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Abstract 

This study aims to determine the Effect of Promotion and Price toward Interest to buy in Griya Selaras 

house at PT Kesuma Agung Selaras. This research used associative methode. The data analysis technique 

used is the correlation analysis technique and hypothesis testing with the t-test and F-test. The number of 

samples taken was 60 people with random sampling technique. Based on the results of the study, it showed 

that promotions and prices had an effect on the intention to buy a congenial house at PT Kesuma Agung 

Selaras, either partially or simultaneously. 
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Introduction 
 

 With.. so many.. businelssels that havel sprung up, both small and largel companiels, it will crelatel 

intelnsel compeltition beltweleln.. companiels, both.. similar.. and dissimilar. Thelrelforel, markelting is onel of thel 

activitiels carrield out in thel facel of compeltition, delvelloping.. a businelss to elarn profits, so that companiels 

can delvellop.. thelir products, selt pricels, hold promotions and distributel goods elffelctivelly. With elconomic 

delvellopmelnt, PT. Kelsuma Agung Sellarasaa continuels to build.. commelrcial arela.. housels to find 

consumelrs. This..  typel of condition..  ultimatelly lelads to elntrelprelnelurs increlasingly trying to find businelss 

solutions and programs that..  can increlasel thel compeltitivelnelss..  of companiels in thelir businelss. Elveln 

though thel company has trield to compeltel..  and offelr thel belst to consumelrs, it cannot guarantelel that thel 

company's..  goals..  will bel achielveld. 

 

 The l factors..  that influe lnce l..  consume lrs to buy a house l are l..  include l  promotional activitie ls, location 

of housing..  and the l price l offe lre ld. Offe lring..  high price ls..  with..  le lss than optimal quality will discourage l 

consume lrs..  from buying. It can be l said..  that a pe lrson's buying..  be lhavior is unique l..  be lcause l e lve lryone l 

has diffe lre lnt..  pre lfe lre lnce ls and attitude ls..  towards an obje lct. In addition, consume lrs come l from diffe lre lnt 

se lgme lnts, so the lir..  wants and ne le lds are l also diffe lre lnt. The lre l are l still many factors that influe lnce l pe lople l's 

buying inte lre lst. Produce lrs ne le ld to unde lrstand..  consume lr be lhavior.. towards products in the l marke lt. This 

is in line l with what was re lve lale ld by Kotle lr and Ke llle lr (2016) "Factors that influe lnce l buying..  inte lre lst 

include l..  quality factors, brand factors, pricel factors, product availability factors and promotion factors". 

 

 The l city of Bogor, which..  has so much..  compe ltition in the l re lal e lstate l world, influe lnce ls consume lrs 

in making purchasing de lcisions. Howe lve lr, in the l midst of this compe ltition, Griya Se llaras housing, which 

is a product of PT Kelsuma..  Agung..  Se llaras, in the l pe lriod..  2019 to 2022 only..  re lache ld 80.58% of sale ls 

of home l..  and shop products..  from the l targe lte ld stock units. Griya Se llaras housing sale ls data can be l se le ln 

in the l following table l. 

 

 

https://conference.uika-bogor.ac.id/index.php/EBICON
https://prosiding.uika-bogor.ac.id/index.php/ebicon
https://uika-bogor.ac.id/
mailto:widiaeka477@gmail.com


 

379 

EBICON: Economic and Business Conference  

 EBICON is licensed under a Creative Commons Attribution-NonCommercial 4.0 International License (CC BY-NC 4.0). 

Tablel 1 : Housing Ove lrall Sale ls Data Griya Se llaras 2019-2022 

Stage I 

Type Price (Rp) Sold (Unit) Total Units 

36/108 (1 lantai) 577.443.195 5 8 

29/90 (1 lantai) 469.410.440 33 60 

36/72 (1 lantai) 529.935.000 220 230 

45/90 (1 lantai) 649.762.200 45 55 

45/72 (1 lantai) 651.063.000 20 55 

52/72 (2 lantai) 722.400.000 98 100 

54/78 (2 lantai) 786.629.025 72 100 

54/65 (Ruko) 650.000.000 9 15 

Total Units 502 623 

Sourcel :  Housing Ovelrall Sale ls Data Griya Se llaras 2019-2022 

Base ld..  on the l table l..  data above l, sale ls which only re lache ld 80.58% celrtainly had se lve lral factors 

that influe lnce ld it. including promotions that may ne le ld to be l inte lnsifie ld, pricing that ne le lds to bel re lvie lwe ld 

for the l Bogor city community marke lt se lgme lnt in particular, housing product locations, and othe lrs. 

From the l study above l, promotion is important for companie ls to introduce l or attract as many 

consume lrs as possible l, be lcause l "promotion.. . is one l of the l de lte lrmining factors for the l succe lss of a 

marke lting program to provide l information about the l e lxiste lnce l of a product" (Fandy Tjiptono, 2008: 219). 

So that promotion.. .  is a me lans or e lffort.. .  for companie ls to introduce l, offe lr products as we lll as pe lrsuade l 

consume lrs in an attractive l.. .  way so that consume lrs are l intrigue ld to buy the l products offe lre ld. 

In addition.. .  to attractive l promotional te lchnique ls, the l pricing.. .   carrie ld  out by the l company 

must aa be l care lful and in accordance l with aa the l affordability of consume lrs' purchasing powe lr in 

accordance l with the l aa quality of the l products aa offe lre ld. Attractive l price ls, discounte ld ab pricels and 

compe ltitive l and ab affordable l price ls with quality products ab will affe lct consume lr inte lre lst in buying 

products. According to Angipora in Krisdayanto (2018: 3) "the l purpose l of pricing is: 1) Ge lt maximum 

profit, 2) ge lt re lturn on inve lstme lnt, 3) prelve lnt or re lduce l compe ltition, 4) maintain or improve l marke lt share l.  

According to Indrasari (2009: 42) the lre l are l four indicators ab that characte lrize l price ls, name lly: 1) 

Affordability is the l e lxpe lctation of consume lrs in  ab making purchase ls, usually consume lrs  ab will look for 

products that are l affordable l; 2) Conformity of price l with product quality, consume lrs do not objelct to high 

price ls ab as long as the l quality ab of the l product is good, but consume lrs also ofte ln want products at low 

price ls but ab good quality; 3) Pricel  ab  compe ltitive lne lss, the l company  ab  provide ls price ls base ld on product  

price ls issue ld by compe ltitors, so that the ly can compe lte l ab in the l marke lt and ab consume lrs ab can  ab  

compare l the l price l of one l ab product with anothe lr; 4) Conformity of price l with be lne lfits, if the lre l are l many 

be lnelfits, consume lrs will buy it, and vice l ve lrsa if consume lrs ab do not fe le ll the l ab be lne lfits of the l product, 

the ly will re lconside lr  ab  the lir purchasing  ab  delcisions; 5) Pricels can influe lnce l ab consume lrs in making 

de lcisions.   

The lse l pricel indicators are l the l basis for consume lr conside lrations to be l inte lre lste ld in buying the l 

products offe lre ld. 

The lrel are l ab se lve lral studie ls that have l be le ln conducte ld, that price l has no e lffe lct on consume lr buying 

inte lre lst, name lly in Gue ln Anje llia Powa's re lse larch e lt al (2018) which found that price l has no e lffe lct on 

consume lr buying inte lre lst in mobile l phone ls from FE lB UNSRAT stude lnts, in addition to relse larch 

conducte ld by Sukowati Indah Le lstari (2021) that price l doels not significantly influe lnce l consume lr buying 

inte lre lst at the l Farly Shop boutique l. 

The loreltically, consume lrs buy ce lrtain products with a te lnde lncy to buy according to affordability, 

affordable l price ls with good product quality, consume lrs will not he lsitate l to buy the lm. Howe lve lr, the l high 
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price l is not accompanie ld by good product quality, so consume lrs will think again and be l able l to compare l 

with othe lr de lve llope lrs with the l same l product quality. 

From the l phe lnome lna and re lsults of the l pre lvious re lse larch above l, it belcome ls an attraction for thel 

author to re lse larch more l about promotions and price ls that affe lct the l inte lre lst in buying PT Griya Se llaras' 

house ls, along with product sale ls data e lxpe lrie lnce ld by PT Griya Se llaras re laching 80.58% in the l pe lriod 

2019-2022 ye lars. 

Method 

 This study use ld associative l ab re lse larch. This re lse larch was conducte ld ab to de lte lrmine l the l 

re llationship ab be ltwe le ln the l inde lpe lnde lnt   ab variable ls, which amounte ld ab to 2 variable ls, name lly 

promotion  ab  and price l ab as the l inde lpe lnde lnt ab variable l and buying ab inte lre lst as the l de lpe lnde lnt variable l. 

This  ab  is done l by the l author, be lcause l ab it is in line l with ab what was e lxpre lsse ld by Sujarwe lni (2015: 

16) which says "Associative l ab relse larch aims to de lte lrmine l ab thel re llationship beltwe le ln two or more l 

variable ls with this re lse larch, a the lory can be l built that can function to e lxplain, pre ldict and control a 

symptom". 

Source ls ac of data in this study are l divide ld ac into 2 (two), name lly primary ac data and se lcondary 

data. Primary ac data was obtaine ld ac from the l re lsults of the l answe lrs to the l que lstionnaire ls of the l 

re lsponde lnts, and the l re lsults of inte lrvie lws we lre l ac obtaine ld from source ls of information ac at the l location 

of the l re lse larch objelct. The ln se lcondary ac data, name lly data to ac stre lngthe ln the lore ltical re llate ld to this 

re lselarch, name lly in the l form ac of relfe lre lnce l books, journals, article ls and inte lrne lt me ldia use ld to stre lngthe ln 

the lore ltical and data studie ls. The l sampling te lchnique l was carrie ld out by me lans of random sampling, which 

use ls the l Slovin ac formula with a critical ac value l (e lrror limit) of 0.1. The l numbe lr ac of sample ls take ln 

was 60 relsponde lnts ac who we lre l consume lrs of Griya Se llaras. 

Data ac colle lction te lchnique ls ac we lre l carrie ld out by distributing ac que lstionnaire ls, fie lld studie ls 

for supporting data, lite lrature l ac study as re lfe lre lnce l mate lrial from ac truste ld source ls. Data analysis 

te lchnique ls ac carrie ld out by the l authorsac are l in accordance l ac with the l principle ls ac of the l re lse larch 

stage ls. The l ste lps ac for data analysis are l carrie ld ac out by me lans of the l classical ac assumption te lst by 

conducting a data ac normality te lst as a pre lre lquisite l ac for hypothe lsis te lsting, the ln re lgre lssion analysis, 

and te lsting ac the l hypothe lsis partially with the l t-te lst and simultane lously ac by conducting the l F-te lst.. 

Result 

Classic Assumption Test 

 The l classic assumption te lst is carrie ld out with the l data normality te lst with the l Kolmogorov 

Smirnov te lst, while l the l re lsults of the l data normality te lst are l as follows: 

Tablel 2: Data Normality Te lst Re lsults 

One-Sample Kolmogorov-Smirnov Test 

  Promosi Harga Minat 

N 60 60 60 

Normal Parame lte lrsa Me lan 4.3138 4.2600 4.1903 

Std. De lviation .40077 .49718 .56352 

Most E lxtre lme l Diffe lre lnce ls Absolute l .177 .160 .168 

Positive l .177 .160 .132 

Ne lgative l -.117 -.144 -.168 

Kolmogorov-Smirnov Z 1.370 1.236 1.300 

Asymp. Sig. (2-taile ld) .067 .094 .068 

a. Telst distribution is Normal.    

Base ld on the l table l data ac above l, the l Asym Asymp sig 2-taile ld value l ac of e lach variable l ac is gre late lr 

than 0.05, this indicate ls ac that the l data ac is normally distribute ld. 
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Multiple Regression Analysis 

Tablel 3 : Multiple l Re lgre lssion Analysis Re lsult  

Coefficientsa 

Modell 

Unstandardizeld 

Coelfficielnts 

Standardizeld 

Coelfficielnts t Sig. Collinelarity Statistics 

B Std. Elrror Belta   Tolelrancel VIF 

1 (Constant) .141 .543  .260 .796   

Promosi .330 .196 .234 1.680 .098 .408 2.450 

Harga .617 .158 .544 3.900 .000 .408 2.450 

Sumbe lr : Hasil Olah data prime lr de lngan SPSS 

From the l data above l, we l can ge lt a multiple l ac line lar re lgre lssion ac e lquation Y = a + bx1 + bx2 = 0,141 + 

0,330x1 + 0,617x2, that : 1) A constant value l ac of 0.141 me lans that ac if the l value l of the l promotion 

variable l z (X1) and pricel (X2) is constant, the ln the l value l of the l variable l inte lre lst in buying a house l is 

0.141; 2) Thel re lgre lssion  z  coe lfficie lnt value l  z  of the l promotion variable l z (X1) is 0.330, me laning that 

if the l value l z of the l promotion  z  variable l (X1) increlase ls by 1 (one l) point, the l variable l inte lre lst in buying 

a house l z  will incre lase l by 0.330 time ls; 3) The l value l z of the l re lgre lssion z coe lfficie lnt z of the l price l variablel 

(X2) is 0.617, me laning z  that if the l value l of the l price l variable l (X2) incre lase ls by 1 (one l) point, the l variable l 

inte lre lst z in buying a house l z will z incre lase l by 0.617 time ls; 4) If the l promotion z  variable l (X1) and thel 

price l z variable l (X2) togelthe lr z increlase l by 1 (onel) point, it will incre lase l z the l value l of the l z variable l 

inte lre lst z in buying a house l by 0.947 time ls (0.330 + 0.617). 

 

Multiple Correlation Analysis  

Table 4 Multiple Correlation Analysis Result  

No Correlation Correlation 

Value 

adjusted R-

square Value 

Information 

1 Promotion z (X1) and Pricel z (X2) 

toge lthe lr z toward Inte lre lst  z in 

buying a house l (Y) (rx1x2y) 

0,740 0,531 Strong 

Influe lnce l 

Source l : Re lsults Proce lsse ld primary data with SPSS 

 Base ld z  on the l table l z data above l, the l re lsults z of multiple l z corre llation value ls z be ltwe le ln the l 

promotion z (X1) and price l (X2) variable ls z toge lthe lr for the l inte lre lst z in buying a house l (Y) obtaine ld an 

rx1x2y z value l of 0.740. If this corre llation z value l is inte lrpre lte ld z in the l table l, the l corre llation coe lfficie lnt 

value l is in the l range l 0.600 – 0.799, which z is a strong z re llationship/influe lnce l range l. While l the l value l of 

the l coe lfficie lnt z of de lte lrmination or thel z influe lnce l e lxe lrte ld by the l promotion z variable l (X1) and pricel (X2) 

togelthe lr on the l inte lre lst in buying a house l (Y) is 0.531 or 53.10%. 

 

Hypothesis Test 

Partial Test (t-test) 

Tablel 5 : The l Re lsult of t-te lst 

Variabel t-counted 

value 

t-table (N = 100-

2 = 98, α 0,05) 

Sig Value 

Promotion x  (X1) toward x inte lre lst in 

buying x a house l (Y) 

6,566 2,001 0,000 

Pricel (X2) toward x inte lre lst  x  in buying a 

house l (Y) 

8,003 2,001 0,000 

Source l : Re lsults Proce lsse ld primary data with SPSS 

 Base ld on the l table l data z above l, hypothe lsis te lsting z can be l inte lrpre lte ld as follows:  1) From thel 

re lsults z of the l partial z te lst be ltwe le ln the l promotion x variable l (X1) and the l inte lre lst in buying a house l (Y), 
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the l t-counte ld x  value l is 6.566 and x  the l sig value l x is 0.000. If the l t-counte ld x value l is compare ld with 

the l x t-table l value l x at (N – 2 = 60-2 = 58 at α 0.05) the l t-table l x value l is 2.001, the ln the l t-counte ld value l 

is 6.566 > t-table l 2.001 with a sig value l 0.000 < 0.05. This re lsult me lans that H0 is re lje lcte ld and H1 is 

accelpte ld, which x me lans that the lre l is x a significant x influe lnce l be ltwe le ln the l promotion variable l and thel 

inte lre lst x in buying x a house l x at PT Ke lsuma x Agung x Se llaras. 2) From the l re lsults x of the l partial te lst 

be ltwe le ln x the l price l x variable l (X2) x and the l inte lre lst x in buying x a house l (Y), the l t-counte ld value l is 

8.003 and the l sig y value l is 0.000. If the l t-counte ld y value l is compare ld y with the l t-table l value l at (N – 2 

= 60-2 = 58 at α 0.05) the l t-table l y value l is 2.001, the ln the l t-counte ld y value l is 8.003 > t-table l 2.001 with 

a sig value l 0.000 < 0.05. This re lsult y me lans that H0 y is re lje lcte ld and H1 y is acce lpte ld, which me lans that 

the lre l is a significant y influe lnce l be ltwe le ln the l price l variable l y and the l inte lre lst y in buying a house l at PT 

Ke lsuma Agung Se llaras. 

 

Simultaneously Test (F-test) 

Tablel 6 : The l Re lsult of F-Te lst  

ANOVAb 

Modell Sum of Square ls df Me lan Square l F Sig. 

1 Re lgre lssion 10.253 2 5.126 34.444 .000a 

Re lsidual 8.483 57 .149   

Total 18.736 59    

a. Preldictors: (Constant), Harga, Promosi    

b. De lpelnde lnt Variable l: Minat     

From the l re lsults  y  of the l table l data above l, the l F-counte ld y value l is 34.444 with m a sig value l of 0.000, 

compare ld m to the l F-table l m value l at (df1 = N – k – 1 = 60 – 2 – 1 = 57, at position m df2 = 2) at α 0.05 

obtaine ld m an F-table l m value l of 3.15. Thel F-counte ld value l is 34.444 > F-table l 3.15 with a sig value l of 

0.000 <0.05, this me lans that m H0 m is re ljelcte ld m and H1 m is acce lpte ld or it can m be l conclude ld that 

the lre l is a significant m influe lnce l be ltwe le ln m the l promotion variable l (X1) m and price l (X2) toge lthe lr the l 

same l for m the l variable l inte lre lst m in buying a house l (Y) at PT m Ke lsuma m Agung Se llaras. The l re lsults 

of this study m are l supporte ld by se lve lral pre lvious studie ls, such as re lse larch m conducte ld by Yusuf Rizky 

Pelrnanda (2021), Arie lf Adi Satria (2017), and Gue ln Anje llia Powa (2018), that pricel has a significant 

e lffelct m on purchase l inte lntion, re lse larch m conducte ld by Muhammad Fakhru Rizky and Hanifa Yasin 

(2014) that m promotions and pricels m have l a partial and simultane lous m e lffe lct on the l inte lntion to buy 

Obawa housing PT Nailah Adi Kurnia. 

 

Conclussion 

 

 Base ld m on the l re lsults m of the l study, the l authors m draw conclusions as follows : 1) The lre l is an 

influe lnce l m be ltwe le ln promotions on buying m inte lre lst at PT Ke lsuma Agung Se llaras, this is e lvide lnce ld from 

the l re lsults m of hypothe lsis te lsting m with the l t-te lst, which m  obtaine ld t-counte ld 6.566 > t-table l 2.001 with 

a sig value l of 0.000 <0.05, the l value l m is corre llation coe lfficie lnt n (rx1y) 0.653, the l value l n of this 

correllation n coe lfficie lnt is in the l range l n of strong influe lnce l, with a large l n influe lnce l of 42.60% give ln the l 

promotion n variable l n on the l inte lre lst n in buying a house l. 2) The lre l is an influe lnce l be ltwe le ln price l and 

inte lre lst n in buying a house l at PT Kelsuma Agung Se llaras, this n is e lvide lnce ld by the l n re lsults of the l 

hypothe lsis n te lst with the l t-te lst, which obtaine ld t-count 8.003 > t-table l 2.001 with n a sig value l of 0.000 

<0.05, the l magnitude l n of the l coe lfficie lnt corre llation (rx2y) 0.724, the l value l n  of this corre llation coe lfficie lnt 

is in n the l range l of strong n influe lnce l, with a large l influe lnce l of 52.50% give ln n the l price l variable l on the l 

inte lre lst n in buying a house l PT Kelsuma Agung Se llaras. 3) The lre l is a significant influe lnce l be ltwe le ln thel 

promotion n and price l variable ls toge lthe lr n on the l inte lre lst n  in buying a house l, this re lsult is prove ln through 

hypothe lsis n te lsting with the l F-te lst, the l re lsults n obtaine ld are l F-counte ld 34.444> F-table l 3.15, and the l value l 

of the l correllation coe lfficie lnt (rx1x2y) 0.740, the l value l of this correllation coe lfficie lnt is in the l range l of strong 

influe lnce l, with n a large l influe lnce l of 53.10% give ln n by the l two variable ls n name lly promotion and price l 

on the l n inte lre lst in buying a house l at PT Ke lsuma Agung Se llaras. 4) Base ld on the l n  re lsults of the l corre llation 
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analysis n and the l coe lfficie lnt n of de lte lrmination, the l price l n variable l is the l most dominant variable l 

influe lncing n the l inte lntion to n buy a house l compare ld to promotions. 
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