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ABSTRACT

This study aims to analyze the effect of price wyirly interest, the effect of product diversitylmying interest, the effect
of service quality on buying interest, the effetiazation on buying interest, and simultaneoudig effect of price,

product diversity, service quality, and location launying interest.

The population in this study are all modern mam@isumers in Semarang City, who have made purcimases
than three times. The number of samples in thidyst®0 consumers. The sampling technique useseataidsampling, if

it is considered that the consumers who happenée tmet are suitable as data sources.

The results showed that price had a positive agdificant effect on buying interest, product divigrdiad a
positive and significant effect on buying interessitvice quality had a positive and significaneeffon buying interest,
location had a positive and significant effect arying interest, together with price, product divrsservice quality, and

location have a positive and significant effectomying interest.
KEYWORDS:Price, Product Diversity, Service Quality, Locatjd@uying Interest
INTRODUCTION

Modern markets are not much different from tradiibmarkets, but in this type of market sellers &ogers do not
transact directly, but buyers see the price tagdien the goods (barcode), are in the buildingthedservice is carried out

independently (self-service) or served by salesleeop

According to Kotler and Armstrong (2012), in a mavrsense, price is the amount charged for a product
service. More broadly, price is the sum of all tadues that customers give up to benefit from hgeeinusing a product or

service.

According to Kotler and Armstrong (2018), produstatsity is a collection of all products and goaddfered by
business actors to consumers. Therefore, busimtsss anust make the right decisions regarding tméety of products
offered.

According to Kotler (2019), service quality is therformance offered by one person to another. Enfopnance
can be in the form of an action that is tangibld artangible and does not result in the ownershipny goods and to

anyone.

According to Suparman (2011), location is a plackusiness that greatly influences a consumerised&scome
and shop. Furthermore, according to Heizer (20th2) purpose of location strategy is to maximizetmn benefits for the

company, location decisions often depend on the dffbusiness.
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According to Assael (2001) buying interest is astoner's tendency to buy a brand or take actioriectl a

purchase which is measured by the level of podsiloif consumers to make a purchase.

The presence of modern markets (supermarkets, fmgpey, minimarkets), is considered by various gsotg
have cornered the existence of traditional marketsrban areas. Based on the results of a studyiddgon (2005), the
modern market in Indonesia grows 31.4% per yeailewhe traditional market shrinks 8% per year. Tésults of a study
by the Ministry of Cooperatives and SMEs with PTuSoDinamika Manajemen (2005) show that the presexf modern
markets has threatened the traditional market atesyin terms of decreasing sales turnover. Silpjléine results of
research by Solfros (2002) on the comparison dfittcmal markets (wet market) with modern marketsHiong Kong
stated that although the wet market remained damiiteere was a decline in the share of consumamdipg in the wet

market.
LITERATURE REVIEW
Price

Price is the amount of money that is exchangea foroduct or service, furthermore, price is the sifirall the values that

consumers exchange for the number of benefits tiyngar using an item and service (Kotler & Armsiga2001).

According to Kotler and Armstrong in Suparyanto aRdsad (2015), price is the amount of money that is
sacrificed for an item or service, or the valuenfroonsumers that is exchanged for benefits or cstigror use of the

product or service.

Price is the amount of money that customers hayayoto get the product (Kotler and Armstrong,he journal

Pertiwi, et al, 2016). Thus it can be concluded the place is a channel for producers to sell thducts to consumers.
Therefore, the following hypothesis is proposed:
H1: Price has a positive effect on buying interest.

Product Diversity

Decisions about product placement are related @oviriety of products in the right amount and ia tight location
(Tjiptono, 2005). The number and types of prodwstikl in one place are increasingly diverse, so woess will feel
satisfied if they make a purchase at that placetlagyg do not need to make a purchase elsewherailHepeat the same

thing for the next purchase.

According to Kotler and Keller (2015), indicatorspyoduct diversity are product mix width, produaix length,

product mix depth, and product mix consistency.

According to Kotler and Keller (2008), product \etyi (product mix) is a collection of all productsdagoods
offered by certain sales to consumers. Productomproduct variations of a company can be clasbs#iecording to width,

length, depth, and consistency.
Therefore, the following hypothesis is proposed:

H2: Product diversity has a positive effect on Ingyinterest.

NAAS Rating: 3.09— Articles can be sentéditor@impactjournals.us




| Independent Variables Affecting Interest to Buy 3

Service Quality

Service quality is a consumer evaluation of thefgmion of service performance. Service qualitdymamic, that is, it

changes according to customer demands (Mowen 2002).

According to Ibrahim in Hardiyansyah (2011), seevifuality is a dynamic condition related to produservices,
people, processes and the environment where tHgygassessment is determined at the time of thehase of the public
service, Tjiptono and Chandra (2012) identify thame 5 indicators, namely reliability (reliabilityyesponsiveness

(responsiveness), assurance (assurance), empatpgt{ey), and physical evidence (tangibles).
Therefore, the following hypothesis is proposed:
H3: Service quality has a positive effect on buyiimgrest.

Location

Location is a very important factor in the retailkirchoosing the right and strategic location incartlet or store will be

more successful than other outlets that are lestegically located, (Berman & Evans in Ma'ruf 2R06

The definition of location according to Kasmir (E)0@s a place to serve consumers, it can alsoteepireted as a

place to display their wares. Location is a plackusiness activity, whether technical, administgtor managerial.

According to Handoko (2012), choosing the rightalii@n will minimize the costs (investment and opierss) in

the short and long term, and will increase the camgfs competitiveness.
Therefore, the following hypothesis is proposed:
H4: Location has a positive effect on buying ingtre

Buying Interest

Buying interest is related to feelings and emotjdghsomeone feels happy and satisfied in buyingdgoor services then it
will strengthen buying interest, dissatisfactiomalyy eliminates interest. Buying interest thats#iin consumers is a very
important phenomenon in marketing activities, bgyimterest is a consumer behavior that underliggrehase decision to
be made (Swastha and Irawan 2001).

According to Ferdinand (2006), buying interest dam identified through indicators: transactionaleisst,

referential interest, and preferential interest.

According to Howard & Sreth (Piransa, 2017), buyintgrest is something that relates to consumeitheir

plans to buy a product and how many units of produe needed in a certain period.
Therefore, the following hypothesis is proposed:

H5: Taken together, price, product diversity, segwquality, location have a positive effect on Ingyinterest.
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Figure 1: Research Model Development.

RESEARCH METHODS
Types of Research

The research design used in this study is surv&sareh and the research method used is assocgisiwarch which aims
to see the relationship between variables. Sug{@005) stated that survey research is researchuctedl on large and

small populations but the data studied are data Bamples collected. taken from the population.

Method of Collecting Data

The questionnaire contains a number of written tioes that are related to the problem being re$earthat are posed to
consumers.

Population and Sample

The population of this study is the consumers eriodern market in the city of Semarang who havdenthe purchase
process more than 3 times. The number of samptE3disonsumers. The sampling technique uses adaldampling, if

it is considered that the consumers who happenbd toet are suitable as data sources.

Variable Measurement

All variables in this study were measured usingilkelt scale model. This scale uses an ordinal mreadthe ordinal
measure is a given number where the numbers ussettse of level. This measure does not contairbaolate value for
the object, but only provides a measure (rankhefanswers from respondents who are given a cestaire. This scale

model is seen as follows:

Strongly agree = weight 5
Agree = weight 4

Disagree = weight 3
Do not agree = weight 2
Strongly Disagree = weight 1
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Validity and Reliability Testing

Validity testing is done by correlating the scofeeach question item with the total score obtaifiech the sum of all the
guestion scores. If the correlation is significahen the measuring instrument used has validilytheérmore, by using
critical numbers from r table (table r product mamewith a significant level of 5% and the numbémrespondents as
many as 100 people, if the correlation coefficiebtained is greater than r table then the quessodeclared valid,
otherwise if the correlation coefficient obtainedmore smaller than r table then the question tsvabd. Reliability
testing is carried out to determine whether thevens given by respondents are trustworthy or ridisly using Reliability
analysis through the Cronbach Alpha method,

Method Analysis

The analysis used in this research is multipleaggjon analysis. Multiple linear regression analysia general statistical
method used to examine the relationship betweespardient variable and several independent variabtemeasure the

presence or absence of correlation between vasiable

BB, PrX PN PALE

Where:
X1 = Price
X2 =Product Diversity
X3 =Service quality
X4 = Location
Y =Buying Interest
b0 =Intercept
e =Disturbing factor

The formulation of this model is a linear regreasighere this form is theoretically the dependemiaide to be

studied has a linear relationship tendency towast$ independent variable.
Coefficient Determination (R Square)

To see the magnitude of the contribution of theepwhdent variable to the dependent variable ubia@ormula:

R2 _ bi\¥ BV
$¥2

R2 =is betweenO0Oand 1or0R2 1

R2 = 1 means the percentage of contribution x1x824 to the rise and fall of Y is 100% and thare no other
factors that affect the Y variable

R2 = 0 means that regression cannot be used to pnallétions about Y.
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Coefficient Correlation (Multiple R)

To measure the strength of the relationship betweelindependent variables together on the depérdeable using the

formula:

r=blOX1Y+b20X2Y+b30X3Y+Y
IPH

Hypothesis Test
Simultaneous Hypothesis Testing (F test)

To see the effect simultaneously, F test statigtios$ partial t test were used. The hypothesesdtdstahe F test statistic

are:

Ho : bl = b2 = b3 = b4 = 0 (price, product diversservice quality, and location have no effectbuying

interest.
Ha : bl b2 b3 b4 0 (price, product diversity, seevijuality, and location affect buying interest.

This is intended to analyze whether all independaniables have a significant effect or not on dependent
variable. If Fcount < Ftable then Ho is accepted Ha is rejected. But if Fcount > Ftable then Hoedjected and Ha is
accepted, which means that together X1, X2, X3aHKdct Y. Or Sig F < 0.05 then Ho is rejected aradislaccepted.

Partial Hypothesis Test (t test)

Testing with the t test is to analyze each indepahdariable partially affects consumer loyalty.
Ho:bl=0 ( price has no effect on buying intéres
Ha:bl0 ( price has an effect on buying interest)

Ho:b2=0 (product diversity has no effect onihgyinterest). Ha : b2 0 (product diversity affebtsying

interest).

Ho:b3=0 (service quality does not affect buyingerest). Ha : b3 0 (service quality affects Imgyi
interest)

Ho:b4=0 (location does not affect buying ingtye

Ha:b4 0 (location affects buying interest).

If t arithmetic t table (0.05) the model is rejatte
If t arithmetic t table (0.05) the model is accebté Sig t < 0.05 then Ho is rejected, Ha is atedp
RESULTS

Multicollinearity Assumption Test

Multicollinearity was tested by calculating the walof VIF (Variance Inflating Factor). If the VIFalue is less than 5,

there is no multicollinearity or non-multicollinegy.
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Table 1: Multicollinearity Assumption Test Results

Independent Variable VIE Information
(X1) 3,632 Non multicollinearity
(X2) 1.312 Non multicollinearity
(X3) 3,883 Non multicollinearity
(X4) 1,657 Non multicollinearity

From the results of the classical assumption testva in Table 1 above, it is obtained that all ipeledent

variables have a VIF value of less than five. Thiusre is no multicollinearity.
Heteroscedasticity Assumption Test

Heteroscedasticity was tested using the Spearmak &arelation coefficient test, which correlathe tibsolute residuals
of the regression results with all independentaldss. If the probability of the correlation resiglitiess than 0.05 (5%)

then the regression equation contains heteroséeitiaaind vice versa means non-heteroscedasticibpmoscedasticity.

Table 2: Heteroscedasticity Assumption Test Results

Correlation
Independent Variable Coefficient Probability (p) Information
(n)
(X1) -0.029 0.772 Homoscedasticity
(X2) -0.078 0.440 Homoscedasticity
(X3) -0.104 0.305 Homoscedasticity
(X4) -0.164 0.104 Homoscedasticity

The results of the heteroscedasticity assumptisinsteown in the table above show that all independariables

have a probability value greater than five perc&htis the regression equation does not contaimdsstedasticity.
Normality Assumption Test

The method used to test normality is to use thesghare test to the standard residual value ofgeession equation. If
the probability of the chi square test result issl¢han 0.05 (5%) then it is normally distributed] avice versa is not
normally distributed. The test results show thesthiare value of 108.740 (probability of 0.000) ebhimeans the residual

value of the data is normally distributed.

Multiple Linear Regression Test

Variable B Beta t Sig t Information
Constant -2.872 -2,720 0.000

(X1) 0.422 0.314| 3,177 0.002 | Significant

(X2) 0.170 0.127| 2,143 0.035 | Significant

(X3) 0.458 0.411| 4.029 0.000 | Significant

(X4) 0.168 0.142| 2,135 0.035 | Significant
ttable = 1,985
R = 0.863
R Square = 0.745
AdjustedR Square| = 0.734
Fcount = 69,372
Sig F = 0.000
Ftable = 2,467
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Hypothesis Test

The formulation of the tested hypothesis has begrigoward with a significance level used in thisdy of 5% or = 0.05,

the results of testing the hypothesis are as falow
F. Test Results

From the Fcount value, it shows a value of 69.3ig@n{ficance F = 0.000). So Fcount>Ftable (69.37262) or Sig F <
5% (0.000<0.05). This means that together the bEesaPrice (X1), Product Diversity (X2), Service &ty (X3) and
Location (X4) have a significant effect on buyimgerest (Y).

t test Results
This analysis examines whether price, product ditsgrservice quality, and location partially afféeiying interest.

The variable (X1) has a tcount of 3.177 with a atmbty of 0.002. Because |tcount|>ttable (3.1798%) or sig t
< 5% (0.002 <0.05) then partially the variable (X13s a significant positive effect on the variabg if the other

independent variables remain in value.

The variable (X2) has a tcount of 2.143 with a tabty of 0.035. Because |tcount|>ttable (2.1498%) or sig t
<5% (0.035<0.05) then partially variable (X2) hassignificant positive effect on variable (Y) if @&h independent

variables remain in value.

The variable (X3) has a tcount of 4.029 with a @tmbty of 0.000. Because |tcount|>ttable (4.0298%) or sig t
<5% (0.000<0.05) then partially the variable (X3sha significant positive effect on the variable) (¥ the other

independent variables remain in value.

The variable (X4) has a tcount of 2.135 with a tabty of 0.035. Because |tcount|>ttable (2,1398%) or sig t
< 5% (0,035<0,05) then partially the variable (X#gs a significant positive effect on the variab¥§ {f the other

independent variables remain in value.
DISCUSSION
The Influence of Price on Purchase Intention

The results showed that the price had a signifieadt positive effect on buying interest. The higther price, people will
prepare higher services, so the consequence wittase the value of one's perception. With theeprican help buyers to
decide how to allocate their purchasing power tGows types of goods or services. (Dinawan, 201@kiklg price as an

indicator in the form of large sacrifices requitecouy a product as well as serve as an indicdttreolevel of quality.
The Effect of Product Diversity on Purchase Intenibn.

The results showed that product diversity had &scebn buying interest. Products are purchaseddmgumers because
they can meet certain needs or provide certainflieni this case the diversity of products cansken from the product
categories available in a retail or supermarketgamy, where marketers divide products based obukiasg process and
their use into consumer products and industriatipets. a set of images and services that are wsedtisfy consumer
needs (Kismono, 2001).
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The Influence of Service Quality on Purchase Interdn

The results showed that service quality had a figmt and positive effect on buying interest. Theults of this study
support Kotler's opinion which states that sergoality must start from customer needs and endustomer perceptions
(Kotler, 2005). This means that good quality is based on perceptions of service provision, buethamn customer
perceptions. Service quality refers to customeesmsgaents of the core of the service, namely thécgeprovider itself or

the entire service organization. Therefore, in falating strategies and service programs, orgaoizatmust be oriented to

the interests of customers and pay close attetitime dimensions of quality.
The Influence of Location on Buying Interest

The results showed that the location had a sigmifieffect on consumer buying interest. Locatidaci®n has a strategic
function because it can participate in determining achievement of business goals. Location maralyfi means a

physical place (Bayu, 2010). Location is the lamatdr retail store in a strategic area so as tamiag profits.

Companies should carefully consider the selectibhusiness locations for future development (KotR005).
From research conducted (Raharjani, 2005) locati@tegy is one of the most important determinaht®nsumer buying
behavior, retailers must choose a strategic logdtiglacing their stores. It can be concluded thatlocation variable is

something that is considered by consumers.
Together, the Effect of Price, Diversity, Quality & Service, and Location on Buying Interest

CONCLUSIONS

Price has a positive and significant effect on hgyinterest. Product diversity has a positive aigaificant effect on
buying interest. Service quality has a positive aighificant effect on buying interest. Locationjiee and significant
effect on buying interest. Taken together, pricedpct diversity, service quality, location haveasitive and significant

effect on buying interest.

Future research should be carried out among consumeCentral Java Province so that the scope demand
the picture is more comprehensive. Independenalbkes that need to be researched in addition e pproduct diversity,
service quality, location and purchase intentiomghs as: customer satisfaction, brand preferencesjupt quality,
perceived value, and physical environment.
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