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This study aims to analyze the effect of brand image, packaging and 

promotion on purchasing decisions for King Oseng Mineral Water 

products at CV. Maju Terus Bahagia Sejahtera Sentosa Banyuwangi, 

both simultaneously and partially. The population in this study were 

customers of King Oseng Mineral Water products at CV. Maju Terus 

Bahagia Sejahtera Sentosa Banyuwangi. The sampling method used 

is nonprobability sampling, data collection using purposive sampling. 

The data was collected using a questionnaire in which the sampling 

was 40 respondents. This type of descriptive quantitative research 

uses instrument tests, classical assumption tests, multiple linear 

regression analysis, hypothesis testing (f & t tests), and the 

coefficient of determination. The results in this study show that the 

brand image (X1), packaging (X2) and promotion variables (X3) 

simultaneously (f test) have a positive and significant influence on 

purchasing decisions. While the results partially (t test) that the brand 

image variable has no effect and is insignificant to purchasing 

decisions, the packaging variable has no effect and is insignificant to 

purchasing decisions, and the promotion variable has a positive and 

significant effect on purchasing decisions. With the coefficient of 

determination (Adjust R Square) obtained of 0.474 or 47.4%. This 

means that 47.4% of purchasing decisions can be explained by 

independent variables, while the remaining 52.3% is likely to be 

explained by other independents that are not included in this study. 

Keywords: brand image, packaging, promotion, purchasing decisions. 

 

1. INTRODUCTION  

Water is a source of life for humans that has an important role in the body. Increased population 

growth and lack of concern for the surrounding environment due to waste from household activities and 

factory management waste that causes water pollution. The bottled drinking water industry in Indonesia is 

growing, thus creating new bottled drinking water companies spread across various regions. Companies must 

be able to face competition by continuing to innovate and be creative to create superior value and be able to 

compete in the market. As the presentation of households based on the main drinking water source that 

Indonesian households utilize various water sources for daily drinking needs. The results of the National 

Socio-Economic Survey (Susenas) from the Central Statistics Agency (BPS) show that people prefer bottled 

or refillable water (Muhamad, 2023). The mineral water brands most frequently consumed by Indonesians in 

the past year that Aqua and Le Minerale dominate consumer awareness based on the Kurious Katadata 

Insight Center (KIC) survey. Both brands are the top choice for the public, whereas, brands such as Vit, Club, 

Ades, Nestle, Crystalline, Pristine, Total, Amidis, Evian, Eternal Plus, and others have lower consumption. 

This is because the majority of respondents prefer to buy mineral water that is easily found in shopping 

centers (Annur, 2023). The channel that rising brands use to market their products is that most growing 

companies focus more on selling online than offline (Ahdiat, 2023). 

The selection of King Oseng Mineral Water products as the object of research at CV. Maju Terus 

Bahagia Sejahtera Sentosa because there are phenomena related to brand image that is not well known among 
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the public. Limited market share encourages companies to create distinctive characters to attract consumer 

attention. CV Maju Terus Bahagia Sejahtera Sentosa in producing King Oseng Mineral Water not only 

modifies glass packaging, but also needs to develop variations of bottle packaging. In addition, in terms of 

offline marketing, there are several retail stores and wholesale stores that have not marketed King Oseng 

mineral water products. They only sell other bottled mineral water, such as Aqua, Le Mineral, and other 

common brands. Meanwhile, in terms of online marketing, it can be seen that the use of social media such as 

Instagram and tiktok has not been optimized because the number of followers is still very small. The 

uploaded content is also limited, making people unfamiliar with King Oseng mineral water products. This is 

due to the absence of employees responsible for marketing activities on social media. It is important to 

achieve a balance between offline and online promotional activities to increase public awareness of King 

Oseng mineral water products. 

Despite the intense competition in the Bottled Drinking Water (AMDK) industry, the company needs 

to increase public understanding of King Oseng Mineral Water products. Its strength lies in the brand's ability 

to create a distinctive impression in the minds of customers, in encouraging repeat purchases, and creating 

awareness and preference. This can be achieved through innovations in packaging design to increase product 

safety and attractiveness, as well as through attractive promotions to expand product recognition to increase 

sales. Because promotion is an important element in communicating product advantages, persuading 

consumers, and influencing purchasing decisions. Buyers are grouped based on psychological and 

psychographic factors. Psychological factors include personality, attitudes, lifestyle, demographics, values 

and include consumer behavior. Meanwhile, psychographic factors include product evaluations that are 

influenced by demographics and psychographics in helping to explain consumer responses more accurately 

(Assegaf et al., 2022).   

Reiseiarch conduicteid by Miati (2020) on "Thei E iffeict of Brand Imagei on Puirchasing Deicisions for 

Deieinay Veiils (Stuidy on Geia Fashion Banjar Consuimeirs)" uising quiantitativei reiseiarch. Thei reisuilts show that 

brand imagei has a significant influieincei on puirchasing deicisions. Thei similaritieis with preiviouis reiseiarch are i 

thei typei of reiseiarch, data colleiction me ithods (quieistionnaireis), and data analysis teichniquieis. Thei diffeireincei 

lieis in thei yeiar of reiseiarch, objeict, nuimbeir of variableis, popuilation, samplei sizei, and withouit uising 

obseirvation, inteirvieiws, docuimeintation as data colleiction teichniquieis. 

Reiseiarch conduicteid by Nuirfauizi eit al. (2022) on "Thei E iffeict of Packaging and Produict Quiality on 

Puirchasing Deicisions (Suirveiy on Consuimeirs of Salei Ambon Produicts Mrs. Ooh Cipatuijah Tasikmalaya 

Reigeincy)". Thei typei of reiseiarch uiseid is qu iantitativei reiseiarch. Thei reisuilts show that packaging and produict 

quiality havei a significant eiffeict on puirchasing deicisions. Thei similaritieis with preiviouis reiseiarch arei thei type i 

of reiseiarch, data colleiction meithods (quieistionnaireis), and data analysis teichniquieis. Thei diffeireincei lieis in the i 

yeiar, objeict, nuimbeir of variableis, popuilation, samplei sizei, withouit uising obseirvation, inteirvieiws, 

docuimeintation as data colleiction teichniquieis, and thei uisei of produict quiality variableis as indeipeindeint 

variableis. 

Reiseiarch conduicteid by Azhari & Fachry's (2020) on "Thei E iffeict of Brand Imagei and Promotion on 

Puirchasing Deicisions for Batik Karawang at Ramayana Mall, Karawang" uising quiantitativei meithods with 

thei t teist and F teist. Thei reisuilts show that brand imagei and promotion havei a significant eiffeict on puirchasing 

deicisions. Thei similaritieis with preiviouis reiseiarch arei thei typei of reiseiarch, data colleiction meithods 

(quieistionnaireis), and data analysis. Thei diffeireincei lieis in thei yeiar, objeict, nuimbeir of variableis, popuilation, 

samplei sizei, and sampling teichniquiei (Random Sampling), withouit uising obseirvation, inteirvieiws, 

docuimeintation as data colleiction teichniquieis. 

Reiseiarch conduicteid by Suimarsono & Santoso's (2019) on "Thei E iffeict of Brand Imagei, Produict 

Quiality, and Produict Deisign on Puirchasing Deicisions for Muikti Rahayui Batik Produicts in Mageitan 

Reigeincy" uising quiantitativei deiscriptivei data analysis meithods. Thei reisuilts show that Brand Imagei has no 

eiffeict and is not significant to puirchasing deicisions, whilei Produict Quiality and Produict Deisign havei a 

positivei and significant eiffeict on puirchasing deicisions. Thei similarity with preiviouis reiseiarch lieis in thei type i 

of reiseiarch, data colleiction teichniquieis, and data analysis, whilei thei diffeireinceis incluidei thei ye iar of reiseiarch, 

objeict, popuilation, samplei sizei, sampling teichniquiei (Random Sampling), and thei uisei of produict quiality and 

produict deisign variableis as indeipeindeint variableis. 

Reiseiarch conduicteid by Fadillah & Saroh's (2019) on "Thei E iffeict of Produict Quiality, Brand Imagei, 

and Packaging on Puirchasing Deicisions at Beiauity Rossa, Malang City" uising quiantitativei reiseiarch. Thei 

reisuilts show that produict quiality and brand imagei havei a significant eiffeict on puirchasing deicisions, whilei 

packaging has no eiffeict and is not significant to puirchasing deicisions. Thei similarity with preiviouis reiseiarch 

lieis in thei typei of reiseiarch, data colleiction teichniquieis, and data analysis, whilei thei diffeireinceis incluidei the i 

yeiar of reiseiarch, objeict, popuilation, samplei sizei, and thei uisei of produict quiality variableis as indeipeindeint 

variableis 
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2. LITERATUR REVIEW  

According to Tjiptono (Darmansah & Yose ipha, 2020:18) brand imagei is a pictuirei of consuimeir 

associations and beilieifs abouit a brand. According to Tjiptono and Chandra (Nisa eit al., 2022:41) statei that if 

thei brand imagei is alreiady eimbeiddeid in consuimeirs' minds, this will heilp theim reiduicei confuision whe in 

choosing a produict. As a reisuilt, consuimeirs arei morei likeily to buiy thei produict beicauisei theiy beilieivei that thei 

produict matcheis theiir peirceiptions, withouit consideiring too many factors. 

According to Uinky and Kohardinata (Dayanti, 2021:440) statei that packaging is a combination of 

eileimeints suich as shapei, color, font, mateirial, and graphics, which aims to increiasei produict valuiei to 

streingthein markeiting. According to Muidra (Khabibi, 2020:11) stateis that packaging has a fuinction to proteict 

and seicuirei produicts, as weill as providei a ceirtain imagei that can peirsuiadei uiseirs. Packaging not only plays a 

proteictivei rolei, buit can also increiasei consuimeir attractiveineiss whein making puirchasing deicisions. 

According to Buidiman and Steiiveiin (Seiiran eiit al., 2023:209) deiifineiis promotion as an eiiffort to 

commu inicateii, inform, offeiir, peiirsuiadeii, or spreiiad produicts or seiirviceiis to poteiintial consuimeiirs so that theiiy are ii 

willing to makeii puirchaseiis. In theii reiiseiiarch of Ingrid eiit al. (Primapu itra & Su idaryanto, 2023:4) shows that 

promotions haveii an impact on consuimeiir puirchasing deiicisions, and theii most influieiintial factor to influieiince ii 

puirchasing deiicisions is attractiveii promotional conteiint. 

According to Kotleiir (Khabibi, 2020:3) says that puirchasing deiicisions areii theii final deiicision of consuimeiirs 

to buiy goods and seiirviceiis that areii in accordanceii with consuimeiir neiieiids. Meiianwhileii, according to Tjiptono 

(Wicaksono eiit al., 2023:426) puirchasing deiicisions areii a proceiiss in which consuimeiirs ideiintify theiiir probleiims, 

seiieiik information abouit speiicific produicts or brands, and eiivaluiateii eiiach alteiirnativeii propeiirly to solveii theiiir 

probleiims, which uiltimateiily reiisuilts in a puirchaseii deiicision. 

Baseid on thei theioreitical deiscription and eixplanation of thei hypotheisis in this stuidy, thei frameiwork can bei 

buiilt as follows: 

 

 H1 

 

 H2 

    

  H3 

  

 H4 

                                              

 

 

Deiscription:  

X1 : Brand imagei 

X2 : Packaging 

X3 : Promotion 

Y   : Puirchasei Deicision 

H1 : It is suispeicteid that theirei is an eiffeict of Brand Image i, Packaging and Promotion on Puirchasing   

  Deicisions simuiltaneiouisly.  

H2 : It is suispeicteid that theirei is an eiffeict of Brand Imagei on Puirchasing Deicisions partially.  

H3 : It is suispeicteid that theirei is an influ ieincei of Packaging on Puirchasing Deicisions partially.  

H4 : It is suispeicteid that theirei is a partial influieincei of Promotion on Puirchasing Deicisions. 

eii   : Confouinding Variablei  

Baseid on preiviouis reiseiarch conduicteid by Azhari & Fachry (2020) eintitleid "Thei E iffeict of Brand 

Imagei and Promotion on Puirchasing Deicisions for Batik Karawang at Ramayana Mall, Karawang". The i 

reisuilts in this stuidy indicatei that theirei is an influieincei of brand imagei on puirchasing deicisions, theirei is an 

influieincei of promotion on puirchasing deicisions, and theirei is an influieincei of brand imagei and promotion on 

puirchasing deicisions. 

Thei first hypotheisis can bei takein as follows: 

H1 : It is suispeicteid that Brand Imagei, Packaging and Promotion simuiltaneiouisly affeict thei Puirchasing 

Deicision of King Oseing Mineiral Wateir at CV. Majui Teiruis Bahagia Seijahteira Seintosa Banyuiwangi. 

Brand 

Image 

(X1) 

Packaging 

(X2) 

Promotion 

(X3) 

Purchase 

Decision 

(Y) 
(Y) 

ei 

 

(

22 

https://internationalpublisher.id/journal/index.php/Nejesh 

Indah May Sary et al.          Neo Journal of Economy and Social Humanities  



s reiseiarch condu icteid by Miati (2020) eintitleid "Thei E iffeict of Brand Imagei on 

Puirchasing Deicisions for Deieinay Heiadscarveis (Stuidy on Geia Fashion Banjar Consuime irs)". Thei reisuilts 

showeid that brand imagei has a significant influieincei on deicision making for thei puirchasei of Deieinay 

heiadscarveis. 

Thei seicond hypotheisis can bei takein as follows: 

H2 : It is suispeicteid that Brand Imagei partially affeicts thei Puirchasei Deicision of King Oseing Mineiral Wateir at 

CV. Majui Teiruis Bahagia Seijahteira Seintosa Banyuiwangi. 

Baseid on preiviouis reiseiarch conduicteid by Nuirfauizi eit al., (2022) eintitleid "Thei E iffeict of Packaging 

and Produict Quiality on Puirchasing Deicisions (Suirveiy on Consuimeirs of Salei Ambon Ibui Ooh Cipatuijah 

Tasikmalaya Reigeincy)". Thei reisuilts of thei stuidy fouind that packaging and produict quiality simuiltaneiouisly 

havei a significant eiffeict on puirchasing deicisions on Salei Ambon Ibui Ooh Cipatuijah Tasikmalaya produicts 

and it is known that packaging and produict quiality partially havei a significant eiffeict on puirchasing deicisions 

on Salei Ambon Ibui Ooh Cipatuijah Tasikmalaya produicts. 

Thei 3rd hypotheisis can bei takein as follows: 

H3 : It is suispeicteid that Packaging partially affeicts thei Puirchasing Deicision of King Oseing Mineiral Wateir at 

CV. Majui Teiruis Bahagia Seijahteira Seintosa Banyuiwangi. 

Baseid on preiviouis reiseiarch conduicteid by Azhari & Fachry (2020) eintitleid "Thei E iffeict of Brand 

Imagei and Promotion on Puirchasing Deicisions for Batik Karawang at Ramayana Mall, Karawang". The i 

reisuilts in this stuidy indicatei that theirei is an influieincei of brand imagei on puirchasing deicisions, theirei is an 

influieincei of promotion on puirchasing deicisions, and theirei is an influieincei of brand imagei and promotion on 

puirchasing deicisions. 

Thei 4th hypotheisis can bei takein as follows: 

H4 : It is suispeicteid that Promotion partially affeicts thei Puirchasei Deicision of King Oseing Mineiral Wateir at 

CV. Majui Teiruis Bahagia Seijahteira Seintosa Banyuiwangi 

 

3. RESEARCH METHOD  

This reiiseiiarch is quiantitativeii reiiseiiarch that aims to eiixamineii ceiirtain popu ilations and sampleiis that can 

beii meiiasuireiid, calcuilateiid, and eiixplaineiid with nuimbeiirs. This reiiseiiarch was conduicteiid by colleiicting data from 

theii fieiild which was calcuilateiid statistically to analyzeii hypotheiiseiis uising data colleiiction meiithods suich as 

obseiirvation, quieiistionnaireiis, inteiirvieiiws, and docuimeiintation. This meiithod aims to colleiict answeiirs from 

reiispondeiints on puirchasing deiicisions for King Oseiing Mine iiral Wateiir produicts at CV. Majui Teiiruis Bahagia 

Seiijahteiira Seiintosa Banyuiwangi. 

This stuidy focuiseiis on eiixamining consuimeiir puirchasing deiicisions madeii to deiiteiirmineii and analyzeii theii 

eiiffeiict of brand imageii, packaging, and promotion simuiltaneiiouisly and partially on King Oseiing Mineiiral Wateiir 

produicts at CV. Majui Teiiruis Bahagia Seiijahteiira Seiintosa Banyuiwangi. Popuilation according to Suigiyono 

(Rianti & Riku imahui, 2020:955) is a geiineiiralization areiia consisting of objeiicts / suibje iicts that haveii ceiirtain 

characteiiristics seiit by reiiseiiarcheiirs to stuidy and theiin draw concluisions. In this stuidy thei popuilation is a 

cuistomeir of CV. Majui Teiruis Bahagia Seijahteira Seintosa Banyuiwangi. 

According to Suigiyono (Rianti & Riku imahui, 2020:956) Sampleiis areii part of theii characteiiristics 

posseiisseiid by theii popuilation which areii consideiireiid to reiipreiiseiint theii eiintireii popuilation, beiicauiseii theii sampleii is 

part of theii popuilation. In this stuidy, theii sampling teiichniquieii uiseiid was nonprobability sampling, which is a 

sampling teiichniquieii that doeiis not provideii eiiquial opportuinitieiis for eiiach eiileiimeiint or meiimbeiir of theii popuilation 

to beii seiileiicteiid as a sampleii (Suigiyono, 2022:84). Theii typeii of nonprobability sampling in this stuidy is 

puirposiveii sampling, which is a sampling teiichniquieii with a ceiirtain deiiteiirmination (Su igiyono, 2022:85). 

Thei samplei sizei reiseiarch in this stuidy uiseid thei Roscoei theiory formuila. According to Roscoei stateid 

by Suigiyono (2022:91) by deiteirmining thei sizei of thei samplei takein in this stuidy, it can bei deiteirmineid by 

muiltiplying thei nuimbe ir of variableis stuidieid by a minimuim of 10. Thei sampleis uiseid in this stuidy weire i 

wholeisalei storeis, reitail storeis and cuistomeirs with at leiast onei puirchasei of King Oseing Mineiral Wateir 

produicts at CV. Majui Teiruis Bahagia Seijahteira Seintosa Banyuiwangi. Thei nuimbeir of reispondeints in this 

stuidy weirei 40 obtaineid from thei nuimbeir of variableis (indeipeindeint + deipeindeint) theirei arei 4, thein thei nuimbeir 

of samplei meimbeirs = 4 × 10 = 40 reispondeints. 

 

Data Analysis Technique  

In this stuidy, thei data analysis teichniquieis uiseid weirei validity teists. Reiliability teist, classical assuimption teist, 

muiltiplei line iar reigreission analysis, compleimeinteid by hypotheisis teisting (t teist and f teist), and analysis of the i 

coeifficieint of deiteirmination (R²). 

a. Instrument Test 

1) Validity Teist 

According to Sanuisi (Annisa, 2023:25) Validity teist is uiseid to meiasuirei wheitheir an instruimeint 

(quieistionnairei) u iseid in data colleiction is valid or not. A quieistionnairei is said to bei valid if the i 
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stions on thei quieistionnairei arei ablei to reiveial someithing, to meiasuirei wheitheir thei quieistionnairei is 

valid or not, nameily comparing r tablei with r couint. 

2) Reiliability Teist  

According to Suigiyono (Annisa, 2023:26) stateis that reiliability is a tool for meiasuiring a 

quieistionnairei which is an indicator of changei. Thei quieistionnairei is said to bei reiliablei or reiliablei if 

thei reispondeint's answeir to thei quieistion is consisteint or stablei oveir timei. A good coeifficieint valuiei is 

abovei 0.6 or morei, so thei variablei is said to bei reiliablei. 

b. Classical Assumption Test 

1) Muilticollineiarity Teist 

Muilticollineiarity teist according to Ghozali (Annisa, 2023:31) aims to teist wheitheir thei reigreission 

modeil fouind a correilation beitweiein indeipeindeint variableis. In this reiseiarch teichniquiei to deiteict thei 

preiseincei or abseincei of muilticollineiarity in thei reigreission modeil can bei seiein to havei a Variancei 

Inflation Factor (VIF) valuiei, beilow 5 or 10. 

2) Heiteirosceidasticity Teist  

According to Ghozali (Annisa, 2023:31) Heiteirosceidasticity teist aims to teist wheitheir in the i 

reigreission modeil theirei is an ineiquiality of variancei from thei reisiduials of onei obseirvation to anotheir. 

If thei reisiduial variancei from onei obseirvation to anotheir is constant, it is calleid Homoskeisdatisitas 

and if it is diffeireint it is calleid Heiteirosceidasticity with a sig valuiei greiateir than thei Alpha valuiei of 

5% or thei tcouint valuiei is smalle ir than thei t tablei. 

3) Normality Teist 

Normality teist according to Ghozali (Annisa, 2023:30) aims to deiteirminei wheitheir eiach variablei is 

normally distribuiteid or not. Thei data normality teist can bei donei uising thei Onei Samplei Kolmogorov 

Smirnov teist, which is provideid that if thei significancei valuiei is abovei 5% or 0.05, thei data has a 

normal distribuition.  Meianwhilei, if thei Onei Samplei Kolmogorov Smirnov teist reisuilts produicei a 

significant valuiei beilow 5% or 0.05 thein thei data doeis not havei a normal distribuition. According to 

Meihta, C.R., eit al (Annisa, 2023: 30) in thei IBM SPSS 2.5 program in teisting it has threiei eiquiations, 

it can uisei eixtract P-valuieis, montei carlo P-valuieis and asymptotic P-valu ieis. Of theisei threiei teists, onei 

was conduicteid uising montei carlo in this stuidy. 

c. Multiple Linear Regression Analysis 

According to Suigiyono (Annisa, 2023:26) deifineis muiltiplei lineiar analysis as reigreission which has one i 

deipeindeint variablei and two or morei indeipeindeint variableis. Muiltiplei Lineiar Reigreission Analysis is uiseid to 

analyzei, meiasuirei thei influ ieincei of thei indeipeindeint variablei on thei deipeindeint variable i. 

d. Hypothesis Test 

1) F Teist (Simuiltaneiouis Teist) 

According to Sanuisi (Annisa, 2023:27) thei valuiei uiseid to peirform thei F teist is thei calcuilateid F valuie i 

reisuilting from thei formuila. A significant F teist indicateis that thei variation in thei reilateid variableis 

eixplaineid by a peirceintagei by thei indeipeindeint variableis togeitheir is reially reial and doeis not occuir by 

chancei. Thei F teist is a onei-taile id / sidei teist which is a simuiltaneiouis teist by teisting thei eiffeict of thei 

oveirall variableis on thei deipeindeint variablei. 

2) T Teist (Partial Teist) 

According to Sanuisi (Annisa, 2023:28) thei significancei teist of eiach reigreission coeifficieint is neieideid 

to deiteirminei wheitheir thei influieincei of eiach indeipeindeint variablei on thei deipeindeint variablei is 

significant or not. Partial significant teists arei uiseid to teist thei reiseiarch hypotheisis. Thei valuiei uiseid to 

teist is thei tcouint valuiei.  Thei t teist is a partial teist to teist thei eiffeict of thei indeipeindeint variable i 

partially on thei deipeindeint variablei. 

e. Determinant Coefficient Analysis (R²) 

According to Sanuisi Sanu isi (Annisa, 2023:29) thei coeifficieint of deiteirmination (R²) is uiseid to meiasuirei how 

muich thei indeipeindeint variablei affeicts thei deipeindeint variablei eixpreisseid in peirceintagei. Thei ability of thei 

modeil to apply thei variancei of thei deipeindeint variablei. By looking at thei Adjuisteid (R²) valuiei, trying to 

correict R Squiarei to approach thei deiteirmination of thei beist reigreission modeil 

 

4. RESULTS AND ANALYSIS  

a.  Instrument Test 

1) Validity Test 

Theii validity teiist will show theii eiixteiint to which theii meiiasuiiring instruiimeiint can teiist theii feiiasibility of 

theii reiiseiiarch quiieiistionnaireii stateiimeiint iteiims with a significant leiiveiil (α) = 5% and theii deiigreiieii of 

freiieiidom (df) = n-2. Baseiid on theii sampleii, a valuiieii of 40-2 = 38 was obtaineiid with a tableii r valuiieii of 

0.312. So that it can beii deiiclareiid valid, if r couiint is greiiateiir than r tableii. 
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Variableii Indicator r couiint r tableii Sig Deiiscription 

   Brand Imageii (X1) X1.1 0,811 0,312 0,000 Valid 

 X1.2 0,840 0,312 0,000 Valid 

 X1.3 0,745 0,312 0,000 Valid 

 X1.4 0,729 0,312 0,000 Valid 

 X1.5 0,716 0,312 0,000 Valid 

Packaging (X2) X2.1 0,740 0,312 0,000 Valid 

 X2.2 0,808 0,312 0,000 Valid 

 X2.3 0,727 0,312 0,000 Valid 

 X2.4 0,701 0,312 0,000 Valid 

 X2.5 0,810 0,312 0,000 Valid 

Promotion (X3) X3.1 0,694 0,312 0,000 Valid 

 X3.2 0,804 0,312 0,000 Valid 

 X3.3 0,883 0,312 0,000 Valid 

 X3.4 0,862 0,312 0,000 Valid 

Puiirchaseii Deiicision (Y) Y1.1 0,644 0,312 0,000 Valid 

 Y1.2 0,847 0,312 0,000 Valid 

 Y1.3 0,741 0,312 0,000 Valid 

 Y1.4 0,884 0,312 0,000 Valid 

Souiirceii: Primary Data, 2024 

Baseiid on this tableii, it can beii seiieiin that all variableiis uiiseiid in this stuiidy areii deiiclareiid valid or 

feiiasibleii as reiiseiiarch instruiimeiint tools. And this can beii proveiin beiicauiiseii theii valuiieii of r couiint > r tableii. 

2) Reliability Test 

Reiiliability teiist in this stuiidy by calcuiilating Cronbach's Alpha from eiiach stateiimeiint iteiim in a variableii. 

With theii teiist criteiiria, nameiily if an instruiimeiint has a Cronbach's Alpha valuiieii of 0.6 or moreii, it can be ii 

deiiclareiid that theii instruiimeiint is reiiliableii. Buiit if on theii contrary Cronbach's Alpha <0.6 theiin the ii 

variableii is not reiiliable ii. 

Table 2. Reliability Test Results 

 

No Variableii Cronbach’s Alpha Deiiscription 

1 Brand Imageii (X1) 0,826 Reiiliabeiil 

2 Packaging (X2) 0,813 Reiiliabeiil 

3 Promotion (X3) 0,829 Reiiliabeiil 

4 Puiirchaseii Deiicision (Y) 0,782 Reiiliabeiil 

Souiirceii: Primary Data, 2024 

Baseiid on this tableii, it can beii stateiid from theii reiiliability teiist reiisuiilts that all variableiis show 

that eiiach variableii produiiceiis a diffeiireiint Cronbach's Alpha valuiieii and theii Cronbach's Alpha valuiieii is 

aboveii 0.6, so all variableiis areii deiiclareiid reiiliableii. 

b.  Classical Assumption Test 

1) Multicolonierity Test 

This muiilticollineiiarity teiist is uiiseiid to deiiteiirmineii wheiitheiir theii reiigreiission modeiil fouiind a correiilation 

beiitweiieiin theii indeiipeiindeiint variableiis. Muiilticollineiiarity is teiisteiid by calcuiilating theii VIF (Varianceii 

Inflation Factor) valuiieii beiilow 5 or 10. Theii following areii theii reiisuiilts of theii Muiilticolline iiarity Teiist teiist: 

Table 3. Multicolonierity Test Results 

 

Variableii Toleiiranceii VIF Deiiscription 

Brand Imageii (X1) 0,826 1,211 Non Muiiltikolinieiiritas 

Packaging (X2) 0,985 1,015 Non Muiiltikolinieiiritas 

Promotion (X3) 0,815 1,228 Non Muiiltikolinieiiritas 

Souiirceii: Primary Data, 2024 

From theii teiist reiisuiilts that theii eiintireii reiigreiission modeiil uiiseiid doeiis not occuiir muiilticollineiiarity. 

Beiicauiiseii theii VIF valuiieii of eiiach Indeiipeiindeiint variableii is not moreii than theii valuiieii of 10 and Toleiirance ii 

is aboveii 0.1. 
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Table 1. Validity Test Results 



According to Ghozali (Annisa, 2023:31) Heiiteiirosceiidasticity teiist aims to teiist wheiitheiir in the ii 

reiigreiission modeiil theiireii is an ineiiquiiality of varianceii from theii reiisiduiials of oneii obseiirvation to anotheiir. 

If theii varianceii of theii reiisiduiials of oneii obseiirvation to anotheiir obseiirvation is constant, it is calleiid 

Homoskeiisdatisitas and if it is diffeiireiint it is calleiid Heiiteiirosceiidasticity with a sig valuiieii greiiateiir than 

theii Alpha valuiieii of 5%. Theii teiist reiisuiilts areii shown in theii following tableii: 

Table 4. Heteroscedaticity Test Results 

 

                   Modeiil          Uiinstandardizeiid Coeiifficieiints   Standardizeiid           t             sig 

                                           Coeiifficieiints 

 

 B Std. 

Eiirror 

Beiita  

(Constant) - 0,008 1,783  -0,005 0,996 

Brand Imageii (X1)   0,028 0,028 0,073  0,411 0,684 

Packaging (X2)   0,072 0,058 0,202 1,236 0,225 

Promotion (X3) - 0,062 0,073     - 0,151 -0,839 0,407 

Souiirceii: Primary Data, 2024 

From theii teiist reiisuiilts in theii tableii aboveii, it is known that all variable iis consisting of Brand 

Imageii (X1), Packaging (X2), Promotion (X3) variableiis do not eiixpeiirieiinceii heiiteiirosceiidasticity, 

beiicauiiseii theii significanceii probability valuiieii is aboveii 0.05 or 5%. 

3) Normality Test 

Theii normality teiist according to Ghozali (Annisa, 2023:30) aims to deiiteiirmineii wheiitheiir eiiach variableii 

is normally distribuiiteiid or not. If a variableii is not normally distribuiiteiid, theii statistical teiist reiisuiilts will 

deiicreiiaseii. Theii data normality teiist can beii doneii uiising theii Oneii Sampleii Kolmogorov Smirnov teiist, 

which is provideiid that if theii significanceii valuiieii is aboveii 5% or 0.05, theii data has a normal 

distribuiition.  

According to Meiihta, C.R., eiit al (Annisa, 2023:30) theiireii is an IBM SPSS 2.5 program in teiisting 

which has threiieii eiiquiiations, can uiiseii eiixtract P-valuiieiis, monteii carlo P-valuiieiis and asymptotic P-valuiieiis, 

of theiiseii threiieii teiists can uiiseii all of theiim. Most stuiidieiis uiiseii theii asymptotic eiiquiiation in teiisting the ii 

normality of data, buiit theii eiiquiiation has seiiveiiral weiiakneiisseiis that makeii theii data reiisuiilts abnormal. 

Theiireiiforeii, beiisideiis uiising theii asymptotic eiiquiiation, oneii of theiim can uiiseii monteii carlo. 

Table 5. Normality Test Results 

 

        Uiinstandardizeiid  

                  Reiisidu iial 

N   40 

Normal Parameiiteiirs Meiian  0,0000000 

 Std. Deiiviaion  1,59289052 

Most Eiixtreiimeii Diffeiireiinceiis Absoluiiteii  0,112 

 Positiveii  0,112 

 Neiigativeii  -0,111 

Teiist Statistic   0.112 

Asymp, Sig. (2-taileiid)   0,200 

Monteii Carlo Sig. (2-taileiid) Sig  0,655 

 99% Confideiinceii 

Inteiirval 

Loweiir Bouiind 0,643 

  Uiippeiir Bouiind 0,667 

Souiirceii: Primary Data, 2024 
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2) Heteroscedasticity Test 



teiist with theii Monteii Carlo Teiichniquiieii, theii Sig valuiieii of 0.200 is aboveii 0.05 and meiians that theii data 

can beii said to beii normal. 

c. Multiple Linear Regression Analysis 

Muiiltipleii Lineiiie iir Reiigreiission teiisting is carrieiid ouiit to teiist theii hypotheiisis, deiiteiirmineii theii leiiveiil of influiieiinceii of 

theii indeiipeiindeiint variableiis, nameiily Brand Imageii (X1), Packaging (X2) and Promotion (X3) on theii deiipeiindeiint 

variableii, nameiily Puiirchasing Deiicisions (Y). 

Table 6. Multiple Linear Regression Analysis Results 

 

    Modeiil           Uiinstandardizeiid Coeiifficieiint        Standardize iid t     sig 

                                    Coeiifficieiints 

 B Std. 

Eiirror 

Beiita  

(Constant) 2,134 2,757  0,774 0,444 

Citra Meiireiik 0,175 0,107 0,209 1,636 0,111 

Packaging 0,166 0,090 0,216 1,850 0,073 

Promosi 0,482 0,114 0,545 4,241 0,000 

        Souiirceii: Primary Data, 2024 

Y = (2,134) + 0.175X1 + 0.166X2 + 0.482X3 + eiii 

From theii muiiltipleii line iiar reiigreiission eiiquiiation aboveii, it can beii inteiirpreiiteiid as follows: 

a. β0 = 2.134 is theii inteiirseiiction point beiitweiieiin theii reiigreiission line ii and theii Y axis, locateiid at point 

2.134. 

b. β1 = 0.175 which is theii reiigreiission coeiifficieiint of Brand Imageii (X1) has a positiveii eiiffeiict on 

Puiirchasing Deiicisions (Y). meiianing that wheiin Brand Imageii (X1) has oneii increiiaseii, it will increiiase ii 

Puiirchasing Deiicisions (Y) by 0.175. 

c. β2 = 0.166 which is theii Packaging (X2) reiigreiission coeiifficieiint has a positiveii eiiffeiict on Puiirchasing 

Deiicisions (Y). meiianing that wheiin Packaging (X2) has oneii increiiaseii, it will increiiaseii Puiirchasing 

Deiicisions (Y) by 0.166. 

d. β3 = 0.482 which is theii reiigreiission coeiifficieiint of Promotion (X3) has a positiveii eiiffeiict on Puiirchasing 

Deiicisions (Y). This meiians that wheiin Promotion (X3) has oneii increiiaseii, it will increiiaseii theii 

Puiirchasing Deiicision (Y) by 0.482. 

e. eiii = Confouiinding variablei 

d. Hypothesis Test 

1) F Test (Simultaneous Test) 

Theii F teiist is uiiseiid to deiiteiirmineii theii eiiffeiict of indeiipeiindeiint / indeiipeiindeiint variableiis (Brand Imageii, 

Packaging and Promotion) on theii deiipeiindeiint / deiipeiindeiint variableii (Puiirchaseii Deiicision) togeiitheiir theiireii 

is a line iiar reiilationship. 

Table 7. F Test Results (Simultaneous Test) 

Modeiil Suiim Of Squiiareii Df Meiian Squiiareii F Sig 

Reiigeiireiission 105,020 3 35,007 12,736 0,000 

Reiisiduiial 98,955 36 2,749   

Total 203,975 39    

a. Deiipeiindeiint Variableii : Puiirchaseii Deiicision (Y) 

b. Preiidictors : (Constant), Brand Imageii (X1), Packaging (X2), Promotion (X3) 

Souiirceii: Primary Data, 2024 

Baseiid on theii reiisuiilts of theii F teiist, H0 is reiijeiicteiid beiicauiiseii F hituiing > F tabeiil, nameiily 12.736 

> 2.866 with a significant valuiieii of 0.000 < 0.05, meiianing that Brand Imageii, Packaging and 

Promotion simuiiltaneiiouiisly occuiir lineiiar reiilationships or haveii a significant influiieiinceii on Puiirchasing 

Deiicisions for King Oseiig Mineiiral Wateiir produiicts at CV. Majuii Teiiruiis Bahagia Seiijahteiira Seiintosa 

Banyuiiwangi. 

2) t Test (Partial Test) 

Theii t teiist aims to deiiteiirmineii theii partial eiiffeiict of eiiach variableii Brand Imageii (X1), Packaging (X2) 

and Promotion (X3) on Puiirchasing Deiicisions (Y). 
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Baseiid on theii reiisuiilts of theii normality teiist aboveii uiising theii oneii sample ii Kolmogorov-smirnov 



     Modeiil           Uiinstandardizeiid Coeiifficieiint        Standardize iid t     sig 

                                    Coeiifficieiints 

 B Std. 

Eiirror 

Beiita  

(Constant) 2,134 2,757  0,774 0,444 

Citra Me iireiik 0,175 0,107 0,209 1,636 0,111 

Packaging 0,166 0,090 0,216 1,850 0,073 

Promosi 0,482 0,114 0,545 4,241 0,000 

Souiirceii: Primary Data, 2024 

              From theii t teiist (partial teiist) aboveii, it can beii inteiirpreiiteiid as follows: 

a) Brand imageii variableii, it is stateiid that t couiint (1.636) < t tableii (2.028) and theii significanceii leiiveiil 

is 0.111> 0.05 theiin H0 is acceiipteiid. Beiicauiiseii t couiint < t tableii, it can beii concluiideiid that theii Brand 

Imageii variable ii (X1) partially has no eiiffeiict and is not significant on Puiirchasing Deiicisions (Y) of 

King Oseiing Mineiiral Wateiir produiicts at CV. Majuii Teiiruiis Bahagia Seiijahteiira Seiintosa 

Banyuiiwangi. 

b) Packaging variableii, it is stateiid that t couiint (1.850) < t tableii (2.028) and theii significanceii leiiveiil is 

0.073 > 0.05, so H0 is acceiipteiid. Beiicauiiseii t couiint < t tableii, it can beii concluiideiid that theii 

Packaging (X2) variableii partially has no eiiffeiict and is insignificant to theii Puiirchaseii Deiicision (Y) 

of King Oseiing Mine iiral Wateiir produiicts at CV. Majuii Teiiruiis Bahagia Seiijahteiira Seiintosa 

Banyuiiwangi. 

c) Promotion variable ii, it is stateiid that t couiint (4,241) > t tableii (2,028) and theii significanceii leiiveiil is 

0.000 < 0.05, so H0 is reiijeiicteiid. Beiicauiiseii t couiint> t tableii, it can beii concluiideiid that theii Promotion 

variableii (X3) partially has a positiveii and significant eiiffeiict on Puiirchasing Deiicisions (Y) of King 

Oseiing Mineiiral Wateiir produiicts at CV. Majuii Teiiru iis Bahagia Seiijahteiira Seiintosa Banyuiiwangi. 

e.  Analysis of the Coefficient of Determination (R²) 

Theii coeiifficieiint of deiiteiirmination R² is uiiseiid to deiiteiirmineii how muiich theii peiirceiintageii of theii influiieiinceii of theii 

Indeiipeiindeiint variableii (Brand Imageii, Packaging and Promotion) on theii deiipeiindeiint variableii (Puiirchaseii 

Deiicision). 

Table 9. Results of Determination Coefficient Analysis (R²) 

 
Modeiil R R Squiiareii Adjuiist R Squiiareii Std. Eiirror of theii Eiistimateii 

1 0,718 0,515 0,474 1.658 

        Souiirceii: Primary Data, 2024 

Baseiid on theii reiisuiilts of theii reiigreiission calcuiilation in theii table ii aboveii, it can beii seiieiin that the ii 

coeiifficieiint of deiiteiirmination (Adjuiist R Squiiareii) obtaineiid is 0.474 or 47.4%. This meiians that 47.7% of 

puiirchasing deiicisions can beii eiixplaineiid by indeiipeiindeiint variable iis incluiiding Brand Imageii (X1), Packaging 

(X2) and Promotion (X3), whileii theii reiimaining 52.3% is likeiily to beii eiixplaineiid by otheiir indeiipeiindeiints that areii 

not incluiideiid in this stuiidy. 

 

Discussion 

The Effect of Brand Image (X1), Packaging (X2), and Promotion (X3) on Purchasing Decisions (Y) 

Baseid on thei reisuilts of data proceissing analysis uising thei heilp of thei SPSS veirsion 2.5 program, 

reigarding thei eiffeict of brand imagei, packaging, and promotion simuiltaneiouisly has a positivei and significant 

eiffeict on puirchasing deicisions for King Oseing Mineiral Wateir produicts at CV. Majui Teiruis Bahagia Seijahteira 

Seintosa Banyuiwangi.  This me ians that consuimeirs of King Oseing Mineiral Wateir produicts consideir that theiir 

streingth lieis in thei brand's ability to creiatei a distinctivei impreission in thei minds of cuistomeirs, in eincouiraging 

reipeiat puirchaseis, and creiating awareineiss and preifeireincei.  

This can bei achieiveid throuigh innovation in packaging deisign to increiasei produict safeity and 

attractiveineiss, as weill as throuigh attractivei promotions to eixpand produict reicognition in increiasing saleis. 

Beicauisei promotion is an important eileimeint in commuinicating produict advantageis, peirsuiading consuime irs, 

and influieincing puirchasing deicisions. Thei reisuilts of this stuidy arei in linei with preiviouis reiseiarch by Azhari & 

Fachry (2020) with thei titlei "Thei E iffeict of Brand Imagei and Promotion on Puirchasing Deicisions for Batik 

Karawang at Ramayana Mall, Karawang". Shows that theirei is an influieincei of brand imagei on puirchasing 
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Table 8. t Test Results (Partial Test) 



cisions, theirei is an influieincei of promotion on puirchasing deicisions, and theirei is an influieincei of brand 

imagei and promotion on puirchasing deicisions. 

 

The effect of Brand Image (X1) on Purchasing Decisions (Y) partially  

Baseid on thei reisuilts of teisting thei Brand Imagei hypotheisis (H2) partially has no eiffeict and is not 

significant on Puirchasing Deicisions. This meians that thei brand imagei of King Oseing Mineiral Wateir is not 

eiffeictivei in introduicing thei produict cleiarly and is leiss ablei to buiild consuimeir truist, which cauiseis consuime irs 

to not bei inteireisteid in buiying thei produict. Duiei to thei lack of consuimeir uindeirstanding of King Oseing Mineiral 

Wateir produicts, consuimeirs arei morei inteireisteid in otheir brands suich as Oeimboeil, Veiga, and Quieiein as similar 

compeititors in thei markeit areia. Theireiforei, company eifforts arei neieideid to increiasei consuimeir uindeirstanding of 

King Oseing Mineiral Wateir produicts. Its streingth lieis in thei brand's ability to creiatei a distinctivei impreission 

in thei minds of cuistomeirs, to eincouiragei reipeiat puirchaseis, and to creiatei awareineiss and preifeireincei. E ispeicially 

as a neiw company, to streingthein thei brand imagei, it can increiasei innovation both throuigh King Oseing 

Mineiral Wateir packaging deisign and produict quiality improveimeint.  

Beitteir produict innovation can increiasei puirchasing deicisions for King Oseing Mineiral Wateir. 

Companie is can conduict markeit reiseiarch to ideintify consuimeir treinds and preifeireinceis, suich as creiating 

innovation strateigieis, deiveiloping neiw produicts or improving eixisting produicts. Thei reisuilts of this stuidy are i 

reiinforceid by preiviouis reiseiarch conduicteid by Suimarsono & Santoso (2019) eintitleid "Thei Influieincei of Brand 

Imagei, Produict Quiality, and Produict Deisign on Puirchasing Deicisions on Batik Muikti Produicts." Thei reisuilts 

of thei Brand Imagei reiseiarch havei no eiffeict and arei not significant on puirchasing deicisions for Batik Muikti 

Rahayui Produicts. This is not in line i with reiseiarch conduicteid by Reiseiarch conduicteid by Reiseiarch conduicteid 

by Miati (2020) eintitleid "Thei E iffeict of Brand Imagei on Puirchasing Deicisions for Deieinay Veiils (Stuidy on 

Geia Fashion Banjar Consuimeirs)". It is known that brand imagei partially has a significant eiffeict on 

puirchasing deicisions. Howeiveir, thei reisuilts of this stuidy indicatei that brand imagei has no eiffeict and is not 

significant on puirchasing deicisions for King Oseing Mineiral Wateir produicts. 

 

The effect of Packaging (X2) on Purchasing Decisions (Y) partially 

Baseid on thei reisuilts of teisting thei Packaging hypotheisis (H3) partially has no eiffeict and is not 

significant on Puirchasing Deicisions. This is beicauisei thei King Oseing logo deisign is consideireid smalleir than 

similar produicts suich as Veiga, and Quieiein. Thei company can eivaluiatei thei logo deisign, by einlarging or 

improving thei logo so that it is morei striking and eiasily reicognizablei by consuimeirs. In addition, comparisons 

to straw produicts teind to havei a smalle ir sizei. Thei company can conduict consu imeir reiseiarch to uindeirstand 

cuistomeir preifeireinceis reigarding straw sizei. In oveircoming diffe ireinceis in straw sizei, companieis can also look 

for ways to improvei produiction eifficieincy or optimizei raw mateirials.  

Thei reisuilts of this stuidy arei reiinforceid by preiviouis reiseiarch conduicteid by Fadillah and Saroh (2019) 

eintitleid "Thei E iffeict of Produict Quiality, Brand Imagei, and Packaging on Puirchasing Deicisions (Stuidy on 

Beiauity Rossa Beiauity Clinic Consuimeirs Jalan Teiruisan Candi Meinduit No M-2, Malang City)". Thei reisuilts 

showeid that packaging partially had no influ ieincei and was not significant to puirchasing deicisions. This is not 

in line i with reiseiarch conduicteid by Nuirfau izi eit al., (2022) eintitleid "Thei E iffeict of Packaging and Produict 

Quiality on Puirchasing Deicisions (Suirveiy on Consuimeirs of Salei Ambon Produicts Mrs. Ooh Cipatuijah 

Tasikmalaya Reigeincy)", it is known that packaging partially has a significant eiffeict on puirchasing deicisions. 

Howeiveir, thei reisuilts of this stuidy indicatei that packaging has no eiffeict and is not significant on puirchasing 

deicisions for King Oseing Mineiral Wateir produicts. 

 

The effect of Promotion (X3) on Purchasing Decisions (Y) partially  

Baseid on thei reisuilts of teisting thei Promotion hypotheisis (H4) partially has a positivei and significant 

eiffeict on Puirchasing Deicisions. This meians that consuimeirs of King Oseing Mineiral Wateir produicts beilieive i 

that promoting this produict can improvei its imagei and popuilarity in socieity. Promotion has thei aim of 

introduicing produicts, influieincing consuimeirs, and buiilding reilationships with consuime irs. Thuis, consuime irs 

will bei morei inteireisteid in buiying King Oseing brand drinking wateir in increiasing puirchasing deicisions. 

Promotion optimization has a positivei impact on puirchasing deicisions for Bottleid Mineiral Wateir (AMDK), 

eispeicially in thei conteixt of promotional timei which plays an important rolei. A quiick reisponsei from the i 

company to produict ouitageis can increiasei puirchasing deicisions, streingthein bonds with consuimeirs, and creiatei 

positivei eixpeirieinceis, eispeicially whein direict saleis inteiract with consuimeirs to eincouiragei reipeiat puirchaseis.  

A promotional strateigy that is suistainablei and reisponsivei to consuimeir neieids creiateis an einvironmeint 

that suipports positivei deicisions towards King Oseing mineiral wateir. Thei morei inteinsivei thei promotion, the i 

morei likeily consuimeirs arei to choosei thei King Oseing brand of bottleid wateir. Givein thei important rolei of 

promotion in puirchasing deicisions, companieis neieid to continuiei to increiasei innovation in promotions to 

attract consuimeirs and increiasei puirchasing deicisions for King Oseing Mineiral Wateir produicts. Thei reisuilts of 

this stu idy arei provein to bei in linei with preiviouis reiseiarch conduicteid by Azhari & Fachry (2020) with thei title i 
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 E iffeict of Brand Imagei and Promotion on Puirchasing Deicisions for Batik Karawang at Ramayana Mall, 

Karawang". Thei reisuilts show that thei promotion variablei has a significant eiffeict on puirchasing deicisions. 

 

5. CONCLUSION 

Baseiid on theii reiisuiilts of reiiseiiarch that has beiieiin conduiicteiid on theii influiieiinceii of Brand Imageii, 

Packaging, Promotion on Puiirchasing Deiicisions for King Oseiing Mineiiral Wateiir at CV. Majuii Teiiru iis Bahagia 

Seiijahteiira Seiintosa Banyuiiwangi can concluiideii that:  

a. Theii calcuiilation reiisuiilts of theii Brand Imageii variableii areii obtaineiid, beiicauiiseii t couiint < t tableii, it can be ii 

concluiideiid that theii indeiipeiindeiint variableii Brand Imageii (X1) partially has no eiiffeiict and is not 

significant to theii Puiirchasing Deiicision (Y) of King Oseiing Mineiiral Wateiir produiicts at CV. Maju ii 

Teiiruiis Bahagia Seiijahteiira Seiintosa Banyuiiwangi. Duiei to thei lack of consuimeir uindeirstanding of King 

Oseing Mineiral Wateir produicts, consuimeirs arei morei inteireisteid in otheir brands suich as Oeimboeil, 

Veiga, and Quieiein as similar compeititors. Theireiforei, company eifforts arei neieideid to increiase i 

consuimeir uindeirstanding of King Oseing Mineiral Wateir produicts. Its streingth lieis in thei brand's 

ability to creiatei a distinctivei impreission in thei minds of cuistomeirs, in eincouiraging reipeiat puirchaseis, 

and creiating awareineiss and preifeireincei. E ispeicially as a neiw company, to streingthein thei brand image i 

by increiasing innovation both throuigh King Oseing Mineiral Wateir packaging deisign and improving 

produict quiality. Beitteir produict innovation can increiasei puirchasing deicisions for King Oseing 

Mineiral Wateir. Companieis can conduict markeit reiseiarch to ideintify consuimeir treinds and 

preifeireinceis, suich as creiating innovation strateigieis, deiveiloping neiw produicts or improving eixisting 

produicts. 

b. Theii reiisuiilts of theii calcuiilation of theii Packaging variableii obtaineiid that t couiint < t tableii can be ii 

concluiideiid that theii indeiipeiindeiint variableii Packaging (X2) partially has no eiiffeiict and is not significant 

to theii Puiirchaseii Deiicision (Y) of King Oseiing Mineiiral Wateiir produiicts at CV. Majuii Teiiru iis Bahagia 

Seiijahteiira Seiintosa Banyuiiwangi. This is beicauisei thei King Oseing logo deisign is consideireid smalle ir 

than similar produicts suich as Veiga, and Quieiein. Thei company can eivaluiatei thei logo deisign, by 

einlarging or improving thei logo to makei it morei striking and eiasily reicognizablei by consuimeirs. In 

addition, comparisons to straw produicts teind to havei a smalle ir sizei. Thei company can conduict 

consuimeir reiseiarch to uindeirstand cuistomeir preifeireinceis reigarding straw sizei. In oveircoming the i 

diffeireincei in straw sizei, companieis can also look for ways to improvei produiction eifficieincy or 

optimizei raw mateirials. 

c. Theii reiisuiilts of theii calcuiilation of theii Promotion variableii obtaineiid that t couiint > t tableii can beii 

concluiideiid that theii indeiipeiindeiint variableii Promotion (X3) partially has a positiveii and significant 

eiiffeiict on Puiirchasing Deiicisions (Y) of King Oseiing Mine iiral Wateiir produiicts at CV. Majuii Teiiruiis 

Bahagia Seiijahteiira Seiintosa Banyu iiwangi. King Oseing Mineiral Wateir produict companie is shouild 

consisteintly maintain and pay atteintion to thei promotions uiseid to suipport and introduicei produicts 

wideily. CV. Majui Teiruis Bahagia Seijahteira Seintosa Banyuiwangi itseilf shouild bei ablei to uitilizei and 

makei Promotion as a markeiting strateigy mateirial to introduicei produicts. In addition to choosing the i 

right promotion and modifying variouis packaging, this can indireictly improvei thei Brand Imagei of 

thei produict itseilf. And consuimeir beihavior patteirns shouild bei thei main thing that neieids atteintion to 

know what consu imeirs neieid. 
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