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Abstract

This study aims to determine what factors influence consumer interest in buying newspapers in the digital era. These
factors are product, price, promotion, and distribution. This research is a quantitative study using SPSS 23 to process
data. This research was conducted on one of the customers of the mass media in Pekanbaru, Riau Province,
Indonesia. The sample collection technique used simple random sampling technique. The sample was calculated
using the Slovin formula where 89 respondents were selected. The results showed that the results of the partial test (t
test), there were three variables, namely product, promotion, and distribution which had a positive and significant
effect on consumer decisions, while one variable, namely, price, had a negative and significant value on consumer
decisions, also foun that 76.3% of the influence of the independent variables (Product, Price, Promotion,
Distribution) on consumer decisions and the 23.7% is influenced by other variables not examined.
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1. Introduction

The traditional media is currently deteriorating, not just in the national sphere, but also in the tumultuous
international arena. Due to advancements in information technologies, the print media industry was abandoned by its
founders. In fact, print media is being discarded by its subscribers, and young people now tend to access mass media
through cellphones, laptops, or other digital devices (Romadhoni, 2019). Digital media has become a popular
medium in recent years. Some have predicted that the print media will be displaced by digital-based media
technology (Prihartono & Sos, 2016). In this situation of intense competition, in order to maintain sales volume and
market share as practiced by Haluan Riau, it is increasingly recognized that a marketing strategy is needed that is not
only based on consumer needs (consumer oriented), but also competitors targeting the same target consumers (
competition oriented), therefore companies need to anticipate various opportunities and obstacles in marketing
activities (D. Iskamto, Ghazali, & Afthanorhan, 2019). The company's ability is inseparable from the marketing
policies adopted by the company's management as companies in general. Successful company policy can be
determined from one or more marketing mix variables, which variables can be controlled by the company. The
company can develop product, price, promotion and distribution policies or a combination of these variables into a
comprehensive marketing ( dedi Iskamto et al., 2021b; D. Iskamto, 2020; Marlizar et al., 2020). In order to improve
marketing by satisfying these consumers, the company must analyze consumer behavior (D. Iskamto, 2017). To
analyze consumer behavior will be more successful if the company can understand the psychological aspects of
humans as a whole, the strength of cultural factors, economic principles, marketing strategies. Because often the
behavior of consumers is influenced by socio-cultural factors, and psychological factors, both of which will directly
or indirectly affect consumer behavior in terms of purchasing decisions. The ability to analyze consumer purchasing
decision attitudes means success in exploring the consumer's soul in meeting their needs(D. Iskamto, 2020).
Consumer purchasing decisions in general can be influenced by various factors both individually and collectively
such as products or services, choosing types, determining when to buy and where to buy. Therefore it is very
important for company managers to be able to develop, determine prices, promote and distribute the right products
and services to consumers (D. Iskamto, 2015; Iskamto et al 2020).

2. Literature Review

According to Suharno and Sutarso (2010) Marketing Mix is a collection of marketing activities used to serve target
markets. The Marketing Mix consists of four main activities, namely product, price, distribution and promotion.
According to Sunyoto (2013) Marketing Mix is a combination of variables or activities that are the core of the
marketing system, variables that can be controlled by the company to influence the buyers or consumers' reactions.
So the marketing mix consists of a set of variables that a company can control and use to influence consumer
responses in its target market. These variables or activities need to be combined and coordinated by the company as
effectively as possible in carrying out its marketing tasks. Thus the company not only has the best combination of
activities, but can coordinate the various marketing mix variables to carry out marketing programs effectively. The
four elements of the marketing mix are product strategy, pricing strategy, distribution strategy and promotion
strategy (Adel et al., 2020; D. Iskamto, 2015).

2.1 Product

The definition of a product according to Suharno, Yudi Sutarso (2010: 27) means a combination of goods or services
offered by a company to the target market. Products are not only goods or services, but other entities such as ideas,
organizations, people, places are also products (D. Iskamto, 2020). Each type of product has a different way of
marketing. The target market views that a good product is how the product provides solutions to the needs and
desires of consumers. A product is something that can meet the needs and desires of consumers (iskamto, et. Al
2021; Kasmir, 2016). Products are anything that can be offered to the market to get attention, buy, use or consume
and which can satisfy wants or needs. (Daryanto, 2011). Product is the first and most important element in the
marketing mix. Product strategy requires coordinated decision making on product mix, product line, branding,
packaging and labeling. (Kotler, 2013).

Products according to Arif Rahman (2010) is a complex characteristic, both tangible and intangible, including
packaging, price, company prestige, and company services received by buyers to satisfy their wants and needs.

2.2 Price

Price is the amount of money used to obtain goods or services. Prices have a variety of terms, depending on what
type of product. The most important thing for customers in terms of price is how the price reflects the cost of the
customer (Suharno and Sutarso, 2010). According to Usmara (2008)The price is a balance between the seller and the

© |IEOM Society International 4132



Proceedings of the Second Asia Pacific International Conference on Industrial Engineering and Operations Management
Surakarta, Indonesia, September 14-16, 2021

buyer so that the transaction can run. The seller can charge a lower price if exempt from harsh terms. The buyer, on
the other hand, is willing to pay a higher price if he is given a special service. Price is the amount of money that is
billed for a product or an amount of value that is exchanged by consumers for the benefit of owning or using the
product (Daryanto, 2011: 57). Price according to Arif Rahman (2010: 91) is the amount of money (plus a number of
products if possible) needed to get a number of combinations of products and services (D. Iskamto et al., 2020; D.
Iskamto, Ghazali, & Aftanorhan, 2019).

2.3 Promotion

Promotion is a marketing communication activity about a product, and market persuasion to buy it. Promotional
activities have a lot to do with how to communicate and persuade customers. This effort can be carried out in
various forms, both advertising, sales promotion, personal selling and public relations. The most important thing
about this activity is how to communicate with the target market (Suharno and Sutarso 2010). Sales promotion, as
the main element in a marketing campaign, is a collection of incentive tools, mostly short-term, designed to
stimulate the faster and greater purchase of a particular product or service by consumers or merchants (Kotler,
2013)..

3.4 Distribution

According to Suharno and Sutarso (2010) Distribution is the efforts of marketers to ensure product availability for
target markets when needed. Marketers need to guarantee that the products offered will be available when
consumers need them anywhere, anytime and anywhere. Company management needs to find the most economical
distribution, the steps taken are to control all existing assets in the company, from raw material supplies to finished
materials, which we know as products. So the company needs to establish good policies so that efficiency can be
carried out and the goals of the company can be achieved .

2.5 Consumer behavior

According to Ginting (2011) Consumer Behavior is individual action in obtaining, using and disposing of economic
goods and services, including the decision-making process before making a decision. According to Fandy Tjipto
(2008) Consumer Behavior is the actions of individuals who are directly involved in obtaining, using, and
determining products and services, including the decision-making process that precedes and follows these actions.

2.6 Buying decision

According to Angipora (2002) states that a purchase decision is a decision that can only be made after the evaluation
stage of various brands and features that have been arranged according to ratings that will form purchase intentions
of the most preferred brands. According to Engel et. Al (2000) Purchasing decision is the process of formulating
various alternative actions in order to make a choice of one particular alternative to make a purchase. So the
purchase decision is a decision-making process carried out by the buyer to make a purchase after evaluating.
According to Kotler (2013) there are four pillars that must be considered by management in marketing its products,
namely the characteristics of the product you want to make (product), the price you want to set (pricing), how to
distribute the product to customers (placing) and how to stimulate prospective customers to buy products
(promotion). Sunyoto (2013) stated Marketing Mix affects consumer purchasing decisions, because the marketing
mix is a strategy used in the marketing field.

3. Research Methods

The research uses quantitative methods. Data processing and hypothesis testing using SPSS version 23. This
research was conducted on the readers of Koran Haluan Riau newspaper published in Riau Province, Indonesia.
Simple Random Sampling was used for sampling. The total population of Readers in Tampan District is 826
subscribers. Samples taken as many as 89 people were arrested using the Slovin . formula (iskamto et. all 2021a).

4. Results And Discussion

The sample in this study were 89 people who were respondents in this study. The sample in this research is the
customers of Haluan Riau Pekanbaru newspaper. In this study, respondents are divided into several characteristics.
From these respondents, a description of the respondent can be made as follows:
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Table 1 : Characteristics of Respondents

Data Frequency Percentage (%)
Gender
Men 63 70.79
Woman 26 29.21
Age
<25 17 19.10
26-35 28 31.46
36-45 34 38.20
> 45 10 11.24
Length of Subscription
<1 year 2 2.25
1-2 years 14 15.73
2-3 years 21 23.59
> 3 years 52 58.43
Total 89 100

From table 1. above, it can be seen that the respondents were dominated by men, namely 63 people with a
percentage of 70.79%, while women were 26 people with a percentage of 29.21%. the age of the respondents was
36-45 years, namely 34 people with a percentage of 38.20%, then the respondents aged 26-35 years were 28 people
with a percentage of 31.46%, while respondents who were< 25 years as many as 17 people with a percentage of
19.10%, and respondents who are aged > 45 years as many as 10 people with a percentage of 11.24%. long time
subscribed to newspapers is = 3 years as many as 59 people with a percentage of 58.43%, then the old category
subscribing to newspapers 2-3 years as many as 21 people with a percentage of 23.59%, while the length of
subscribing to newspapers 1-2 years is 14 people with a percentage of 15.73%, and the length of subscribing
newspaper < 1 year only 2 people with a percentage of 2.25%.

4.1 Validity test

The validity test is a test measuring tool in the questionnaire. Validity means the extent to which the test can
measure accurately and can be justified for its correctness. By using o = 0.05 (5%) it is known r-value> rtable. If 1-
value <r-table, the questionnaire status is null. Gozali (2011) stated r-table in the statistical table (at a significance
of 0.05 and two sides) with N = 89, the value obtained is 0.176.

Table 2: Validity test

Variable R-value R-table Information
Y1 385 0.176 Valid
Y2 .625 0.176 Valid
Y3 .682 0.176 Valid
Y4 710 0.176 Valid
Y5 .596 0.176 Valid

(Product) .586 0.176 Valid
X2 .602 0.176 Valid
X3 713 0.176 Valid
X4 708 0.176 Valid

(Price) .306 0.176 Valid
X2 .584 0.176 Valid

X3 466 0.176 Valid

X4 402 0.176 Valid
(Promotion) 408 0.176 Valid
X2 .636 0.176 Valid
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X3 .648 0.176 Valid
X4 .666 0.176 Valid
(Distribution) .608 0.176 Valid
X2 575 0.176 Valid
X3 708 0.176 Valid
X4 .635 0.176 Valid

Source: Processed Data 2013

From table 2 above it can be seen that all items are positive and r-value> r-table, it can be concluded that all
items are valid. Evidenced by the large value of r-value compared to R-table, thus the statement in this study is
suitable to be used and accepted.

4.2 Reliability Test

Reliability shows an understanding that an instrument can be trusted to be used as a data collection tool
because the instrument is good. This test is carried out to determine whether the measuring instrument will get a
consistent and consistent measurement if the measurement is repeated. By knowing the Cronbach's alpha value of 2
different variables. The independent variable (product, price, promotion, distribution), and the dependent variable
(consumer decision), with a reliability value of 0.6 is not good.

Table 3: Reliability Test

Variable Cronbach's Alpha Information
Consumer Decisions 0.805 Reliable
Product 0.822 Reliable
Price 0.755 Reliable
Promotion 0.768 Reliable
Distribution 0.799 Reliable

Based on table 3 above, it can be concluded that the alpha coefficient for the consumer decision variable (Y)
is 0.805 (> 0.60), product (X1) is 0.822 (> 0.60), price (X2) is 0.755 (> 0.60), promotion (X3) of 0.768 (> 0.60), and
distribution (X4) of 0.799 (> 0.60). So it can be concluded that all research instruments are reliable, because the
Cronbach alpha value is greater than the alpha coefficient value 0.60. means that the variables used are consistent
and reliable.

4.3 Multicollinearity Test

This type of classical assumption test is applied to multiple regression analysis consisting of two or more
independent variables, where the level of association of influence between the independent variables will be
measured through the magnitude of the correlation coefficient. It is said that multicollinearity occurs if the
correlation coefficient between independent variables is greater than 0.60. said that there is no multicollierity if the
correlation coefficient between the independent variables is smaller or equal to 0.60. or use the amount of tolerance
value (o) and the value of variance inflation factor (VIF). The independent variable experiences multicollinearity if
a count <a and VIF count> VIF and the independent variable does not experience multicollinearity if a count> a
and VIF count <VIF. And the amount of the inflator factor (VIF) and Tolerance,

Table 4: Multicollinearity Test

Collinearity Statistics

Model Tolerance VIF
1. (Constant)
Product 290 3,443
Price .994 1,006
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Promotion 319 3,139
Distribution 218 4,595

a. Dependent Variable: Consumer Decisions

Table 4 results of the calculation of the tolerance value in the results of data analysis, the VIF value for the
product is 3,443 (<10) with a tolerance value of 0.290 (> 0.10), a price of 1,006 (<10) with a tolerance value of
0.994 (> 0.10), a promotion of 3,139 (<10) with a tolerance value of 0.319 (> 0.10) and a distribution of 4.595 (<10)
with a tolerance value of 0.218 (> 0.10). So it can be concluded that the regression model is free from
multicollinearity.

4.4 Autocorrelation test
A good regression equation is one that does not have an aotocorrelation problem, if there is an aotocorrelation, the
equation is not good / not suitable for prediction.

Table 5: Autocorrelation test results

Model Durbin - Watson
1 1,906

Based on the results of the Durbin-Watson test table 5 above, the DW value for the independent variable is
1.906, which means that the DW value is between -2 to +2, so the research data does not occur aotocorrelation.

4.5 Hypothesis testing

A. Determination Coefficient

From table 6 below shows that the value of R? 0.763 means that 76.3% of the influence of the independent variables
(Product, Price, Promotion, Distribution) on consumer decisions is 76.3% and the remaining 23.7% is influenced by
other variables not examined.

Table 6: Determination Coefficient Test Results

Model R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson
[1 .873a .763 751 1.48074 1,906
a. Predictors: (Constant), Distribution, Prices, Promotions, Products

b. Dependent Variable: Purchase Decision

B. Partial Test (t)

Partial Test (t) is used to determine whether there is a significant (significant) relationship or influence
between the independent variables (product, price, promotion and distribution) partially on the dependent variable
(consumer decisions).

Table 7: Partial Significant Test Results (t test)

Model Unstandardized Coefficients Standardized Coefficients T Sig
B Std. Error

1. (Constant) 6,784 1,352 5,017 .000

Product .360 .100 301 3,051 .003

Price - 185 .064 -155 -2,898 .005

Promotion 354 119 281 2,980 .004

distribution 349 121 328 2,880 .005

a. Dependent Variable: Consumer Decisions

Table 7 shows the results of the t test where the significant value of all variables (product, price, promotion, and
distribution) has a value of 0.000, 0.003, 0.005, 0.004 and 0.005 lower than 0.05 so it can be concluded that product,
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promotion, and distribution have effect positively and significantly on consumer decisions but price has effect
negatif and significantly on consumer decisions.

¢. Simultaneous Test (Test F)

The F test is carried out to determine the effect of the independent variables on the dependent variable
together, namely by using Fcount. F test analysis is done by comparing Fcount and Ftable. However, before
comparing the F value, the level of confidence (1- o) and the degree of freedom =n - (k + 1) must be determined so
that the critical value can be determined. Alpha (a) used in this study is 0.05 with a two-sided hypothesis (2 tails).

Table 8: Simultaneous Significant Test Results (F-Test)

Model Sum of Squares Df Mean Square F Sig.

1 Regression 591,800 4 147,950 67,477 .000a
Residual 184,178 84 2,193
Total 775,978 88

a. Predictors: (Constant), Distribution, Prices, Promotions, Products
b. Dependent Variable: Purchase Decision

In table 8 above, it can be seen that the F-count is 67.477 with a significant level of 0.000, therefore in the
calculation of Fcount> Ftable (67.477> 2.479) and the significance level is 0.000 <0.05. This shows that Ho is
rejected and Ha is accepted, which means that the independent variables consisting of (Product, Price, Promotion,
Distribution) together have a positive and significant effect on the dependent variable (Consumer Decision).

5. Conclusion

Based on the results of this study, several conclusions are obtained which are briefly presented as follows. Based on
the F test, the independent variables consisting of (Product, Price, Promotion, Distribution) together have a positive
and significant effect on the dependent variable (Consumer Decision). From the results of the partial test (t test), the
significant value of all variables: Product, price, promotion, and distribution have a positive and significant effect on
consumer decisions. Meanwhile, the price variable is negative and significant towards consumer decisions. In testing
the coefficient of determination(R?) is obtained The value of 0.763 means 76.3% of the influence of independent
variables (Product, Price, Promotion, Distribution) on consumer decisions is 76.3% and the remaining 23.7% is
influenced by other variables not examined.
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