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Abstract.
Ulos is one of the handicrafts which is one of the typical Indonesian clothing and has
been developed from generation to generation by the Batak people, North Sumatra.
The existence of Ulos handicraft products in the modern consumer market today cannot
be separated from the efforts of Ulos artisans and Ulos marketers. This research is here
to provide more profound knowledge related to aspects of the marketing mix (4P) which
consists of elements of product, price, place and promotion on purchasing decisions
of ulos handicraft products. The sample in this study amounted to 140 respondents
who were determined by a convenience sampling approach. Data collection using a
questionnaire instrument which is then distributed online. Data analysis using the SPSS
application by displaying data processing results through research instrument tests with
validity and reliability tests, multiple regression analysis, coefficient of determination,
and hypothesis testing. Based on the results of data analysis, it is concluded that the
marketing mix aspects of product, place and promotion have a significant influence on
purchasing decisions. Then, the element of the marketing mix viewed from the part
of price does not significantly affect purchasing decisions. With the presence of this
research, it is hoped that it can provide additional information for Ulos artisans and
Ulos business actors in developing a marketing mix with the marketing mix concept to
make it more optimal.
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1. Introduction
Effective marketing mix management allows marketers to create combinations of mix
elements to achieve sales growth (1). An effective marketing mix strategy can influence
consumer behavior to choose products and the implications are expected to foster
high purchasing decisions (2). One of the efforts of business actors to influence high
buying interest from consumers is to integrate elements of the marketing mix into the
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product marketing concept (3). Business owners have long used marketing mix in many
countries to develop an effective marketing strategy (4). Interestingly, the idea of the
marketing mix mix can be used to promote a new business and develop a company that
has been running for a long time, such as the integration of marketing mix elements in
Ulos handicraft products.
Ulos cloth is used at official events or traditional Batak ceremonies, but is now often
found in the form of souvenir products, pillowcases, belts, bags, clothes, table mats, ties,
wallets, and curtains. With distinctive colors, namely red, black, and white decorated
with various woven from gold or silver threads as a symbol of the favorite color of
the Batak people (5). Ulos for the ancestors of the Batak people became 3 sources
of warmth in the world, namely the sun, fire and ulos. In the past, the manufacture of
ulos usually used a weaving machine with gold or silver colored threads spun from
cotton (5). However, at this time, the manufacture of Ulos products has undergone
several innovations, including equipment and supplies to make them. The Ulos motif
is used as a material for designing shirts and Ulos woven into various crafts such as
bags and wallets. Therefore, with the advancement of information technology today, it
is necessary to study the current marketing mix level for Ulos products while still paying
attention to aspects of the marketing mix, such as product, price, place, and promotion.
The first element of a marketing mix marketing strategy is the product. Business actors
must determine what products or services will be offered to consumers in the market
(6). Marketers must ensure the quality of the product is good, besides that consumers
must also feel the need to buy the product and not just be interested (7). The basis of
product development is that when creating a product, business actors must produce
products following the market demands (8). That’s why product research is needed
to determine the market needs and what solutions we can offer. Many businesses
fail halfway through the poor quality of the product research that was done upfront.
Many companies get stuck in creating products that rely solely on subjective ideas,
without investigation. This underlies the need for an in-depth understanding of how to
take the proper steps to develop qualityproducts following consumer desires to create
high purchasing decisions (2). Research from(9), focusing on research on the influence
of marketing mix on purchasing decisions, concluded that good product quality will
encourage a high increase in purchasing decisions for these products. Then research
from (10), confirming the same thing regarding the significant effect of product quality
on decisionspurchase. The next element of a marketing strategy with a marketing mix
is price. The amount of money spent by customers to purchase a product is reflected
in price (11). Price is the main element that refers directly to the value of the company’s
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revenue (turnover). Price refers to the value of money given by consumers to get the
product or service being sold (12). Regarding the price, it is necessary to consider
the amount of costs that have been incurred to obtain a combination of goods and
services that will be provided to consumers (13). Setting prices that are too low can put
a company’s survival in risk (14). A price that is excessively high, on the other hand, will
deter customers (15). If a business actor wants to sell at a higher price, it is necessary
to provide a striking difference perbedaancompared to existing competitors, such as
quality and variants(16). According to research results (17), price is one of the crucial
factors in influencing the purchasing decisions. Discussion results from research(18)
confirm the purchase decision is determined by the pricing factor.
Furthermore, for marketing with the marketing mix concept, we also consider the
element of place. Place is one thing that needs to be considered and is closely related
to the products (13). Furthermore, A physical site where a firm operates or a distribution
method to reach the target market is referred to as a place (11). A business needs an
ideal sales location to get the target market (19). This aims to describe easier access
for consumers and customers who will buy and make purchases of products (20). The
head office, warehouse, factory, physical store, branch office, and branch store are
all included in this component of the marketing mix (21). Currently, business actors
do not have to place their head office, factory, and physical store in one location.
Business actors need to change their minds to consider internet facilities as a place
to sell. Places to sell products today are increasingly diverse, this can becarried out
on various social media channels, marketplaces, to online store websites. Research
result (22), concluded that a place is very crucial in influencing a consumer’s purchase
decision. Furthermore, the results of the research discussion(23), confirming the same
thing regarding place influence to purchasing decisions. The last element of a marketing strategy with the concept of a marketing mix is promotion. Promotion is any
effort to increase brand awareness and product sales (24). Promotion is an activity of
disseminating persuasive information, influencing and reminding the market that the
product is ready to be sold and bought by consumers (25). In the digital era, marketing
strategies with promotions are straightforward because many social media will help
their implementation(16). Websites, social media, newspapers, radio, television, digital
advertising, online media, online videos, and podcasts may all be used for promotion
(26). The essence of the promotion strategy includes marketing communications made
externally from the company about the products being sold (27).
The elements of the marketing mix that are considered in this element include
marketing channels, media strategy, number ofpromotional communications, and so
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on (28). Research results (29), with a research study on purchasing decisions in terms of
promotion, concluded that the role of promotion affects purchasing decisions. Research
that examines the relationship between promotions and purchasing decisions was also
carried out by (3), which states the high and low of the decision consumer purchases
are determined by promotional factors. Following the findings of several previous
studies that examined the relationship between the marketing mix and the concept
of the marketing mix on purchasing decisions, this research is here to facilitate relevant
previous research by placing Ulos handicraft products as the object of research, and
the researcher believes that it is essential to understand more about the mix marketing
with the concept of marketing mix. The essence of this research is to find out the
extent of consumer purchasing decisions on Ulos handicraft products in Medan City.
The marketing mix with the concept of marketing mix consisting of product, price, place
and promotion is used as a measuring tool for purchasing decisions. It is hoped that
with the findings of this research.

2. Methodology
Quantitative research design with associative approach is used in this study. The data
used in this study used primary data by collecting through online questionnaires. The
research population is consumers who buy Ulos handicraft products in Medan City. Due
to the unknown number of the population, the sample was taken using a convenience
sampling technique. According to (30), if the number of the population is not known
ideally the size of the representative respondents depends on the sum of all indicators
in the variable multiplied by 5-10. This study has 21 indicators, so the minimum number
of respondents for this study is 21 x 7 = 147. Therefore, the number of respondents who
were taken for this study after being rounded up involved 140 respondents. This number
is considered representative to be observed as a representative of the population
because it has met the minimum sample threshold. Testing the questionnaire data
using a validity test, where if rcount 0.3 with 95% significance it is declared valid (31)
and the rebiability test, where a variable is said to be reliable, if it has a Cronbach alpha
value > 0.60 (32). Furthermore, multiple regression tests were carried out, hypothesis
testing with simultaneous and partial methods and correlation tests with the coefficient
of determination.
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3. Result and Discussion
Table 1: General Profile of Respondents.
Category

Details

Amount

Percentage (%)

Gender

Men

47

42.79

woman

93

57.21

20-29

38

17.67

30-39

95

44.19

40-49

53

24.65

50-59

29

13.49

7

3.26

Diploma

54

25.12

Bachelor

133

61.86

Master

21

9.76

Employee

45

4.26

Entrepreneur

25

25.12

Government employees 40

21.86

Others

30

19.76

(in < 1 million
per

27

17.26

1 – 5 million

73

15.12

5 – 10 million

68

31.86

> 10 million

11

10.76

Age (years)

Level
education

Profession

Income
Rupiah)
mont

of High School

3.1. Validity and Reliability Test
Table 2: Validity Test Results.
Variable

Corrected
N of Items
itemTotal
correlation

Test results

Product

0.641

5

Valid

Price

0.679

5

Valid

Place

0.630

3

Valid

Promotion

0.564

3

Valid

Purchase Decisions

0.694

5

Valid

Based on the validity test of table 1 above, it is concluded that all indicators in the
study have a value above 0.30, therefore the measurement items used in this research
are valid. Next, a reliability experiment is carried out which is used to measure the
measurement items on the questionnaire items that describe the indicators of the
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variables. A questionnaire is reliable if a person’s response to a question does not
change or is normal from time to time.
Table 3: Reliability Test Results.
Variable

Cronbach's Alpha

N of Items

Test results

Product

0.896

5

Reliable

Price

0.889

5

Reliable

Place

0.888

3

Reliable

Promotion

0.890

3

Reliable

Purchase Decisions

0.889

5

Reliable

Based on the results of the reliability experiment shown in table 2 above, it proves
that all indicators have a Cronbach alpha value for each instrument > 0.60, so it can be
concluded that all instruments used are reliable.

3.2. Multiple Regression Test
Table 4: Multiple Regression Test Results.
Model

Unstandardized Coefficients Standardized
Coefficients

tcount

Sig.

2,750

.007

B

Std. Error

5,227

1,901

Product

,275

,067

.317

4098

.000

Price

,115

0.090

.108

1,273

.205

Place

,315

,123

.215

2,573

.011

Promotion

,235

,114

.166

2.055

.042

1 (Constant)

a. Dependent Variable: purchase decisions

The results of the multiple linear regression above, obtained the equation model: =
5.227 + 0.275 X1 + 0.115 X2 + 0.315X3 + 0.235X4, which means that the marketing mix
elements of product, price, place and promotion have a positive effect on purchasing
decisions. Based on these equations, it can be explained as follows:
1. The constant value of 5.227 may be understood as follows: if the product, price,
location, and promotion variables are all zero, the purchase decision value will be
in the 5.227 range.
2. The beta coefficient for the product variable is 0.275, which indicates that a oneunit change in the product variable will result in a 0.275-unit change in buying
choices, provided the other variables remain constant.
DOI 10.18502/kss.v7i10.11381

Page 418

ICASI

3. The price variable’s beta coefficient is 0.115, which indicates that a one-unit change
in the price variable will result in a 0.115-unit change in buying choices, provided
that the other variables remain constant.
4. The place variable’s beta coefficient is 0.315, which indicates that a one-unit
change in the place variable will result in a 0.315-unit change in buying choices,
provided that the other variables remain constant.
5. The promotion variable’s beta coefficient is 0.235, implying that a one-unit change
in the promotion variable will result in a 0.235-unit change in buying choices,
provided that the other variables remain constant.

3.3. Simultaneous and Partial Hypothesis Testing
To examine the variable binding simultaneously, experiment F is used. Simultaneous
hypothesis testing is tried to identify whether the product, price, place and promotion
variables that are tried affect the purchasing decision simultaneously.
Table 5: Simultaneous Test Results.
Model

Sum of Squares

df

F

Sig.

1 Regression

148,737

4

18,359

.000b

Residual

273,434

135

Total

422.171

139

Based on the results of the simultaneous test analysis in table 5, the Fcount value is
18.359 > from Ftable with (0.05; 4 vs. 136) of 2.28 or with a significant 0.000 < 0.05, it
can be interpreted that the marketing mix with product elements, price, place and promotions that are tried to influence purchasing decisions simultaneously. Furthermore, a
partial test is carried out that aims to determine the relationship between product, price,
place, and promotion variables that partially influence purchasing decisions. Based on
the results of data analysis in table 4, the results of the t-test in this study are as follows:
1. The product obtained a significant level of 0.000 0.05, meaning that the product
significantly affects purchasing decisions.
2. The price obtained a significant level of 0.205 > 0.05, meaning that the price has
no significant effect on purchasing decisions
3. Place obtained a significant level of 0.011 0.05, meaning that place has a significant
effect on purchasing decisions.
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4. Promotion obtained a significant level of 0.042 0.05, meaning that promotion
significantly affects purchasing decisions.

3.4. Coefficient of Determination Test
The coefficient of determination is done to measure how far the ability of a model to
explain the variation of the dependent variable. The results of the determination test in
this study can be explained in Table 6 below:
Table 6: Coefficient of Determination Test Results.
Model

R

R Square

Adjusted
Square

1

.594a

.352

.333

R Std. Error of the
Estimate
1.423

Based on the results of data analysis in table 6 above, the coefficient of determination
value is 0.352, which means that the high and low purchasing decisions of 35.2% can
be explained by product, price, place and promotion, while the remaining 73.5% can
be explained by other factors that not discussed in this study.

4. Result and Discussion
Based on the results of partial hypothesis testing (H1), the product significantly affects
purchasing decisions. These results prove that product quality is an essential thing in
determining the selection of a product by consumers. The products offered should be
thoroughly tested for their quality. Because for consumers the priority is the quality
of the product itself. Consumers will prefer and like other similar products that can
meet their needs and desires. On the other hand, Ulos handicraft products have
advantages in motifs and colors, which influences customer purchasing decisions.
The first hypothesis (H1) results strengthen the research of (7) who claim products
that have good characteristics will tend to influence purchasing decisions. Based on
partial hypothesis testing (H2) results, the price has no significant effect on purchasing
decisions. This shows that the level of consumer purchases does not depend on the
price given to Ulos products. The need factor based on culture is why the high price
does not affect the intensity of purchasing Ulos products. On the other hand, Ulos is
not just a body warmer, but is better known as a symbol of blessing, outpouring of
love, hope, and other virtues. Usually ulos is given to them with prayers and hopes to
carry out their duties well. Therefore, the price factor is not the only one that affects the
desire to buy from consumers. Entrepreneurs must set a selling price for the first time,
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especially when developing new products. Setting the selling price can be a problem
because the decision to set the selling price is sufficientcomplex and must pay attention
to the various aspects that influence it. This statement is supported by research results
from (8), with the discussion results stating that price has no significant relationship and
influences pengaruhto purchasing decisions.
Based on the results of partial hypothesis testing (H3), place has a significant effect
on purchasing decisions. The importance of the availability of product sales points is
also taken into account by business actors of Ulos handicraft products to market their
products. Place is one factor that determines the success of the level of sales that comes
from high purchases. The strategic location selection is a perspective framework for the
development of a commercial activity. On the other hand, the availability of places in
virtual form also has a significant impact on consumer purchases. Marketing products
show this in virtual places such as Instagram and Facebook and marketplaces such as
Shope and Lazada which also provide convenience for consumers who want to buy
Ulos handicraft products. The results of the third hypothesis (H3) strengthen research
from (20) which claims that the availability of strategic places will tend to influence
purchasing decisions. Based on the results of partial hypothesis testing (H4), promotion
significantly affects purchasing decisions. The influence of promotion on purchasing
decisions is because most Ulos products and brands have successfully implemented
maximum sales promotions, so that this creates and maintains a distinct advantage
from what competitors offer. On the other hand, the ability of Ulos handicraft product
business actors to implement promotional strategies in the form of short-term discounts
and the provision of premium souvenirs also helps consumers’ image of the products
offered. The results of the first hypothesis (H4) strengthen the research of (16) who claim
a competitive promotional strategy will tend to influence purchasing decisions.

5. Conclusion
This study suggests that of the four hypotheses developed, only three hypotheses can
be accepted. The marketing mix with the marketing mix concept consisting of product,
place and promotion has a positive and significant influence on purchasing decisions
for Ulos handicraft products. As for the marketing mix elements, the price does not
significantly influence purchasing decisions for Ulos handicraft products. This study
provides additional information that for the marketing mix element in terms of price, it is
necessary to improve its determination based on each product criteria. Price sensitivity
DOI 10.18502/kss.v7i10.11381
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that is too high results in a decrease in consumer purchasing power, so this causes the
price aspect to be unable to increase consumer purchasing power.

6. Authors' Contributions
Marisi Butarbutar as the first writer to carry out the research, Efendi and Sherly as the
second and third authors who have compiled the article from the beginning and to the
end, Acai Sudirman corresponding writer who has edited the manuscript and carried
out the review process.

References
[1] Afwa A, Djajasinga ND, Sudirman A, Sari AL, Adnan NM. Raising the Tourism Industry
as an Economic Driver. In: Proceedings of the 2nd Annual Conference on Blended
Learning, Educational Technology and Innovation (ACBLETI 2020) Raising. 2021. p.
118–23.
[2] Rafdinal W, Amalia FA. Increasing Purchase Decisions on Palm Oil Seeds Through
Marketing Mix and Trust. In: 2nd International Conference on Applied Science and
Technology. 2019. p. 192–8.
[3] Nuraini RA, Kurnianingsih H. Marketing Mix Effect on Purchase Decision of Traditional
Jamu Sabdo Palon. J Mantik. 2021;4(4):2478–85.
[4] Djajasinga ND, Sulastri L, Sudirman A, Sari AL, Rihardi L. Practices in Human
Resources and Employee Turnover in the Hospitality Industry. In: Proceedings of
the 2nd Annual Conference on Blended Learning, Educational Technology and
Innovation (ACBLETI 2020) Practices. 2021. p. 113–7.
[5] Firmando HB. Kearifan Lokal Tenun Tradisional Ulos Dalam Merajut Harmoni Sosial
Di Kawasan Danau Toba. JSDS J Sosiol Dialekt Sos. 2021;1(1):1–18.
[6] Syarifuddin ADI, Basalamah S, Sinring B, Mas’ud M. The Effect of Marketing Mix on
Consumer Purchase Intention and Decisions on Frozen Food in Makassar, Indonesia.
Am J Humanit Soc Sci Res. 2021;5(4):32–40.
[7] Asdi, Putra AHPK. The Effect of Marketing Mix (4P) on Buying Decision: Empirical
Study on Brand of Samsung Smartphone Product. Point View Res Manag.
2020;1(4):121–30.
[8] Adnyana IM, Dinhar I. Influence of Marketing Mix on iPhone 6 Series Smartphone
Purchase Decision. Focus J Soc Stud. 2021;2(1):1–14.
DOI 10.18502/kss.v7i10.11381

Page 422

ICASI

[9] Noviyanto I, Basri HA. Analysis of the Effect of Marketing Mix on Purchasing Decisions
on the Trans Park Cibubur Apartment. Int J Innov Sci Res Technol. 2019;4(9):295–
302.
[10] Gunawan A, Melinda T. Analysis of Marketing Mix and Purchasing Decisions (a Study
of Kene Kopi Products). KnE Soc Sci. 2021;2021:510–8.
[11] Kotler P, Armstrong G. Prinsip-Prinsip Pemasaran. Edisi 12. Jakarta: Erlangga; 2008.
376 p.
[12] Launtu A. The Effect of Price and Product Quality on Online Purchasing Decisions:
Empirical Study in Lazada. J Manaj Bisnis. 2021;8(1):122–32.
[13] Kotler P, Keller KL. Marketing Management. Vol. 22, Organization. 2009. 329–331 p.
[14] Sudirman A, Efendi E, Harini S. Kontribusi harga dan kepercayaan konsumen
untuk membentuk kepuasan pengguna transportasi berbasis aplikasi. J Bus Bank.
2020;9(2):323–35.
[15] Subagya YH. The Effect of Price Variables, Location Variables, and Promotion
Variables on Consumer Decisions to Purchase Housing. Int J Seocology (Science,
Educ Econ Psychol Technol. 2021;02(02):65–70.
[16] Andreti J, Zhafira NH, Akmal SS, Kumar S. The Analysis of Product, Price, Place,
Promotion and Service Quality on Customers’ Buying Decision of Convenience Store:
A Survey of Young Adult in Bekasi, West Java, Indonesia. Int J Adv Manag Econ.
2013;2(6):72–8.
[17] Sata M. Factors affecting consumer buying behavior of mobile phone devices.
Mediterr J Soc Sci. 2013;4(12):103–12.
[18] Djatmiko T, Pradana R. Brand Image and Product Price; Its Impact for Samsung
Smartphone Purchasing Decision. In: 3 rd Global Conference on Business and Social
Science. 2016. p. 221–7.
[19] Putra QE, Tarigan ZJH, Sitepu RB, Singh SK. The Impact of Marketing Mix on the
Consumer Purchase Decision in the Surabaya - Indonesia Hotel Residence. In: SHS
Web of Conferences 76,. 2020. p. 40–9.
[20] Widyastuti AN, Pujiharto P, Tubastuvi N, Santoso SB. The Effect of Marketing Mix on
Purchase Decisions. J Manaj Bisnis. 2020;11(2):1–14.
[21] Komari A, Indrasari LD, Pariyanto AYT, Santoso HB. The Effect of Marketing Mix
4P Towards Marketing Product Performance Of Tenun Ikat Small Industry In Bandar
Kediri. In: Proceedings of the 3rd International Conference on Social Sciences. 2020.
p. 805–9.
DOI 10.18502/kss.v7i10.11381

Page 423

ICASI

[22] Brata BH, Husani S, Ali H. The Influence of Quality Products , Price , Promotion ,
and Location to Product Purchase Decision on Nitchi At PT . Jaya Swarasa Agung
in Central Jakarta. Saudi J Bus Manag Stud. 2017;2(4B):433–45.
[23] Rachmawati D, Shukri S, Ferdous Azam SM, Khatibi A. Factors Influencing Customers’
Purchase Decision Of Residential Property In Selangor, Malaysia. Manag Sci Lett.
2019;9(9):1341–8.
[24] Hanaysha JR. An examination of the factors affecting consumer’s purchase decision
in the Malaysian retail market. PSU Res Rev. 2018;2(1):7–23.
[25] Saputra D, Waluyo H, Listyorini S. Effect Of Product Quality, Promotion, And Brand
Image On Purchase Decision Of Nike Sports Shoes (Case Study On S1 Fisip Undip
Students). Diponegoro J Soc Polit. 2014;3(4):209–20.
[26] Sherly, Halim F, Sudirman A. The Role Of Social Media In Increasing Market Share
Of Msme Products In Pematangsiantar City. J Manaj dan Bisnis. 2020;9(2):61–72.
[27] Ayesha I, Redjeki F, Sudirman A, Leonardo A, Aslam DF. Behavior of Female
Entrepreneurs in Tempe Small Micro Enterprises in Tasikmalaya Regency , West
Java as Proof of Gender Equality Against AEC. In: Proceedings of the 2nd Annual
Conference on Blended Learning, Educational Technology and Innovation (ACBLETI
2020). 2021. p. 124–30.
[28] Wirakanda GG, Pringgabayu D, Widyana SF. How Sales Promotion Can Effect On
Consumer’s Purchase Decisions. Adv Int J Banking, Account Financ. 2021;3(7):59–
71.
[29] Istikhomah I, Marwati FS. Purchase Decision in View of Brand Image, Product Quality,
and Promotion. Almana J Manaj dan Bisnis. 2021;5(1):29–34.
[30] Hair JF. Multivariat Data Analysis 7th Edition. New Jersey: Pearson Prentice Hall;
2014.
[31] Sugiyono. Metode Penelitian Kuantitatif, Kualitatif, dan R&D. Bandung: Alfabeta; 2014.
[32] Taber KS. The Use of Cronbach’s Alpha When Developing and Reporting Research
Instruments in Science Education. Res Sci Educ. 2018;48(6):1273–96.

DOI 10.18502/kss.v7i10.11381

Page 424

