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Abstract: This study aims to determine the partial effect of price, location, building quality, and
promotion on purchase intention in Grand City housing. The population in this study were all
customers or users of Grand City housing. The sample size was determined using the Slovin
formula, and a sample of 60 respondents was obtained. Hypothesis testing was conducted using
multiple linear regression analysis. The results obtained in this study indicate that price, location,
building quality, and promotion have a positive and significant effect on purchase intention. The
results of the coefficient of determination analysis indicate that 92.9% of purchase intention is
influenced by price, location, building quality, and promotion. While the remaining 7.1% is
influenced by other variables outside the model.
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INTRODUCTION

The rapid urbanization and population growth in Indone sia have significantly incre ase d
the demand for re sidential housing, e spe cially in urban and suburban are as (Pe rdamaian &
Zhai, 2024). Housing deve lopers are competing to attract consumers by offe ring strate gic
locations, innovative building de signs, compe titive pricing, and pe rsuasive marke ting through
digital platforms, particularly social me dia (Malesev & Cherry, 2021; Wong et al., 2019).
Pasuruan Grand City, a growing re side ntial de ve lopme nt in E ast Java, re pre se nts a promine nt
case where these factors converge to influence consumer purchasing be havior. Consumer
de cision-making in the housing market is a comple x process that involve s both rational and
emotional considerations (Gui et al., 2022). While location, archite ctural design, price
affordability, and promotional strate gie s are re cognize d as key drivers, the se e xte rnal factors
do not act in isolation. Unde rstanding the psychological dime nsion of consumer be havior,
particularly purchase inte ntion, is e sse ntial to compre he nding how the se e xternal attribute s
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translate into actual buying de cisions. This study adopts the The ory of Planne d Be havior (TPB)
to investigate the role of purchase intention as a mediating variable in the re lationship
be twe e n e xte rnal marke ting factors and actual housing purchase de cisions. TPB sugge sts that
an individual's be havior is primarily de termine d by the ir inte ntion to pe rform the be havior
(Sussman & Gifford, 2019), which is influenced by three key constructs: attitude toward the
be havior, subjective norms, and perceived be havioral control. In the context of housing
purchase s, the se constructs can be influe nce d by factors such as the perceived attractive ne ss
of the location, the de sign quality of the building, the affordability of pricing, and the cre dibility
of social me dia promotions.

This research focuses on the Pasuruan Grand City Housing Complex, one of the
de ve loping re side ntial are as in the Pasuruan re gion. By analyzing the influe nce of location,
building de sign, price, and social me dia promotion on housing purchase de cisions, and using
purchase intention as an inte rve ning variable, it is hoped that the results of this study can
provide the ore tical and practical contributions to the de ve lopme nt of more e ffe ctive housing
marke ting strate gie s that are orie nte d towards consume r ne e ds.

LITERATURE REVIEW
Effect Location in Purchase Decision

The decision to purchase a house in a spe cific location is influenced by a comple x
inte rplay of e conomic, ge ographical, psychological, and social factors. The se factors e ncompass
e conomic conside rations, ge ographical location, ne ighborhood and community characte ristics,
as we Il as psychological and social influe nce s.(Ayoola et al., 2023) The se findings indicate that
the be tter consumers perceive a housing location, the gre ater the like lihood of a purchase
de cision. Furthe rmore, location has be e n shown to foster strong purchasing inte re st, ultimate ly
stre ngthe ning the overall purchase de cision. The re fore, se le cting the right location is a ke'y
strate gy in re side ntial prope rty de ve lopme nt and marke ting.(Tu et al., 2017)

Effect Building Design in Purchase Decision

Building de sign plays a crucial role in shaping consumer pe rce ptions and pre ference s
in the housing market. It encompasses various elements, including archite ctural style,
functional layout, ae sthe tic appe al, ve ntilation, lighting, and e nvironme ntal frie ndline ss. For
mode rn consumers, e spe cially those in urban se ttings, building de sign re fle cts both life style
and value s, making it a significant de te rminant in the de cision-making proce ss for purchasing a
home .(Rong e tal., 2020). A we ll-de signe d house not only satisfie s visual and functional ne e ds
but also cre ate s a sense of comfort, e fficie ncy, and long-te rm livability. Studie s such as those
by (BuHamdan et al., 2022) show that de sign quality significantly affe cts buyer inte re st and
final purchasing de cisions. Additionally, building de sign contribute s to pe rce ive d value , which
dire ctly impacts the buyer’s inte ntion and confide nce to proce e d with the transaction.

Effect Price in Purchase Decision

Price is one of the most influential factors in shaping consumer purchase de cisions,
particularly in the housing sector where financial considerations play a central role. It
re pre se nts not only the mone tary cost of a prope rty but also re fle cts the perceived value,
quality, and affordability from the buyer’s pe rspe ctive . In a compe titive prope rty marke t, price
often be come s a primary diffe re ntiator among similar housing options. (Dong et al., 2024) For
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pote ntial home owne s, a re asonable and transpare nt pricing strate gy can significantly impact
their le vel of inte re st and willingne ss to make a purchase. According to (Kotler et al., 2019),
price is the only e le me nt in the marke ting mix that ge ne rate s re ve nue , while the others incur
costs—e mphasizing its critical importance in both marketing and consumer be havior.
Moreover, perceived fairness of price influences buyer trust and purchase intention,
e spe cially in middle -income se gme nts that are highly sensitive to pricing.

Effect Promotion in Purchase Decision

Promotion is a ke y compone nt of the marke ting mix that plays a crucial role in informing,
pe rsuading, and re minding pote ntial buye rs about housing products. In the re al e state industry,
e ffe ctive promotion he lps bridge the gap between a de ve loper and pote ntial home owne rs
by highlighting the unique selling points of the prope rty, such as location, de sign, pricing, and
financing sche me s (Nae e m & Rana, 2025). In today's digital e ra, promotional strate gie' s have
incre asingly shifte d toward social me dia marke ting, influe nce r e ndorse me nts, digital ads,
and virtual tours, which offer more interactive and targe te d e ngage me nt with prospe ctive
buyers. The se me thods allow housing de ve lope ts to re ach broade r audie nce s quickly and cost-
e ffe ctive ly. According to (J & K, 2025), promotion is e sse ntial not only to build aware ne ss but
also to shape consumer pe rce ptions and influe nce the ir de cision-making proce ss.

METHOD

This study e mploye d causal re se arch as its re se arch de sign. In addition to de te rmining
the direction of the relationship between independent and dependent variables, causal
re se arch seeks to quantify the intensity of the association be tween two or more variables.
The overall goal of this study is to inve stigate , de monstrate , and e valuate the pote ntial e ffe cts
of pricing, location, building quality, and promotion on purchase inte ntion. The 200 units that are
purchase d in Pasuruan Grand City make up the study's population. This study use d the Slovin
algorithm to calculate the sample size from a certain de mographic, and it received 60
re sponse s in total.

RESULTS AND DISCUSSION
Table 1.Construct Validity

Question | r count | rtabel | Conclusion
X1.1 0.778 0.254 | Valid
X1.2 0.548 0.254 | Valid
X1.3 0.735 0.254 | Valid
X1.4 0.719 0.254 | Valid
X1.5 0.781 0.254 | Valid
X2.1 0.770 0.254 | Valid
X2.2 0.843 0.254 | Valid
X2.3 0.690 0.254 | Valid
X2.4 0.850 0.254 | Valid
X2.5 0.550 0.254 | Valid
X3.1 0.826 0.254 | Valid
X3.2 0.568 0.254 | Valid
X3.3 0.707 0.254 | Valid

80


https://abnus.org/jbemk

https://abnus.org/jbemk Vol. 5, No. 1, (2025)

X34 0.713 0.254 | Valid
X3.5 0.768 0.254 | Valid
X3.6 0.809 0.254 | Valid
X4.1 0.748 0.254 | Valid
X4.2 0.699 | 0.254 | Valid
X4.3 0.798 0.254 | Valid
X4.4 0.764 0.254 | Valid
X4.5 0.699 0.254 | Valid
X4.6 0.775 0.254 | Valid
YI.1 0.771 0.254 | Valid
Y1.2 0.614 0.254 | Valid
Y13 0.674 0.254 | Valid
Y14 0.810 0.254 | Valid
YL.S5 0.617 0.254 | Valid
Y1.6 0.645 0.254 | Valid
Z1.1 0.644 0.254 | Valid
Z1.2 0.740 | 0.254 | Valid
Z13 0.622 0.254 | Valid
Z1.4 0.699 0.254 | Valid
Z1.5 0.660 0.254 | Valid
Z1.6 0.559 0.254 | Valid

From the data, it is known that all state me nt ite ms in the que stionnaire have a calculate d
r value gre ate r than the table r, name ly 0.254, me aning that all ite ms use d in this study can be

said to be valid.
Table 2 Construct Reliability

Variabe | Cronbach Alpha | Standart Reliabel | Conclution
Location 0.749 0.60 Re liabel
Building De sign 0.795 0.60 Reliabel
Price 0.823 0.60 Reliabel
Promotion 0.841 0.60 Reliael
Purchase Decision | 0.776 0.60 Re liabe 1
Purchase Interest | 0.735 0.60 Re liabe 1

From the above value, it is known that e ach ite m has a value gre ate r than 0.60, me aning

that all ite ms use d in this study are re liabe
Table 3. T Tabel

Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig

1 (Constant) .837 1.655 .505 615
Lokasi 542 .207 448 2.622 .01
Desain Bangunan .290 120 253 2422 .019
Harga 321 A37 27 2.341 .023
Promosi Medsos -.002 190 -.002 -.008 994

a. Dependent Variahle: Keputusan Pembelian

Base d on the se te st re sults, the inde pe nde nt variable s Location (X1), Building De sign
(X2), and Price (X3) have significance values smaller than a (5% = 0.05), while the Social
Me dia Promotion variable (X4) has a significance value greater than a (5% = 0.05).
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There fore, it can be concluded that the variables Location (X1), Building De sign (X2), and
Price (X3) have a significant e ffe ct on Purchase De cison (Y), whe re as the Promotion variable

(X4) doe s not have a significant e ffe ct on Purchase De cison (Y).
Table 4. F Tabel

Coefficients®

Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig

1 (Constant) 837 674 1.242 219
Lokasi 607 .086 545 7.025 <.001
Desain Bangunan 174 060 166 2.906 005
Harga 192 068 176 2.810 007
Promosi Medsos -071 080 -.079 -.888 379
Minat Beli 266 081 251 3.296 002

a. Dependent Variable: Keputusan Pembelian

Base d on the se te st re sults, the inde pe nde nt variable s Location (X1), Building De sign
(X2), Price (X3), and Purchase Intention (Z) have significance values smaller than a (5% =
0.05), while the Promotion variable (X4) has a significance value gre ater than a (5% = 0.05).

The re fore, it can be conclude d that the variable s Location (X1), Building De sign (X2),
Price (X3), and Purchase Intention (Z) have a significant e ffe ct on Purchase De cision (Y),
whereas the Social Media Promotion variable (X4) does not have a significant e ffe ct on

Purchase Inte ntion (Z).
Tabel 5. Sobel Te st

Variabe | 4 Ket

Location (X1) 2.076 able to me diate
Buliding De sign (X2) 1.939 Not able to me diate
Price (X3) 1.962 able to me diate
Promotion (X4) -0.101 not able to me diate

Based on the data above, Location (X1) and Price (X3) are able to mediate the
re lationship be tween purchase intention and purchase de cision, where as Building De sign
(X2) and Promotion (X4) are not able to me diate the re lationship be twe e n purchase inte ntion
and purchase de cision

DISCUSSION

a. Effect of Location on Purchase Decision
Based on the path analysis using SPSS 25, the Location variable obtained a significance
value of 0.011. Since the significance value is smaller than a (5% = 0.05), it can be
conclude d that H1 is acce pte d.

b. Effect of Building Design on Purchase Decision
Based on the path analysis using SPSS 25, the Building Design variable obtained a
significance value of 0.019. Since the significance value is smaller than a (5% = 0.05), it
can be conclude d that H2 is acce pte d.

c. Effect of Price on Purchase Decision
Base d on the path analysis using SPSS 25, the Price variable obtaine d a significance value
of 0.023. Since the significance value is smaller than a (5% = 0.05), it can be conclude d
that H3 is acce pte d.
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d. Effect of Social Media Promotion on Purchase Decision
Base d on the path analysis using SPSS 25, the Social Me dia Promotion variable obtained a
significance value of 0.994. Since the significance value is greater than a (5% = 0.05), it
can be conclude d that H4 is re je cte d.

e. Effect of Purchase Intention on Purchase Decision
Based on the path analysis using SPSS 25, the Purchase Intention variable obtained a
significance value of 0.002. Since the significance value is smaller than a (5% = 0.05), it
can be conclude d that H5 is acce pte d.

f. Effect of Location on Purchase Decision with Purchase Intention as an Intervening
Variable
Since the Z value is gre ater than 1.96 at a 5% significance le vel, it prove s that location is
able to mediate the relationship between purchase intention and purchase de cision.
The re fore, H6 is acce pte d.

g. Effect of Building Design on Purchase Decision with Purchase Intention as an
Intervening Variable
Since the Z value is le ss than 1.96 at a 5% significance le ve l, it prove s that building de sign
is not able to me diate the re lationship be twe e n purchase inte ntion and purchase de cision.
There fore, H7 is re je cte d.

h. Effect of Price on Purchase Decision with Purchase Intention as an Intervening Variable
Since the Z value is greater than 1.96 at a 5% significance level, it proves that price is
able to me diate the relationship between purchase intention and purchase de cision.
The re fore, H8 is acce pte d.

i. [Effect of Social Media Promotion on Purchase Decision with Purchase Intention as an
Intervening Variable
Since the Z value is less than 1.96 at a 5% significance le vel, it prove s that social me dia
promotion is not able to mediate the relationship between purchase intention and
purchase de cision. The re fore, H9 is re je cte d

CONCLUSION
The results of the study indicate that location, building de sign, price, and promotion
through social me dia have a significant influe nce on purchase inte ntion, which then acts as a
me diating variable in influe ncing housing purchase de cisions. Location and building de sign
factors are proven to be the main de te rminants that incre ase the perce ption of conve nie nce
and comfort of prospective buyers, while competitive prices encourage perce ptions of
affordability. From the perspe ctive of the The ory of Planne d Be havior, the se findings indicate
that positive attitude s towards the product, and perceived be havioral control influenced by
price and location factors simultane ously increase interest, which ultimately influences
purchase de cisions. This study e mphasize s the importance of an inte grate d marke ting strate gy
that combine s the physical aspe cts of the property with a digital approach to maximize the
conversion of inte re st into purchase de cisions.
Suggestions
1. For the company: The re sults indicate that location, building de sign, price, and purchase
intention significantly influence purchase de cisions. There fore, for future proje cts, the
company is e xpe cte d to maintain and e nhance the value of location, building de sign, price,
and purchase inte ntion so that consume rs are more attracte d to making a purchase .
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2. For future researchers: It is re commended to use a broader re se arch scope by se le cting
all housing units in Pasuruan Grand City as the re se arch obje ct, in orde r to obtain re sults that
can be generalized.
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