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Abstrak

This study aims to analyze the effect of price and product quality on consumer purchase intention toward Toyota Agya vehicles
in Tuban City. Purchase intention plays a crucial role in determining consumer decision-making and serves as an important
indicator for companies in formulating effective marketing strategies. The declining sales performance of Toyota Agya, despite
its position as one of the top city car brands in Indonesia, highlights the need to examine the factors influencing consumer
interest in purchasing this product. This research employs a quantitative approach using a survey method. Data were collected
through structured questionnaires distributed to prospective buyers and consumers who have purchased or intend to purchase
Toyota Agya cars in Tuban City. A purposive sampling technique was applied, resulting in a total sample of 110 respondents.
The data were analyzed using statistical methods with the assistance of SPSS version 26, including validity tests, reliability
tests, classical assumption tests, and multiple linear regression analysis. The results of the study indicate that price has a
positive and significant effect on consumer purchase intention. Similarly, product quality also has a positive and significant
effect on purchase intention. Furthermore, the simultaneous testing results show that price and product quality jointly have a
positive and significant influence on consumer purchase intention toward Toyota Agya vehicles. Although the coefficient of
determination indicates that the explanatory power of the model is relatively limited, the findings confirm the importance of
aligning price and product quality with consumer expectations.

Kata kunci: Price, Product Quality, Purchase Intention
1. Introduction

Consumer purchase intention has a very important impact on marketing strategy and business decision making
because it can help companies understand market needs and wants. By knowing the level of purchase intention,
companies can design more targeted products, services and marketing campaigns, and allocate marketing resources
and budgets more efficiently. High purchase intent signals potential demand, which allows companies to focus on
market segments with the greatest opportunity to purchase (Qalati et al., 2021). Strong purchase intent also
contributes to increased sales conversions, as interested consumers are more likely to make a purchase, especially
if provided with relevant information, attractive offers or satisfying experiences (Agusiady et al., 2024; Kumar
Roy & History, 2023). Understanding consumer purchase intent allows companies to increase sales while building
more personalized and relevant relationships with customers.

Purchase intention is one of the key factors that determine the final purchase decision. When consumers show high
interest in a product, this reflects a strong desire to own or try the product. The greater the purchase intention, the
more likely it is that consumers will take the next step in the buying process (Dincer & Dincer, 2023). Purchase
intention serves as the prime mover that motivates consumers to pursue more concrete purchasing decisions,
turning intentions into concrete actions. Conversely, if purchase intention is low, the intention to purchase is also
likely to decrease, potentially reducing the likelihood of a transaction occurring (Trivasse et al., 2020).

Consumer purchase intention is influenced by product quality and price, which are crucial factors in determining
purchasing decisions (Gusti et al., 2020). When consumers assess that a product has high quality and offers a
competitive price, this will significantly increase consumers' desire to make a purchase. Consumers tend to look
for good value, namely products with quality that meets expectations, but also at prices that are considered
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reasonable or affordable (Macheka et al., 2024). Other research states that consumers tend to be more interested
in buying products when they feel that the product provides good quality at a reasonable price (Sumaa et al., 2021).
If these two factors are balanced, where high quality products at competitive prices will encourage consumers to
make purchases, because consumers feel they are getting more value than what they pay.

The phenomenon of declining sales of Toyota Agya, despite remaining in the top 4 of Indonesia's top brands, is
interesting to analyze. Although the car is known as a fuel-efficient and affordable vehicle (Hilal Eka Saputra
Harahap, 2024), sales have decreased significantly, from 10.90% in 2020 to only 5.60% in 2024, as seen from the
following data:

Table 1. Top Brand Award Comparison for City Car Category
Years (%)

No Brand
2020 2021 2022 2023 2024

1  Daihatsu Ayla 16.40 1460 16.20 18.00 8.00

2 Honda Brio 1160 1220 1250 12.90 10.90

3 HondaJazz 6.60 9.50 7.00 5.90 6.80

4 Toyota Agya 1090 9.40 9.40 9.10 5.60

Source: Own Primary Data

This data shows that despite the affordable price and good quality, consumers' purchase intention towards this
product still decreased. This decline may indicate that consumers are increasingly paying attention to the alignment
between price and quality obtained, where if consumers feel that the quality offered is not comparable to the price
paid, then consumer purchase intention will decrease.

It is important to further investigate how price and product quality affect consumer purchase intention, especial ly
for Toyota Agya in Tuban City. The decline in sales even though this product remains in the top brand category
indicates an imbalance between the affordable price and the quality that consumers expect. A deeper understanding
of consumer perceptions of the relationship between price and quality can help companies formulate more effective
marketing strategies. By further researching the factors that influence consumer decisions regarding price and
quality, companies can improve or customize products to better match market expectations, and increase consumer
appeal and purchase intention.

2. Method

This study employs a quantitative research approach using a survey design to examine the effect of price and
product quality on consumer purchase intention toward Toyota Agya vehicles in Tuban City. The research design
is classified as descriptive and causal, as it aims to describe the characteristics of the respondents while also
analyzing the causal relationship between the variables under investigation, namely price, product quality, and
consumer purchase intention.

Data were collected directly from respondents through structured questionnaires. The sampling technique applied
in this study was purposive sampling, targeting consumers or potential consumers who have purchased or intend
to purchase a Toyota Agya car in Tuban City and are aged over 17 years. A total of 110 respondents were included
in the sample, which is considered adequate for quantitative analysis.

The questionnaire items were measured using a five-point Likert scale, ranging from strongly disagree to strongly
agree, to capture respondents’ perceptions of price, product quality, and purchase intention. Prior to hypothesis
testing, the data were analyzed through validity and reliability tests to ensure the accuracy and consistency of the
measurement instruments.

Furthermore, classical assumption tests were conducted, including normality testing, to confirm that the data met
the requirements for regression analysis. The main data analysis was performed using multiple linear regression
techniques with the assistance of SPSS version 26. The results of this analysis were used to test the proposed
hypotheses and to determine the influence of price and product quality on consumer purchase intention.

DOI: https://doi.org/10.31004/riggs.v4i4.5001
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

11075



Nur Hidayatul Istigomah, M. Risky Fauzi, Filla Nor Faizah
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

3. Results and Discussion

Table 2. Characteristics of Respondents based on age

Ages Frequency Percent
30-40 37 33,6
41-50 40 364
50 or Above 33 30,0
Total 110 100

Source: Data Processed, 2025

Based on Table 2, the age distribution of respondents shows that the majority fall within the productive age
category. The largest proportion of respondents is in the 41-50 age group, totaling 40 individuals or 36.4%. This
group generally represents individuals who are economically stable, have established careers, and possess strong
purchasing power, which makes them a relevant segment for analyzing consumer purchase intention in the
automotive sector.

The second largest group consists of respondents aged 30-40 years, accounting for 37 individuals or 33.6%.
Consumers in this age range are typically in the early to mid-stages of career development and family formation,
which often influences vehicle purchasing decisions. Their preferences tend to balance affordability, functionality,
and long-term value, making them an important segment in the city car market.

Meanwhile, respondents aged 50 years and above comprise 33 individuals or 30.0% of the sample. This group
often has greater life and consumption experience and may prioritize reliability, comfort, and brand reputation
over novelty or trend-driven features. Their inclusion contributes valuable perspectives related to product quality
and price perceptions.

Overall, the relatively balanced distribution across age groups indicates that the study captures diverse consumer
viewpoints. The dominance of the middle-aged group (41-50 years) suggests that the findings primarily reflect
perceptions of consumers at a peak stage of economic and social activity. This enhances the relevance of the
results, as this group typically plays a significant role in actual purchasing decisions for durable goods such as
automobiles.

Table 3. Characteristics of Respondents based on gender

Gender Frequency Percent
Male 72 65,5
Female 38 34,5
Total 110 100

Source: Data Processed, 2025

Based on Table 3, the gender distribution of respondents indicates that male participants dominate the sample. A
total of 72 respondents (65.5%) were male, while 38 respondents (34.5%) were female. This indicates that male
participation in the survey was almost twice that of female respondents.

The dominance of male respondents may reflect the characteristics of the automotive market, where men often
play a more prominent role in vehicle purchasing decisions, particularly for city car segments. Male consumers
are generally more involved in evaluating technical specifications, performance, and price considerations, which
may influence their higher representation in the study.

However, the presence of a substantial proportion of female respondents suggests that women also contribute
significantly to purchasing decisions, either as primary buyers or as influential decision-makers within households.
This gender distribution allows the study to capture diverse perspectives regarding price perception, product
quality, and purchase intention.

This validity test uses a significance value of o = 0.05 with 110 respondents, so the r table is 0.192. The validity
test results can be seen in Table 4 below:

DOI: https://doi.org/10.31004/riggs.v4i4.5001
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

11076




Nur Hidayatul Istigomah, M. Risky Fauzi, Filla Nor Faizah
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

Table 4. Validity test results

Variable Indicators  r Calculate r Table Information
Price (X1) X1_1 0,192 0,635 Valid
X1_2 0,192 0,665 Valid
X1_3 0,192 0,575 Valid
X1_4 0,192 0,589 Valid
X1.5 0,192 0,342 Valid
Product Quality (X2) X2_1 0,192 0,547 Valid
X2_2 0,192 0,598 Valid
X2_3 0,192 0,657 Valid
X2_4 0,192 0,663 Valid
X2_5 0,192 0,731 Valid
X2_6 0,192 0,702 Valid
X2_7 0,192 0,576 Valid
Purchase Intention (Y) Y_ 1 0,192 0,633 Valid
Y2 0,192 0,549 Valid
Y_3 0,192 0,588 Valid

Source: Data Processed, 2025

Based on Table 4, all indicators used to measure the variables Price (X1), Product Quality (X2), and Purchase
Intention (YY) show r calculated values that exceed the r table value of 0.192. This indicates that each questionnaire
item has a strong correlation with its respective construct.

For the Price variable (X1), all five indicators demonstrate r calculated values ranging from 0.342 to 0.665,
confirming that each item is able to validly measure consumers’ perceptions of price. Similarly, the Product
Quiality variable (X2), which consists of seven indicators, shows r calculated values between 0.547 and 0.731,
indicating a strong and consistent relationship between the indicators and the construct of product quality.

Furthermore, the Purchase Intention variable (Y) shows r calculated values above the critical value, ranging from
0.549 to 0.633. This confirms that all indicators effectively represent consumers’ intention to purchase Toyota
Agya vehicles.

Overall, the results indicate that all measurement indicators used in this study are valid and suitable for further
statistical analysis, such as reliability testing and hypothesis testing.

Table 5. Reliability test results

Variable Cronbach’s Alpha  Description
Price (X1) 0,713 Reliable
Product Quality (X2) 0,754 Reliable
Purchase Intention () 0,681 Reliable

Source: Own Primary Data

Table 5 presents the results of the reliability test using Cronbach’s Alpha for the variables of Price (X1), Product
Quality (X2), and Purchase Intention (Y). The results show that the Cronbach’s Alpha values for all variables are
greater than the minimum acceptable threshold of 0.60.

The Price variable (X1) obtained a Cronbach’s Alpha value of 0.713, indicating good internal consistency among
its measurement indicators. Similarly, the Product Quality variable (X2) shows a Cronbach’s Alpha value of 0.754,
which reflects a strong level of reliability and consistency in measuring perceptions of product quality.

Meanwhile, the Purchase Intention variable (Y) recorded a Cronbach’s Alpha value of 0.681. Although this value
is lower compared to the other variables, it still exceeds the recommended minimum threshold, indicating that the
indicators used to measure purchase intention are reliable.
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Table 6. Normality test results
Respondent Significant Description

110 0,200 Normal

Source: Data Processed, 2025

Table 6 presents the results of the normality test conducted using the Kolmogorov—Smirnov (One-Sample KS)
method. This test aims to determine whether the research data follow a normal distribution. The data are considered
normally distributed if the significance (p-value) is greater than or equal to 0.05.

Based on the results shown in Table 6, the significance value obtained is 0.200, which is greater than the required
threshold of 0.05. This indicates that the residual data of the regression model are normally distributed.
Consequently, the variables of Price, Product Quality, and Purchase Intention meet the normality assumption.

The fulfillment of the normality assumption suggests that the data are suitable for further parametric statistical
analysis, such as multiple linear regression. Therefore, the results of hypothesis testing can be interpreted reliably
without violating the basic assumptions of the regression model.

Table 7. Coefficient of determination test results
Model R R Square Adjusted R Square Std. Error of the Estimate

1 0,255 0,065 0,048 2,038

Source: Data Processed, 2025

Table 7 presents the results of the coefficient of determination test. The coefficient of determination is used to
measure how much the independent variables, namely Price (X1) and Product Quality (X2), explain the variation
in the dependent variable, Purchase Intention (Y).

Based on Table 7, the Adjusted R Square value is 0.048, which indicates that Price and Product Quality jointly
explain 4.8% of the variation in consumer purchase intention toward Toyota Agya. This means that the
contribution of the independent variables in explaining purchase intention is relatively small.

The remaining 95.2% of the variation in purchase intention is influenced by other factors not included in this
research model, such as brand image, promotion, consumer trust, perceived value, after-sales service, and social
or psychological factors.

Although the explanatory power of the model is limited, the results still provide meaningful insights into the role
of price and product quality in shaping purchase intention. This finding also indicates that consumer purchase
intention is a complex construct influenced by multiple factors, suggesting the need for broader variable inclusion
in future studies.

Table 8. Multiple linear regression analysis results
Model R R Square Adjusted R Square Std. Error of the Estimate

1 .255 .065 .048 2.038

Source: Data Processed, 2025

Multiple linear regression analysis aims to measure the strength of the relationship between two or more variables.
The variables used in this study are price (X1) and product quality (X2) as independent variables that affect
purchase intention () as the dependent variable. The results of the multiple linear regression test in Table 8 show
that the multiple regression equation is as follows:

Y =12,361 +(—244 x X1) + (0,120 x X2) + ¢
Based on the multiple linear regression equation above, it can be seen that the conclusion is as follows:
a. If Price (X1) and Product Quality (X2) are 0, then Purchase Intention (Y) will be 12.361.

b. Every 1 unit increase in price will reduce Purchase Intention by 244 units.
c. Every 1 unit increase in product quality will increase Purchase Intention by 0.120 units.
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Table 9. Partial effect hypothesis test results (t Test)

Variable value Significant Description

t Counted T Table
Price -2,365 1,983 0,010 Significant
Product Quality 2,126 1,983 0,036 Significant

Source: Data Processed, 2025

The test criteria state that if t count > t table, there is an individual effect of the price and quality variables on
purchase intention and vice versa with a significance level of 0.05. The table 9 shows:

a. Thecalculated t value (-2.365) is outside the critical range (-1.983 to 1.983) and the significance value (0.010)
<0.05, so the Price variable has a partially significant effect on Purchase Intention. The effect is negative,
because the t value is negative. This means that the lower the price, the more likely it is that the Purchase
Intention will increase.

b. The calculated t value (2.126) is greater than the t table (1.983), and the significance value (0.036) <0.05.
Thus, the Product Quality variable has a partially significant effect on Purchase Intention. The effect is
positive, because the t value is positive. This means that the better the product quality, the more likely it is
that the Purchase Intention will increase

Table 9. Partial effect hypothesis test results (t Test)

Model Sum of Squares df Mean Square F Sig.
Regression 31.054 2 15.527 3.736 .027°
1 Residual 444.664 107 4.156
Total 475.718 109

a. Dependent Variable: Y

b. Predictors: (Constant), X2, X1
Source: Data Processed, 2025

Table 9 presents the results of the simultaneous hypothesis test using the F-test. The F-test is conducted to examine
whether the independent variables, namely Price (X1) and Product Quality (X2), simultaneously have a significant
effect on the dependent variable, Purchase Intention ().

Based on Table 9, the significance value obtained is 0.027, which is lower than the significance level of 0.05. In
addition, the calculated F value is 3.736, which is greater than the F table value of 3.09. According to the decision-
making criteria of the F-test, if the significance value is less than 0.05 and the calculated F value is greater than
the F table value, the null hypothesis (Ho) is rejected.

Therefore, it can be concluded that Price (X1) and Product Quality (X2) simultaneously have a significant effect
on consumer purchase intention toward Toyota Agya products in Tuban City. This result indicates that the
combination of price and product quality plays an important role in influencing consumers’ intention to purchase,
even though other factors outside the model also contribute to purchase intention.

a. H1: The Effect of Price on Purchase Intention

Price has a partially significant effect on consumer purchase intention, with a negative effect as indicated by the
negative t value. This indicates an inverse relationship between price and purchase intention. A decrease in the
price of a Toyota Agya car increases consumer purchase intention in Tuban City, while an increase in price tends
to decrease purchase intention. This relationship reflects consumers' sensitivity to price changes, where lower
prices tend to encourage higher purchase decisions than higher prices.

The negative effect between price and purchase intention can be explained through consumer purchasing power.
Lower prices increase the affordability of the product for consumers, especially those with budget constraints
(Arindaputri & Santoso, 2023; Kim et al., 2023; Limbu & Ahamed, 2023). This allows a wider market segment to
consider purchasing a Toyota Agya car. Conversely, an increase in price creates a greater financial burden, so the
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potential of consumers who have the intention to buy decreases significantly. This shows that price is one of the
crucial factors in a marketing strategy that is oriented towards increasing sales volume.

Consumer perception of the value provided by the product is one of the main factors in the relationship between
price and purchase intention (Farzin et al., 2023). Assessment of the suitability between price and benefits or
product quality plays an important role in influencing purchasing decisions. If the price of a Toyota Agya car is
considered too high compared to the benefits or quality offered, purchase intention tends to decrease. In this
context, competitive pricing is able to provide added value for consumers, thereby increasing purchase potential,
especially in markets with limited purchasing power (Phan Tan & Le, 2023).

Lower prices not only increase affordability but can also shape positive perceptions of product value. However,
the pricing strategy must take into account the balance between price, quality, and the company's profit margin.
Excessive price reduction risks creating a negative perception of product quality or lowering profitability levels.
Therefore, an optimal pricing policy needs to be designed to increase purchase intention, while maintaining
product image and business sustainability.

In addition, the findings of this study are in line with previous research which emphasizes that price plays a decisive
role in shaping purchase intention, particularly in price-sensitive markets such as the city car segment. Consumers
in this segment tend to compare prices across competing brands before making a purchase decision, making price
a key differentiating factor. When Toyota Agya is perceived as offering a more affordable price compared to
similar vehicles with comparable features, consumers are more inclined to develop purchase intentions. This
suggests that maintaining competitive pricing relative to competitors is essential for sustaining consumer interest
and strengthening market position. Therefore, pricing strategies should not only focus on cost reduction but also
consider market competition and consumer price expectations to effectively enhance purchase intention.

b. H2: The Effect of Product Quality on Purchase Intention

Product quality has a partially significant effect on consumer purchase intention, with a positive effect as indicated
by the positive t value. This positive relationship indicates that an increase in the product quality of Toyota Agya
cars tends to increase consumer purchase intention in Tuban City. Good quality creates additional appeal for
consumers, especially since higher quality is often associated with greater benefits, such as reliability, comfort and
durability of the product.

This positive effect reflects consumer preference for better quality products (Chanda et al., 2024). High-quality
products are able to provide a greater sense of satisfaction and confidence in product performance and durability,
thus creating added value for consumers. High quality also contributes to a sense of security, both in terms of
comfort of use and confidence in long-term investments. Consumers who feel confident in the value and benefits
derived from the product tend to have a greater desire to buy (Cayaban et al., 2023).

Product quality plays an important role in building consumer trust in the brand. A car with superior quality not
only meets consumers' basic needs but also exceeds expectations, which in turn increases loyalty and a positive
image of the product (Assidiki & Budiman, 2023). This trust can be a key driver in making purchasing decisions,
especially in a competitive market. In this case, Toyota Agya has a great opportunity to increase consumer purchase
intention by continuing to strengthen the quality aspect.

In addition, product quality serves as a critical differentiating factor in the highly competitive city car market.
When consumers perceive that Toyota Agya offers superior quality compared to competing models, such as better
build quality, fuel efficiency, or interior comfort, their purchase intention is likely to increase. Quality attributes
that are visible and experienced directly by consumers, including driving performance, safety features, and after-
sales reliability, play an important role in reinforcing positive evaluations of the product. Therefore, continuous
improvement in product quality and clear communication of these quality advantages are essential strategies to
strengthen consumer purchase intention and maintain competitiveness in the market.

¢. H3: The Effect of Price and Product Quality on Purchase Intention

Price (X1) and product quality (X2) simultaneously have a significant influence on the purchase intention of
Toyota Agya products (Y) in Tuban. This shows that there is a strong relationship between the two independent
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variables and consumer purchase intention. The combination of competitive price and superior product quality can
significantly influence purchasing decisions (Majeed et al., 2024; Sujono et al., 2023; Vieri, 2023). Consumers
tend not to focus only on one factor, but consider prices that are in accordance with purchasing power and product
quality that can meet or even exceed expectations.

This simultaneous effect reflects that an affordable price serves as an initial attraction for consumers to consider a
purchase, while good product quality provides a stronger reason to proceed to the purchase decision stage (Alatas
et al., 2023). For example, while lower prices may encourage consumers to take an interest, high product quality
provides the trust and satisfaction necessary to ensure that the purchase is of long-term value. This combination is
crucial, especially in a competitive market like Tuban City, where consumers tend to have a wide range of choices
and consider the overall value of a product before making a decision (Septiyana et al., 2023).

The presence of a simultaneous relationship between price and product quality on purchase intention suggests that
an effective marketing strategy should pay attention to the balance between these two factors. A price that is too
low without adequate quality may create a negative perception of the product, while good quality but too high a
price may limit the market segment. Therefore, optimizing these two variables is key to increasing product appeal
and ensuring consumer satisfaction and loyalty.

Furthermore, the findings of this study indicate that although price and product quality simultaneously have a
significant effect on purchase intention, their combined explanatory power remains limited, as reflected in the
relatively low coefficient of determination. This suggests that consumer purchase intention toward Toyota Agya
is influenced by a broader set of factors beyond price and product quality alone. Variables such as brand image,
promotional strategies, after-sales service, perceived value, and social influence may also play a substantial role
in shaping consumer decisions. Therefore, while price and product quality remain essential components of
marketing strategy, automotive companies are encouraged to adopt a more comprehensive approach by integrating
additional factors to strengthen consumer purchase intention and enhance overall competitiveness in the market.

4. Conclusion

Based on the results of multiple regression analysis and hypothesis testing, it can be concluded that price and
product quality significantly influence the purchase intention of Toyota Agya consumers in Tuban City, both
partially and simultaneously. Price has a negative influence on purchase intention, where a decrease in price
increases consumer purchase intention, while an increase in price leads to a decline in purchase intention. This
finding reflects the high sensitivity of consumers to purchasing power and price considerations in the low-cost
green car (LCGC) segment. On the other hand, product quality has a positive effect on purchase intention.
Improvements in product quality enhance consumer trust and perceived value, which subsequently increase
satisfaction and strengthen consumers’ intention to purchase. This indicates that consumers do not rely solely on
price when making purchase decisions, but also consider the reliability, durability, and overall performance of the
vehicle. Furthermore, the simultaneous effect of price and product quality demonstrates that these two factors
complement each other in shaping consumer purchasing decisions. A competitive price without adequate product
quality may reduce consumer confidence, while good product quality without a price that matches consumers’
financial capabilities may limit market reach. Therefore, the combination of affordable pricing and satisfactory
product quality plays a crucial role in attracting consumer interest and encouraging buying decisions. In addition,
the results imply that although price and product quality are significant determinants of purchase intention, other
factors beyond these variables may also influence consumer decisions. As a result, Toyota Agya’s marketing
strategy in Tuban City should not only focus on pricing and product quality, but also consider supporting factors
such as brand image, promotional activities, and after-sales service. By maintaining a balanced strategy between
competitive pricing and consistent product quality, Toyota can increase product attractiveness, meet consumer
expectations, and foster long-term customer satisfaction and loyalty..

Referensi

1. Agusiady, R., Saepudin, D., & Aripin, Z. (2024). THE INFLUENCE OF SOCIAL MEDIA COMMUNICATION ON CONSUMER
PERCEPTIONS OF BRANDS AND PURCHASE INTENTIONS IN THE PANDEMIC AND POST-PANDEMIC ERA: AN
ANALYTICAL STUDY. JESOCIN, 2(1), 1-15. www.jesocin.coml

2. Alatas, H., Karyatun, S., & Digdowiseiso, K. (2023). The Influence of Product Quality, Price Perception, and Promotion on The Purchase
Decision of Aqua Brand Drinking Water in The Jakarta Area Final Project. Syntax Admiration, 4(4), 517-530.

DOI: https://doi.org/10.31004/riggs.v4i4.5001
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

11081



Nur Hidayatul Istigomah, M. Risky Fauzi, Filla Nor Faizah
Journal of Artificial Intelligence and Digital Business (RIGGS) Volume 4 Nomor 4, 2026

10.

11

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

Arindaputri, N. B., & Santoso, S. (2023). Analysis of the influence of digital marketing, brand image, and price perception on purchase
intention and brand loyalty in Uniglo apparel products. International Journal of Research in Business and Social Science (2147- 4478),
12(4), 57-65. https://doi.org/10.20525/ijrbs.v12i4.2612

Assidiki, Z., & Budiman, A. N. (2023). The Influence of Price, Promotion, Product Quality, and Consumer Satisfaction on Purchasing
Decisions of HAUS! Research of Business and Management, 1(1), 21-31. https://doi.org/10.58777/rbm.v1i1.20

Cayaban, C. J. G., Prasetyo, Y. T., Persada, S. F., Borres, R. D., Gumasing, M. J. J., & Nadlifatin, R. (2023). The Influence of Social
Media and Sustainability Advocacy on the Purchase Intention of Filipino Consumers in Fast Fashion. Sustainability (Switzerland),
15(11). https://doi.org/10.3390/su15118502

Chanda, R. C., Isa, S. M., & Ahmed, T. (2024). Factors influencing customers’ green purchasing intention: evidence from developing
country. Journal of Science and Technology Policy Management, 15(5), 1056—-1084. https://doi.org/10.1108/JSTPM-03-2022-0044
Dincer, C., & Dincer, B. (2023). Social Commerce and Purchase Intention: A Brief Look at the Last Decade by Bibliometrics.
Sustainability (Switzerland), 15(1). https://doi.org/10.3390/su15010846

Farzin, M., Shababi, H., Shirchi Sasi, G., Sadeghi, M., & Makvandi, R. (2023). The determinants of eco-fashion purchase intention and
willingness to pay. Spanish Journal of Marketing - ESIC, 27(3), 348-366. https://doi.org/10.1108/SIME-07-2022-0158

Gusti, |., Febriati, A. U., Nyoman, N., & Respati, R. (2020). The Effect of Celebrity Endorser Credibility and Product Quality Mediated
by Brand Image on Purchase Intention. American Journal of Humanities and Social Sciences Research, 4(3), 464-470. www.ajhssr.com
Hilal Eka Saputra Harahap. (2024). Daftar mobil irit BBM dan murah perawatan. Antara Otomotif.
https://otomotif.antaranews.com/berita/4182108/daftar-mobil-irit-bbm-dan-murah-perawatan

Kim, J., Jhang, J., Kim, S., & Stylidis, D. (2023). The Impact of Price Preciseness, Price Reduction, and Lay Rationalism on Travelers’
Perceptions of Deal Attractiveness, Purchase Intention, and Choice. Journal of Travel Research, 62(7), 1550-1568.
https://doi.org/10.1177/00472875221129255

Kumar Roy, S., & History, A. (2023). Impact of SMS advertising on purchase intention for young consumers. International Journal of
Financial, Accounting, and Management, 4(4), 427-447. https://doi.org/10.35912/ijfam.v4i4.1276

Levrini, G. R. D., & Dos Santos, M. J. (2021). The influence of price on purchase intentions: Comparative study between cognitive,
sensory, and neurophysiological experiments. Behavioral Sciences, 11(2). https://doi.org/10.3390/bs11020016

Limbu, Y. B., & Ahamed, A. F. M. J. (2023). What Influences Green Cosmetics Purchase Intention and Behavior? A Systematic Review
and Future Research Agenda. In Sustainability (Switzerland) (\Vol. 15, Issue 15). Multidisciplinary Digital Publishing Institute (MDPI).
https://doi.org/10.3390/su151511881

Macheka, T., Quaye, E. S., & Ligaraba, N. (2024). The effect of online customer reviews and celebrity endorsement on young female
consumers’ purchase intentions. Young Consumers, 25(4), 462-482. https://doi.org/10.1108/Y C-05-2023-1749

Majeed, M. U., Aftab, H., Arslan, A., & Shakeel, Z. (2024). Determining online consumer’s luxury purchase intention: The influence
of antecedent factors and the moderating role of brand awareness, perceived risk, and web atmospherics. PLoS ONE, 19(2 February).
https://doi.org/10.1371/journal.pone.0295514

Phan Tan, L., & Le, T. H. (2023). THE INFLUENCE OF PERCEIVED PRICE AND QUALITY OF DELIVERY ON ONLINE
REPEAT PURCHASE INTENTION: THE EVIDENCE FROM VIETNAMESE PURCHASERS. Cogent Business and Management,
10(1). https://doi.org/10.1080/23311975.2023.2173838

Qalati, S. A, Vela, E. G, Li, W., Dakhan, S. A., Hong Thuy, T. T., & Merani, S. H. (2021). Effects of perceived service quality, website
quality, and reputation on purchase intention: The mediating and moderating roles of trust and perceived risk in online shopping. Cogent
Business and Management, 8(1), 1-20. https://doi.org/10.1080/23311975.2020.1869363

Septiyana, F., Shihab, M. S., Kusumah, H., Sugina, & Apriliasari, D. (2023). Analysis of the Effect of Product Quality, Price Perception
andSocialValueonPurchaseDecisionsforLampungTapisFabrics. APTISITransactionsonManagement(ATM), 7(1), 54-59.
https://doi.org/10.33050

Suhud, U., Allan, M., Rahayu, S., & Prihandono, D. (2022). When Brand Image, Perceived Price, and Perceived Quality Interplay in
Predicting Purchase Intention: Developing a Rhombus Model. Academic Journal of Interdisciplinary Studies, 11(1), 232-245.
https://doi.org/10.36941/ajis-2022-0021

Sujono, R. ., Wiyandi, W., Wibowo, F. W., Yunadi, A., Kamal, A. H., Wibowo, A., & Salam, A. (2023). Purchase Decision on Halal
Products among Female Muslim: Evidence from Indonesia. Shirkah: Journal of Economics and Business, 8(3), 309-321.
https://doi.org/10.22515/shirkah.v8i3.555

Sumaa, S., Soegoto, A. S., & Samadi, L. S. (2021). Pengaruh Kualitas Produk, Harga dan Iklan Media Sosial terhadap Minat Beli di E-
Commerce Shopee (Studi pada Mahasiswa Fakultas Ekonomi dan Bisnis Universitas Sam Ratulangi Manado). Jurnal EMBA, 9(4), 304—
313.

Timur, B. (2018). Service Quality, Destination Image and Revisit Intention Relationships at Thermal Tourism Businesses. Journal of
Gastronomy Hospitality and Travel (JOGHAT), 1(1), 38-48. https://doi.org/10.33083/joghat.2018.3

Trivasse, H., Webb, T. L., & Waller, G. (2020). A meta-analysis of the effects of training clinicians in exposure therapy on knowledge,
attitudes, intentions, and behavior. Clinical Psychology Review, 80. https://doi.org/10.1016/j.cpr.2020.101887

Vieri, C. (2023). Analysis of The Role Price, Product Quality and Brand Recognition on Purchase Intention on Beverage Product in
Rome. JCRBE (Journal of Current Research in Business and Economics). E-ISSN, 3(1), 96-137. https://jcrbe.org

DOI: https://doi.org/10.31004/riggs.v4i4.5001
Lisensi: Creative Commons Attribution 4.0 International (CC BY 4.0)

11082



