluded that H1 is accepted, which means that the promotion 

strategy partially influences purchasing decisions. 

2. Effect of product design on purchasing decisions 
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Based on the results of the t-test, the t-value of the product design (X2) is 4.624, which 

is greater (>) than the t-table of 1.988 with a sig value. 0.000 is smaller (<) than 0.05. So 

it can be concluded that H2 is accepted, which means that the product design partially 

influences the purchasing decision. 

3. The effect of halal label on purchasing decisions 

Based on the results of the t-test, the t-count value of the halal label (X3) is 0.459 

smaller (>) than the t-table 1.988 with a sig value. 0.647 is greater (>) than 0.05. So it 

can be concluded that H3 is rejected, this means that the halal label partially has no 

significant effect on purchasing decisions. 

4. Effect of promotion strategy, product design, halal label on purchasing decisions 

Based on the results of the f test, the calculated f value is 71.548, which is greater (>) 

than 2.70 with a sig value. 0.000 is smaller (<) than 0.05. So it can be concluded that the 

promotion strategy (X1), product design (X2), halal label (X3) simultaneously have a 

significant effect on purchasing decisions. 

 

References 
 

Adonis, MR, & Silintowe, YBR (2021). Product Design, Product Quality, Brand Image 

and Product Price on Generation Y Purchase Decisions. CAPITAL Journal, 4(1), 

118–138. 

Albab Al Umar, AU, Mustofa, MTL, Fitria, D., Jannah, AM, & Arinta, YN (2021). The 

Influence of Halal Label and Expiration Date on the Purchase Decision of Sido 

Muncul Products. Jesya (Journal of Islamic Economics & Economics), 4(1), 641–

647. https://doi.org/10.36778/jesya.v4i1.348 

Annisa, N., & Setiawan, B. (2020). The Effect of Promotional Strategy on Consumer 

Decisions in Purchasing Sari Ayu Cosmetics at Palembang Icon Outlet Mall. 1(2), 

56–65. 

Arianto, B., Zulkarnain, & Samsir. (2016). The Effect of Product Quality, Price, Promotion 

Towards Purchase Decision and Consumer Loyalty of Tiga Serangkai Books in Riau 

Province. Journal of Economics, Business and Applications. 

Ariela, IR (2018). The Influence of Product Quality, Product Price and Product Design on 

Mazelnid Consumer Purchase Decisions. Journal of Management and Business Start-

Ups, 3(2), 215–221. 

Buana Pertiwi, R., & Sri Rahayu, Y. (2020). The Influence of Product Design, Product 

Quality and Competitive Prices on Purchase Decisions for Cardinal Brand Women's 

Sandals in the City of Bandung. Journal of Management Science, 2(2), 41. 

http://ejurnal.ars.ac.id/index.php/jsm/index 

Budiyanto, T. (2016). Promotion Strategy, Product Quality, And Design Towards Purchase 

Decisions and Interest in Referring Homes at Puri Camar Liwas Pt. Double Sapta 

Gull. Scientific Journal of Efficiency, 16(4), 488–500. 

Bulan, TPL, Fazrin, K., & Rizal, M. (2018). The Influence of Halal Labels and Bonuses in 

Packaging on Purchase Decisions on Kinder Joy Products in the Langsa City 

Community. Journal of Management and Finance, 6(2), 729–739. 

https://doi.org/10.33059/jmk.v6i2.679 

Erwin, F., & Zubaidah, E. (2015). Kebab Rendang: Innovation of Rice Kebab Special 

West Sumatra as a Conservation Efforts Nation Culinary. 3(4), 1637–1645. 

Fatlahah, A. (2013). The Effect of Product Quality and Brand Image on Wall's Magnum 

Ice Cream Purchase Decisions. Management Science, 1(2), 472–485. 

Hartaroe, BP, Mardani, RM, & Abs, MK (2016). Management Study Program. 82–94. 



 

9268 
 

Heriyanto, AYB (2020). The Effect of Promotion and Price on Purchase Decisions at 

Alfamart and Indomaret. Science: Journal of Management and Business, 13(1), 74. 

https://doi.org/10.35448/jmb.v13i1.7297 

Irda, Rosha, Z., & Titipan, W. (2019). The Influence of Product Quality, Product Design 

and Price on Purchase Decisions for Silver Crafts in Nagari Koto Gadang, Agam 

Regency. Economy Tower, 5(2), 44–52. 

Izzuddin, A. (2018). The Influence of Halal Labels, Halal Awareness, and Food 

Ingredients on Interest in Buying Culinary Food. Journal of Science and Technology 

Research, 3(2), 100–114. 

Jubaidah, S., Sumarni, I., Business Administration Studies, P., Tabalong College of 

Administrative Sciences Campus, S., & Saraba Kawa Sports Stadium Tanjung-

Tabalong Battalion, South Kalimantan, K. (2020). The Effect of Promotion on 

Purchase Decisions for Scoopy Brand Honda Motorcycles at Cv. Tanjung Motor 

Trio. Japb, 3(2), 1383. 

Makanoneng, R., Mananeke, L., Loindong, SSR, Management, J., Economics, F., & 

Ratulangi, US (2022). the influence of product quality, promotion, and design on 

purchasing decisions of Yamaha Mio motorcycles on consumers of PT. Hasjrat 

Abadi (study on Yamaha Mio users in Tuminting District) the effect of product 

quality, promotion, and design on the p. 10(1), 350–361. 

Nazirah, N., & Parani, SB (2021). The Effect of Halal Label and Price on Purchase 

Decisions at Kfc Hasanuddin Palu City. Tadulako University Journal of Management 

Science (JIMUT), 7(2), 107–117. https://doi.org/10.22487/jimut.v7i2.229 

Nuvia Ningsih, D., Wahyu Hidayat, C., & Rusno, R. (2020). The Influence of Promotional 

Strategy and Social Media on Word of Mouth Mediated Buying Interest in Garskin. 

Management Student Research Journal, 6(1), 1–6. 

https://doi.org/10.21067/jrmm.v6i1.4464 

Prasetyo, A. (2016). The Effect of Promotional Strategy and Word of Mouth on Purchase 

Decisions at Kopiganes. Journal of Management Science and Research, 5, 1–17. 

Randang, W., Products, K., Economics, F., & Management, J. (2013). Product Quality, 

Product Attributes, Brand Equity, Purchase Decision. Emba, 1(3), 701–709. 

Scientific, J. (2021). Analysis of the effect of promotion on consumer purchasing decisions 

for Roti Agung Martapura. 08(02), 30–43. 

Shah, M. et al. (2020). The Development Impact of PT. Medco E & P Malaka on 

Economic Aspects in East Aceh Regency. Budapest International Research and 

Critics Institute-Journal (BIRCI-Journal). P. 276-286. 

Tableessy, W. (2021). The Influence of Product Design, Price, and Promotion on Purchase 

Decisions at a Victorian Flower Bouquet Home Business in Ambon City. National 

Journal of Marketing & HR Management, 2(2), 89–97. 

https://doi.org/10.47747/jnmpsdm.v2i2.274 

Talib, S., Setiarini, S., & Ardianto, Y. (2020). Analysis of Regional Food Purchase 

Decisions in Viewed from The Influence of Word of Mouth and Product Quality and 

Their Impact On Customer Loyalty. Journal of Management and Business Research 

(JRMB) UNIAT Faculty of Economics, 5(3), 273–284. 

https://doi.org/10.36226/jrmb.v5i3.441 

We are, G. (2017). the effect of halal labeling and brand image on purchasing decisions 

through buying interest. 6. 


