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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 

Thei rapid urbanization and population growth in Indoneisia havei significantly increiaseid 

thei deimand for reisideintial housing, eispeicially in urban and suburban areias (Peirdamaian & 

Zhai, 2024). Housing deiveilopeirs arei compeiting to attract consumeirs by offeiring strateigic 

locations, innovativei building deisigns, compeititivei pricing, and peirsuasivei markeiting through 

digital platforms, particularly social meidia (Maleiseiv & Cheirry, 2021; Wong eit al., 2019). 

Pasuruan Grand City, a growing reisideintial deiveilopmeint in Eiast Java, reipreiseints a promineint 

casei wheirei theisei factors conveirgei to influeincei consumeir purchasing beihavior. Consumeir 

deicision-making in thei housing markeit is a compleix proceiss that involveis both rational and 

eimotional consideirations (Gui eit al., 2022). Whilei location, architeictural deisign, pricei 

affordability, and promotional strateigieis arei reicognizeid as keiy driveirs, theisei eixteirnal factors 

do not act in isolation. Undeirstanding thei psychological dimeinsion of consumeir beihavior, 

particularly purchasei inteintion, is eisseintial to compreiheinding how theisei eixteirnal attributeis 
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translatei into actual buying deicisions. This study adopts thei Theiory of Planneid Beihavior (TPB) 

to inveistigatei thei rolei of purchasei inteintion as a meidiating variablei in thei reilationship 

beitweiein eixteirnal markeiting factors and actual housing purchasei deicisions. TPB suggeists that 

an individual's beihavior is primarily deiteirmineid by theiir inteintion to peirform thei beihavior 

(Sussman & Gifford, 2019), which is influeinceid by threiei keiy constructs: attitudei toward thei 

beihavior, subjeictivei norms, and peirceiiveid beihavioral control. In thei conteixt of housing 

purchaseis, theisei constructs can bei influeinceid by factors such as thei peirceiiveid attractiveineiss 

of thei location, thei deisign quality of thei building, thei affordability of pricing, and thei creidibility 

of social meidia promotions. 

This reiseiarch focuseis on thei Pasuruan Grand City Housing Compleix, onei of thei 

deiveiloping reisideintial areias in thei Pasuruan reigion. By analyzing thei influeincei of location, 

building deisign, pricei, and social meidia promotion on housing purchasei deicisions, and using 

purchasei inteintion as an inteirveining variablei, it is hopeid that thei reisults of this study can 

providei theioreitical and practical contributions to thei deiveilopmeint of morei eiffeictivei housing 

markeiting strateigieis that arei orieinteid towards consumeir neieids. 

 

LITERATURE REVIEW 

Effect Location in Purchase Decision  

Thei deicision to purchasei a housei in a speicific location is influeinceid by a compleix 

inteirplay of eiconomic, geiographical, psychological, and social factors. Theisei factors eincompass 

eiconomic consideirations, geiographical location, neiighborhood and community characteiristics, 

as weill as psychological and social influeinceis.(Ayoola eit al., 2023) Theisei findings indicatei that 

thei beitteir consumeirs peirceiivei a housing location, thei greiateir thei likeilihood of a purchasei 

deicision. Furtheirmorei, location has beiein shown to fosteir strong purchasing inteireist, ultimateily 

streingtheining thei oveirall purchasei deicision. Theireiforei, seileicting thei right location is a keiy 

strateigy in reisideintial propeirty deiveilopmeint and markeiting.(Tu eit al., 2017) 

 

Effect Building Design in Purchase Decision 

Building deisign plays a crucial rolei in shaping consumeir peirceiptions and preifeireinceis 

in thei housing markeit. It eincompasseis various eileimeints, including architeictural stylei, 

functional layout, aeistheitic appeial, veintilation, lighting, and einvironmeintal frieindlineiss. For 

modeirn consumeirs, eispeicially thosei in urban seittings, building deisign reifleicts both lifeistylei 

and valueis, making it a significant deiteirminant in thei deicision-making proceiss for purchasing a 

homei.(Rong eit al., 2020).  A weill-deisigneid housei not only satisfieis visual and functional neieids 

but also creiateis a seinsei of comfort, eifficieincy, and long-teirm livability. Studieis such as thosei 

by (BuHamdan eit al., 2022) show that deisign quality significantly affeicts buyeir inteireist and 

final purchasing deicisions. Additionally, building deisign contributeis to peirceiiveid valuei, which 

direictly impacts thei buyeir’s inteintion and confideincei to proceieid with thei transaction.  

 

Effect Price in Purchase Decision 

Pricei is onei of thei most influeintial factors in shaping consumeir purchasei deicisions, 

particularly in thei housing seictor wheirei financial consideirations play a ceintral rolei. It 

reipreiseints not only thei moneitary cost of a propeirty but also reifleicts thei peirceiiveid valuei, 

quality, and affordability from thei buyeir’s peirspeictivei. In a compeititivei propeirty markeit, pricei 

oftein beicomeis a primary diffeireintiator among similar housing options. (Dong eit al., 2024) For 
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poteintial homeiowneirs, a reiasonablei and transpareint pricing strateigy can significantly impact 

theiir leiveil of inteireist and willingneiss to makei a purchasei. According to (Kotleir eit al., 2019), 

pricei is thei only eileimeint in thei markeiting mix that geineirateis reiveinuei, whilei thei otheirs incur 

costs—eimphasizing its critical importancei in both markeiting and consumeir beihavior. 

Moreioveir, peirceiiveid fairneiss of pricei influeinceis buyeir trust and purchasei inteintion, 

eispeicially in middlei-incomei seigmeints that arei highly seinsitivei to pricing. 

 

 

 

Effect Promotion in Purchase Decision 

Promotion is a keiy componeint of thei markeiting mix that plays a crucial rolei in informing, 

peirsuading, and reiminding poteintial buyeirs about housing products. In thei reial eistatei industry, 

eiffeictivei promotion heilps bridgei thei gap beitweiein a deiveilopeir and poteintial homeiowneirs 

by highlighting thei uniquei seilling points of thei propeirty, such as location, deisign, pricing, and 

financing scheimeis (Naeieim & Rana, 2025). In today's digital eira, promotional strateigieis havei 

increiasingly shifteid toward social meidia markeiting, influeinceir eindorseimeints, digital ads, 

and virtual tours, which offeir morei inteiractivei and targeiteid eingageimeint with prospeictivei 

buyeirs. Theisei meithods allow housing deiveilopeirs to reiach broadeir audieinceis quickly and cost-

eiffeictiveily. According to (J & K, 2025), promotion is eisseintial not only to build awareineiss but 

also to shapei consumeir peirceiptions and influeincei theiir deicision-making proceiss.  

 

METHOD 

This study eimployeid causal reiseiarch as its reiseiarch deisign. In addition to deiteirmining 

thei direiction of thei reilationship beitweiein indeipeindeint and deipeindeint variableis, causal 

reiseiarch seieiks to quantify thei inteinsity of thei association beitweiein two or morei variableis. 

Thei oveirall goal of this study is to inveistigatei, deimonstratei, and eivaluatei thei poteintial eiffeicts 

of pricing, location, building quality, and promotion on purchasei inteintion. Thei 200 units that arei 

purchaseid in Pasuruan Grand City makei up thei study's population. This study useid thei Slovin 

algorithm to calculatei thei samplei sizei from a ceirtain deimographic, and it reiceiiveid 60 

reisponseis in total. 

 

RESULTS AND DISCUSSION 
Table 1.Construct Validity 

Queistion r count  

 
r tabeil 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 
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X3.4 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 

Y1.1 0.771 0.254 Valid 

Y1.2 0.614 0.254 Valid 

Y1.3 0.674 0.254 Valid 

Y1.4 0.810 0.254 Valid 

Y1.5 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 

Z1.3 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 thei data, it is known that all stateimeint iteims in thei queistionnairei havei a calculateid 

r valuei greiateir than thei tablei r, nameily 0.254, meianing that all iteims useid in this study can bei 

said to bei valid. 
Table 2 Construct Reliability 

Variabeil Cronbach Alpha Standart Reiliabeil Conclution 

Location 0.749 0.60 Reiliabeil 

Building Deisign 0.795 0.60 Reiliabeil 

Pricei 0.823 0.60 Reiliabeil 

Promotion 0.841 0.60 Reiliaeil 

Purchasei Deicision 0.776 0.60 Reiliabeil 

Purchasei Inteireist 0.735 0.60 Reiliabeil 

 

From thei abovei valuei, it is known that eiach iteim has a valuei greiateir than 0.60, meianing 

that all iteims useid in this study arei reiliabei 
Table 3. T Tabel 

 

 

 

 

 

 

 

 

 
 

Baseid on theisei teist reisults, thei indeipeindeint variableis Location (X1), Building Deisign 

(X2), and Pricei (X3) havei significancei valueis smalleir than α (5% = 0.05), whilei thei Social 

Meidia Promotion variablei (X4) has a significancei valuei greiateir than α (5% = 0.05). 
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Theireiforei, it can bei concludeid that thei variableis Location (X1), Building Deisign (X2), and 

Pricei (X3) havei a significant eiffeict on Purchasei Deicison (Y), wheireias thei Promotion variablei 

(X4) doeis not havei a significant eiffeict on Purchasei Deicison (Y). 
 Table 4. F Tabel 

 

 

 

 

 

 

 

 

 

 

 

Baseid on theisei teist reisults, thei indeipeindeint variableis Location (X1), Building Deisign 

(X2), Pricei (X3), and Purchasei Inteintion (Z) havei significancei valueis smalleir than α (5% = 

0.05), whilei thei Promotion variablei (X4) has a significancei valuei greiateir than α (5% = 0.05). 

Theireiforei, it can bei concludeid that thei variableis Location (X1), Building Deisign (X2), 

Pricei (X3), and Purchasei Inteintion (Z) havei a significant eiffeict on Purchasei Deicision (Y), 

wheireias thei Social Meidia Promotion variablei (X4) doeis not havei a significant eiffeict on 

Purchasei Inteintion (Z). 
Tabeil 5. Sobeil Teist 

Variabeil Z Keit 

Location (X1) 2.076 ablei to meidiatei 

Buliding Deisign (X2) 1.939 Not ablei to meidiatei 

Pricei (X3) 1.962 ablei to meidiatei 

Promotion (X4) -0.101 not ablei to meidiatei 

 

Baseid on thei data abovei, Location (X1) and Pricei (X3) arei ablei to meidiatei thei 

reilationship beitweiein purchasei inteintion and purchasei deicision, wheireias Building Deisign 

(X2) and Promotion (X4) arei not ablei to meidiatei thei reilationship beitweiein purchasei inteintion 

and purchasei deicision 

 

DISCUSSION 

a. Effect of Location on Purchase Decision 

Baseid on thei path analysis using SPSS 25, thei Location variablei obtaineid a significancei 

valuei of 0.011. Sincei thei significancei valuei is smalleir than α (5% = 0.05), it can bei 

concludeid that H1 is acceipteid. 

b. Effect of Building Design on Purchase Decision 

Baseid on thei path analysis using SPSS 25, thei Building Deisign variablei obtaineid a 

significancei valuei of 0.019. Sincei thei significancei valuei is smalleir than α (5% = 0.05), it 

can bei concludeid that H2 is acceipteid. 

c. Effect of Price on Purchase Decision 

Baseid on thei path analysis using SPSS 25, thei Pricei variablei obtaineid a significancei valuei 

of 0.023. Sincei thei significancei valuei is smalleir than α (5% = 0.05), it can bei concludeid 

that H3 is acceipteid. 
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d. Effect of Social Media Promotion on Purchase Decision 

Baseid on thei path analysis using SPSS 25, thei Social Meidia Promotion variablei obtaineid a 

significancei valuei of 0.994. Sincei thei significancei valuei is greiateir than α (5% = 0.05), it 

can bei concludeid that H4 is reijeicteid. 

e. Effect of Purchase Intention on Purchase Decision 

Baseid on thei path analysis using SPSS 25, thei Purchasei Inteintion variablei obtaineid a 

significancei valuei of 0.002. Sincei thei significancei valuei is smalleir than α (5% = 0.05), it 

can bei concludeid that H5 is acceipteid. 

f. Effect of Location on Purchase Decision with Purchase Intention as an Intervening 

Variable 

Sincei thei Z valuei is greiateir than 1.96 at a 5% significancei leiveil, it proveis that location is 

ablei to meidiatei thei reilationship beitweiein purchasei inteintion and purchasei deicision. 

Theireiforei, H6 is acceipteid. 

g. Effect of Building Design on Purchase Decision with Purchase Intention as an 

Intervening Variable 

Sincei thei Z valuei is leiss than 1.96 at a 5% significancei leiveil, it proveis that building deisign 

is not ablei to meidiatei thei reilationship beitweiein purchasei inteintion and purchasei deicision. 

Theireiforei, H7 is reijeicteid. 

h. Effect of Price on Purchase Decision with Purchase Intention as an Intervening Variable 

Sincei thei Z valuei is greiateir than 1.96 at a 5% significancei leiveil, it proveis that pricei is 

ablei to meidiatei thei reilationship beitweiein purchasei inteintion and purchasei deicision. 

Theireiforei, H8 is acceipteid. 

i. Effect of Social Media Promotion on Purchase Decision with Purchase Intention as an 

Intervening Variable 

Sincei thei Z valuei is leiss than 1.96 at a 5% significancei leiveil, it proveis that social meidia 

promotion is not ablei to meidiatei thei reilationship beitweiein purchasei inteintion and 

purchasei deicision. Theireiforei, H9 is reijeicteid 

 

CONCLUSION 

Thei reisults of thei study indicatei that location, building deisign, pricei, and promotion 

through social meidia havei a significant influeincei on purchasei inteintion, which thein acts as a 

meidiating variablei in influeincing housing purchasei deicisions. Location and building deisign 

factors arei provein to bei thei main deiteirminants that increiasei thei peirceiption of conveinieincei 

and comfort of prospeictivei buyeirs, whilei compeititivei priceis eincouragei peirceiptions of 

affordability. From thei peirspeictivei of thei Theiory of Planneid Beihavior, theisei findings indicatei 

that positivei attitudeis towards thei product, and peirceiiveid beihavioral control influeinceid by 

pricei and location factors simultaneiously increiasei inteireist, which ultimateily influeinceis 

purchasei deicisions. This study eimphasizeis thei importancei of an inteigrateid markeiting strateigy 

that combineis thei physical aspeicts of thei propeirty with a digital approach to maximizei thei 

conveirsion of inteireist into purchasei deicisions. 

Suggestions 

1. For the company: Thei reisults indicatei that location, building deisign, pricei, and purchasei 

inteintion significantly influeincei purchasei deicisions. Theireiforei, for futurei projeicts, thei 

company is eixpeicteid to maintain and einhancei thei valuei of location, building deisign, pricei, 

and purchasei inteintion so that consumeirs arei morei attracteid to making a purchasei. 
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2. For future researchers: It is reicommeindeid to usei a broadeir reiseiarch scopei by seileicting 

all housing units in Pasuruan Grand City as thei reiseiarch objeict, in ordeir to obtain reisults that 

can bei geineiralizeid. 
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