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ABSTRACT

This study aims to determine the effect of brand
image, promotion, and word of mouth on
purchasing decisions. The research method used
is descriptive quantitative. Research sampling
using purposive sampling method on 100
respondents who have made purchases at Hotmie
Padurenan Outlet. Data analysis with multiple
linear regression calculated using SPSS 24.0. The
results showed that, partially, the brand image
variable had a significant effect on purchasing
decisions, the promotion variable had a significant
effect on purchasing decisions and the word of
mouth variable had a significant effect on
purchasing decisions. From the research results,
the coefficient of determination (R2) value is 82%,
which means that together they have an influence
of 82% on purchasing decisions, while the
remaining 18% is influenced by other factors
outside this study
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INTRODUCTION

The development of the business world is now increasingly rapid and has
led to increasingly fierce market competition, including fast food-type
businesses. This business in the culinary field is a business that can be said to be
very profitable, because food is a basic human need so that its fulfillment
becomes absolute (Husen et al., 2018). Currently, there are so many noodle-type
businesses because many noodle sellers know that when compared to other
foods, this food has captured a large enough market share in Indonesia (Erni,
2021).

According to Isa et al., (2019) Purchasing decision making is an important
part of the discussion in the field of marketing which studies how individuals
and groups choose, buy, use and utilize goods and services. Choosing things that
will meet consumer needs and goals is becoming increasingly difficult as
competition increases. Therefore, making the right choice when buying a product
is very important (Mangifera et al., 2018). Based on the observations. made by
researchers at Padurenan Hotmie Outlet, it is found that the amount of income
fluctuates, where the amount of income earned is far below the sales target set by
Padurenan Hotmie Outlet. This is influenced by brand image, promotion and
word of mouth which are still less well-known and less consistently carried out
by marketers through social media (Hasanah, 2021).

Promotion needs to be made as attractive as possible so that it can generate
interest when looking or listening and give different characteristics to its
products (Aryaditya, 2020). The promotion carried out by Padurenan Hotmie
Outlet through the Instagram social media account is considered less attractive
because there are only posts of consumers who are eating on the spot,
announcements of national days and grand openings of Hotmie Outlets in certain
areas. There is no information related to discounts on its products and no product
images so that consumers cannot find out discount information online through
social media (Instagram: hotmie Padurenan).

Image is a public perception of a company's identity. A company cannot
always give the same image to the public (Mukholidah, 2018). According to
Kuswibowo and Murti (2021) in their research, the brand image of a company
will be very important for consumers in choosing which product they will buy.
If the company has a good brand image, customers will trust the products the
company offers. So that consumers will have a high buying interest in the
product.

There are several spicy noodle outlets located in Mustikajaya Bekasi,
namely the gacoan outlet, djoetek noodles and nyemek noodles. This shows the
increasing number and tightness of businesses in similar fields. Based on the
results of observations and interviews with Human Resource Development
(HRD) Hotmie Padurenan Outlet, only residents in Mustikajaya sub- district are
familiar with the Hotmie brand. The company needs to deeply develop strategies
such as promoting and distributing its goods better, so that its efforts can achieve
the goal of attracting consumer buying interest and the Hotmie brand can be
recognized by more consumers outside the sub-district.
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Word of Mouth has great power to impact consumer purchasing decision
behavior. Recommendations from trusted friends or other consumers have the
potential to be more trusted than from commercial sources, such as
advertisements and sales people. For the most part, word of mouth occurs
naturally, consumers start by talking about a brand they use to others (Kotler &
Armstrong, 2012: 139). This shows that there are consumers who are not satisfied
after consuming Hotmie at the Padurenan outlet, so there are not many who talk
about satisfaction after consuming the product.

Based on this background, the research objectives are to determine the effect
of brand image on purchasing decisions at Padurenan Hotmie Outlet, to
determine the effect of promotion on purchasing decisions at Padurenan Hotmie
Outlet and to determine the effect of word of mouth on purchasing decisions at
Padurenan Hotmie Outlet.

LITERATURE REVIEW
The Effect of Brand Image on Purchasing Decisions

According to Kotler and Keller (2016: 258) a brand image is a name, term,
sign, symbol, design, or combination of these things that are used to identify
products or services from one seller or group of sellers and to distinguish them
from competitors. Previous research conducted by Husen et al, (2018),
Apriliani (2019), Effendi et al., (2020), Dekasari & Hendri (2020), Miati (2020), and
Yoeliastuti et al., (2021), stated that brand image has a positive effect on
purchasing decisions. Based on this description, the hypothesis can be explained
as follows:
H1: it is suspected that brand image has a positive effect on product purchasing
decisions at Hotmie Padurenan.
The Effect of Promotion on Purchasing Decisions

According to Kotler & Armstrong (2018: 29) sales promotion is the shortest
short-term promotional mix tool. Sales promotions provide short-term incentives
to encourage purchase or sale of products or services. Previous research
conducted by Paputungan et al., (2018), Sukmawati & Ekasari (2020), Junaidi &
Meirisa (2021), Ningsi & Ekowati (2021) and Shabrina & Dwijayanti (2021),
concluded that the Promotion variable has a positive effect on purchasing
decisions. Based on this description, the hypothesis can be explained as follows:
H2: it is suspected that promotion has a positive effect on product purchasing
decisions at Hotmie Padurenan.
The Effect of Word of Mouth on Purchasing Decisions

According to Kotler and Keller (2012: 478) word of mouth is oral, written,
and electronic communication between people related to the advantages or
experiences of buying or using products or services. Previous research conducted
by Husen et al., (2018), Paputungan et al., (2018). Apriliani (2019), Dekasari &
Hendri (2020), Soraya & Novi Marlena (2020), Awaliyah & Wibowo (2021), and
Junaidi & Meirisa (2021), concluded that the word of mouth variable has a postive
effect on purchasing decisions. Based on this description, the hypothesis can be
explained as follows:
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H3: it is suspected that Word of mouth has a positive effect on product
purchasing decisions at Hotmie Padurenan.
|

Brand Image (2X1)

Indicator:
1. Strength of brand
association
2. Favorability of brand
association
3. Uniqueness of brand
association

Kotler & Keller(2016:347)

H1 Purchase Decisions (Y)
Promotion (X2) Mndicator:
1. Recognize Needs
Indicator: 2. Information Search

1. Adwvertising 3. Purchase consideration
2. Sales promotion HZ2 4. Purchase decision
3. Personal sales »- 5. Evaluation After Purchase
4. Public relations .
5. Direct sales Tjiptono (2015:54)

Kotler & Amstrong(2019:117)

H3

Word of Mouth (X3)

Indicator :

1. Talking about

2. Recommendations
3. Encouragement

Babin (2014:133)

Figure 1. Conceptual Framework

METHODOLOGY

The method used in this research is descriptive quantitative which can be
interpreted as a research method based on the philosophy of positivism
(Sugiyono, 2013: 14). The research was conducted at Hotmie Padurenan which is
located at Jalan Bengkong Raya No.77, RT.001 /RW.003, Padurenan, Mustikajaya
District, Bekasi City, West Java. This research took place for three months from
October 19, 2022 to January 18, 2023. The population in this study are consumers
who make purchases at the Padurenan Hotmie Outlet with the criteria that
consumers who have made at least one purchase at the Padurenan Hotmie
Outlet, with a sample size of 100 respondents. To determine the sample for this
study using nonprobability sampling techniques and using purposive sampling
methods (Sugiyono, 2018: 131).

The data collection method consists of observation, interviews,
questionnaires and literature studies. The data processing process obtained in
this study is a classic assumption test consisting of normality, multicollinearity
and heteroscedasticity tests. Hypothesis testing which consists of T test, F test
and R2 test. The statistical analysis used is Multiple Linear Regression which is
processed with the SPSS program. The independent variables consist of brand
image (X1), promotion (X2), and word of mouth (X3) while the purchase decision
(Y) is the dependent variable. The formula for calculating multiple regression is
as follows:

Y =a+ blX1 + b2X2 + b3X3 + e.
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RESEARCH RESULTS

Normality testing is used to see whether the residual value is normally
distributed or not. The normality test in this study is by looking at the value in
the Kolmogorov-Smirnov column and is said to be normal if the asymp.sig
value> 0.05. The following are the results of the normality test conducted using
the IBM SPSS version 24 program:

Table 1. Normality Test Results

One-Sample Kolmogorov-Smirnov Test
Unstandardized
Residual

M 100

Mormal Parameterss-b Mean 0000000
Std. Dewviation 3, 71807285

Most Extreme Differences Absolute 086
Positive 066
Megative - 086

Test Statistic 086

Asymp. Sig. (2-tailed) 068

a. Test distribution is Normal.

b. Calculated from data.

C. Lilliefors Significance Correction.

Source: Data processing results, 2023

The normality test results obtained output that the asymp.sig value. (2-
tailed) of 0.068 with a significance value > 0.05. So according to the basis for
making the kolmogorov-smirnov normality test decision above, it can be
concluded that the data is normally distributed.

The Multicollinearity test aims to determine whether the regression
model identifies correlations between independent variables. The
multicollinearity test can be found by looking at the tolerance value and its
opposite Variance Inflation Factor (VIF). Decision making if the Tolerance value
> 0.1 and if the VIF value < 10 then the variable does not occur multicollinearity
with other variables. The following are the results of the multicollinearity test
conducted using the IBM SPSS version 24 program./
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Table 2. Multikolinearity Test Results

Coefficients®
Standardiz
ed
Unstandardized Coefficient Collinearity
Coefficients S Statistics
Model B Std. Error | Beta t Sig. |Tolerance | VIF
1 (Constant) 2038 1,963 1,038 302
CitraMerek 119 147 409| 4897) 000 269) 3711
Promosi 356 095 16| 3730) 000 262| 3819
WordofMouth A1 156 239 2816] 006 260 3849
a. Dependent Variable: KeputusanPembelian

Source: Data Processing Results, 2023

The multicollinearity test results show that the Tolerance and Variance
Inflation Factor (VIF) values are as follows:

1. Brand image variable (X1) VIF value is less than 10 (3,711 < 10), with
Tolerance more than 0.1 (0.269 > 0.1). With these results, it can be
interpreted that the brand image variable does not occur
multicollinearity.

2. Promotion variable (X2) VIF value is less than 10 (3.819 < 10), with
Tolerance more than 0.1 (0.262 > 0.1). With these results, it can be
interpreted that the promotion variable does not occur multicollinearity.

3. The word of mouth variable (X3) VIF value is less than 10 (3,849 < 10),
with a Tolerance of more than 0.1 (0.260 > 0.1). With these results, it can
be interpreted that the word of mouth variable does not occur
multicollinearity.

The heteroscedasticity test is used to assess whether there is an inequality
of variance of the residuals in the regression model. The technique used in the
heteroscedasticity test is the Spearman rank test. If the significant value or Sig.
(2-tailed) is greater than the value of 0.05, it can be said that there is no
heteroscedasticity problem. The following are the results of the
heteroscedasticity test conducted using the IBM SPSS version 24 program
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Tabel 3 Heteroskedastisity Test Results

Correlations

CitraMerek | Promosi | WorfofMouth | Abs RES
Spear | CitraMerek Correlation Coefficient 1.000 J87" J63™ -,096
man's Sig. (2-tailed) - 000 000 340
rho N 100 100 100 100
Promosi Correlation Coefficient 787" 1,000 799" -171
Sig. (2-tailed) 000 . 000 088
N 100 100 100 100
WordofMouth | Correlation Coefficient 763" 799" 1,000 -073
Sig. (2-tailed) 000 ,000 . 473
N 100 100 100 100
Abs_RES Correlation Coefficient -.096 - 171 -073 1,000

Sig. (2-tailed) 340 088 473
N 100 100 100 100

**_Correlation is significant at the 0.01 level (2-tailed).

Source: Data Processing Results, 2023

The results of the heteroscedasticity test using the rank spearman test
approach can be seen Sig value. (2-tailed) brand image variable is 0.340 0.05, the
promotion variable has results with a Sig value. (2-tailed) which is 0.088> 0.05
and the word of mouth variable has results with a Sig value. (2-tailed) which is
0.473> 0.05. Of the three independent variables studied, the Sig. (2-tailed) is
greater than 0.05. So it can be concluded that there is no heteroscedasticity
problem.

The regression equation in this study is to determine how much influence
the independent variables, namely Brand Image (X1). Promotion (X2), and
Word of Mouth (X3) have on the dependent, namely Purchasing Decisions (Y).
The following are the results of multiple linear regression tests conducted using
the IBM SPSS version 24 program:

Table 4. Multiple Linear Regression Test Results

Coefficients?
Standardized
Unstandardized Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) 2.038 1.963 1.038 302
CitraMerek 719 147 409 4.897 .000
Promosi 356 085 316 3730 000
WordofiMouth A41 156 239 2.816 .006
a. Dependent Variable: KeputusanPembelian

Source: Data Processing Results, 2023

The results of data processing from multiple linear regression analysis tests
obtained multiple linear regression equations as follows:
Y=2.038+0.719 (X1) + 0.356 (X2) + 0.441 (X3) + e
Based on the equation above, it can be seen that:
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1. The regression coefficient value of the brand image variable (13:) is positive

at 0.719. This means that if there is an increase in the brand image variable
(Xi1) by 1 unit, the purchasing decision will increase by 0.719 units.

. The regression coefficient value of the promotion variable (32) is positive

at 0.356. This means that if there is an increase in the promotion variable
(X2) by 1 unit, the purchasing decision will increase by 0.356 units.

. The regression coefficient value of the word of mouth variable (133) is

positive at 0.441. This means that if there is an increase in the word of
mouth variable (X3) by 1 unit, the purchasing decision will increase by
0.441 units.

The t-test was conducted to partially test the independent variables,

namely Brand Image X1), Promotion (X2), and Word of Mouth (X3) on the
dependent variable (Y) in the form of Purchasing Decisions at Padurenan Hotmie
Outlet. The test results are:

Error rate (a) 5% Degrees of freedom (df) (n-k)

Description:

n = Number of samples, n = 100

k = Number of variables used, k-4

Degree of freedom (df) (n-k) 100-4-96

The t-test table used is 0.05 (96) = 1.660

Table 5. T Test Results (Partial)

Standardize
Unstandardized d
Coefficients Coefficients Collinearity Statistics

Model B Std. Error Beta t 3ig. Tolerance VIF
1 (Constant) 2,038 1,963 1,038 202

CitraMerek 719 47 A09 4,897 ,000 269 3,711

Promosi 356 095 316 3,730 | 000 262 3,819

Wordoftouth | 441 156 ,239 2816 | 006 260 3.849
a. Dependent Variable: KeputusanPembelian

Source: Data Processing Results, 2023

Based on the partial test results, it is known that the t-test results were

carried out using the IBM SPSS version 24 program. Then the proposed
hypothesis is discussed as follows:

1.

2.

18

The tcount value of the Brand Image variable is 4.897 and the ttable value
is 1.660, so tcount ttable (4.897 > 1.660) with a significance value (0.000 <
0.05). So HO is rejected and Ha is accepted, which means that Brand Image
partially has a significant effect on Purchasing Decisions.

The tcount value of the Promotion variable is 3.730 and the ttable value is
1.660, so tcount ttable (3.730 > 1.660) with a significance value (0.000
<0.05). So HO is rejected and Ha is accepted, which means that Promotion
partially has a significant effect on Purchasing Decisions.
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3. The tcount value of the Word of Mouth variable is 2.816 and the ttable
value is 1.660, so tcount ttable (2.816 > 1.660) with a significance value
(0.000 < 0.05). So HO is rejected and Ha is accepted, which means that Word
of Mouth partially has a significant effect on Purchasing Decisions.

The F test is used to see together the dependent variable, namely the
purchase decision. To determine the Ftabel value, it is necessary to have a
numerator free degree and a denominator free degree, with the following
formula:
dfl (numerator) =k 1 df2
(denominator) =n - k
Description:

N = Number of research samples

k = Number of independent and dependent variables in this study it is known
that the number of samples (n) is 100 and the total number of variables (k) is 4,
so it is obtained:

dfl =4-1=3

df2 = 100-4 = 96

Then Ftable 0.05 (3:96) = 2.70

Table 6. F Test Results (Simultaneous)

ANOVA?
Sum of

Model Squares df Mean Square F Sig.
1 Regression 6217417 3 2072472 145,375 | 0000

Residual 1368,583 96 14,256

Total 7586,000 99
a. Dependent Variable: KeputusanPembelian
b. Predictors: (Constant), WordofMouth, CitraMerek, Promosi

Source: Data processing results, 2023

The results of the F test (simultaneous) can be seen that the results of the
acquisition of Fcount in the F column are 145.375 with a significance level of
0.000 greater than the Ftable value of 2.70, with an error rate of a 5% or in other
words Fcount Ftable (145.375 > 2.70). Based on the hypothesis testing criteria if
Fcount > Ftabel and the significance level (0.000) <0.05, then HO is rejected and
Ha is accepted. This means that the regression model is significant or the
variables of brand image, promotion and word of mouth can be used to predict
purchasing decisions.

The coefficient of determination (R2) essentially measures how far the
model's ability to explain the variation in the dependent variable and to
measure the percentage of the influence of all independent variables in the
regression model on the dependent variable. The following are the results of the
coefficient of determination test (R2) which was carried out using the IBM SPSS
version 24 program
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Tabel 7. Coefficient of Determination Test Results (R2)

Model Summary®

Std. Error Change Statistics
R Adjusted | ofthe R Square Sig. F | Durbin-
Model| R | Square | R Square | Estimate | Change |F Change| dfl |df2| Change | Watson
1 9052 | 820 814 3,776 ,820 1453751 3 96| ,000 1,741

a. Predictors: (Constant), WordofMouth, CitraMerek, Promosi

b. Dependent Variable: KeputusanPembelian
Source: Data Processing Results, 2023

It can be seen that the output results of the summary model, the
correlation value (R Square) which is simultaneously (together) between the
variables of brand image (X1), promotion (X2), and word of mouth (X3) on
purchasing decisions (Y) is 0.820. Furthermore,It can be seen that the output
results of the summary model, the correlation value (R Square) which is
simultaneously (together) between the variables of brand image (X1), promotion
(X2), and word of mouth (X3) on purchasing decisions (Y) is 0.820. Furthermore
to calculate the contributions made by the variables of brand image (X1),
promotion (X2), and word of mouth (X3) to purchasing decisions (Y), we will use
the following formula:

Kd= R2x 100%

Kd = 0.820 x 100%.

=82%

From the results of these calculations, it shows that brand image,
promotion, and word of mouth together (simultaneously) influence purchasing
decisions by 82%. While the remaining 18% is influenced by other factors outside
this study.
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DISCUSSION
1. The Effect of Brand Image on Purchasing Decisions

Based on the results of hypothesis testing, it is known that brand image has
a positive and significant effect on purchasing decisions. Brand image influences
purchasing decisions as evidenced by the tcount 31 test result of 4.897 with a
significant value of 0.000. So Ho is rejected Ha is accepted, which means that
brand image partially has a positive and significant effect on purchasing
decisions. This shows that the more famous the hotmie brand is, the more people
will choose to buy it. The results of this study are in line with previous research.
conducted by Yoeliastuti et al., (2021) "The Effect of Brand Image, Price and
Promotion on Purchasing Decisions through the Shopee Online Sales
Application" and Miati (2020) "The Effect of Brand Image on Purchasing
Decisions for Deenay Veils" concluded that brand image has a positive and
significant effect on purchasing decisions. Because the brand is a form of
consumer trust in a product (goods or services), the brand image will exist in
consumers' memories based on their experience in using it and can influence
other consumers or their environment to use products with that brand image.
Meanwhile, research conducted by Sondakh et al., (2022), states that brand image
has no effect on purchasing decisions.
2. The Effect of Promotion on Purchasing Decisions

Based on the results of hypothesis testing, it is known that promotion has a
positive and significant effect on purchasing decisions. Promotion affects
purchasing decisions as evidenced by the results of the titung 31 test of 3,730
with a significant value of 0.000. So Ho is rejected Ha is accepted, which means
that Promotion partially has a positive and significant effect on purchasing
decisions. This shows that if hotmie products are promoted more often through
social media, more people will make purchasing decisions. The results of this
study are in line with previous research conducted by Junaidi & Meirisa (2021)
"The Effect of Price Promotion, Word of Mouth, and Layout on Purchasing
Decisions at Diamond Supermarket Palembang City" which concluded that
promotion has a positive and significant effect on purchasing decisions. Because
promotion is one of the marketing mixes that plays an important role to do in
order to open up new market shares and expand the marketing network.
Research conducted by Ningsi & Ekowati (2021) "The Effect of Promotion on
Social Media and Word of Mouth on Ms Glow Skincare Purchasing Decisions in
the Karawang Region" which concluded that promotion has a positive and
significant effect on purchasing decisions. Meanwhile, research conducted by
Rahmat (2018) states that promotion has no effect on purchasing decisions.
3. The Effect of Word of Mouth on Purchasing Decisions

Based on the results of hypothesis testing, it is known that Word of Mouth
has a positive and significant effect on purchasing decisions. Word of Mouth
influences purchasing decisions as evidenced by the tcount 31 test result of 2.816
with a significant value of 0.006. So Ho is rejected Ha is accepted, which means
that Word of Mouth partially has a positive and significant effect on purchasing
decisions. This means that the higher the word of mouth communication about
hotmie products, the higher the purchasing decision will be.
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The results of this study are in line with previous research conducted by
Soraya and Marlena (2020) "The Effect of Word of Mouth and Product Quality on
Purchasing Decisions at Bebek Sinjay Bangkalan Restaurant", concluding that
Word of Mouth has a positive and significant effect on purchasing decisions.
Because Word of Mouth has a big impact on products and companies because of
the interaction of a person with other people directly or via social media. This can
help companies to correct deficiencies and maintain their strengths and increase
quality so that they can be trusted by their consumers. Research conducted by
Dekasari & Hendri (2020) "The Effect of Brand Image and Word Of Mouth on
Purchasing Decisions for Dancow Milk Products in Bandar Lampung",
concluded that Word of Mouth has an effect on purchasing decisions.
Meanwhile, research conducted by Ningsi & Ekowati (2021) states that word of
mouth has no effect on purchasing decisions.

4. The Influence of Brand Image, Promotion and Word of Mouth on Purchasing
Decisions

Based on the research results that have been described, it can be said that of
the three variables studied, namely brand image, promotion and word of mouth,
have an influence on purchasing decisions. Based on the test results with the SPSS
version 24 program, the results of the F (Anova) test obtained an Fcount of
145.375 greater than Ftable (a = 0.05; df1 = 3; df296) (145.375> 2.70). This means
that these results prove that the variables of brand image, promotion and word
of mouth can be used to predict purchasing decisions, and jointly influence
purchasing decisions by 145.375 units at the Padurenan hotmie outlet. Judging
from the results of the R test research? obtained an R value of 0.820 or 82%,
meaning that the ups and downs of the dependent variable, namely purchasing
decisions, are influenced by the independent variables, namely brand image,
promotion and word of mouth by 82% while the remaining 18% is influenced by
other factors outside the variables of this study. Based on the results of multiple
linear regression equations, the equation is Y = 2.038 +0.719 (X1) +0.356 (X2) +
0.441 (X3) + e, for the significance test (t test) with a = 5%, the variables of brand
image, promotion and word of mouth show significant results (HO is rejected
and Ha is accepted).
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CONCLUSIONS AND RECOMMENDATIONS

Based on the results of research and discussion of the influence of Brand
Image, Promotion and Word Of Mouth on Purchasing Decisions at Padurenan
Hotmie Outlet. As described in the previous chapter, the following conclusions
are obtained:

1. Brand Image variable has a positive and significant effect on Purchasing
Decisions at Padurenan Hotmie Outlet. This is evidenced by the
regression coefficient 31 of 0.719 and tcount of 4.897 with a significance
level of 0.000.

2. Promotion variables have a positive and significant effect on Purchasing
Decisions at Padurenan Hotmie Outler. This is evidenced by the
regression coefficient 32 of 0.356 and tcount of 3.730 with a significance
level of 0.000.

3. Word of Mouth variables have a positive and significant effect on
Purchasing Decisions at Padurenan Hotmie Outlet. This is evidenced by
the regression coefficient 33 of 0.441 and tcount of 2.816 with a
significance level of 0.006.

4. Brand Image, Promotion and Word of Mouth variables together have a
positive and significant effect on Purchasing Decisions. This is evidenced
because the Fcount value is 145.375 with a significance level of 0.000.
From the results of the study, the value of R?is 82%, while the remaining
18% is influenced by other factors outside this study.

Based on the analysis and discussion carried out, the researchers provide
the following suggestions:

1. It is recommended for hotmie outlets to highlight competitive
advantages due to competition problems, clarify their core competence,
distinctive flavors or advantages so that purchasing choices at
Padurenan Hotmie Outlet remain of high value.

2. For brand image variables in order to improve brand association
indicators (strength of brand association) which get low scores according
to respondents' perceptions. This shows that according to consumer
perceptions the brand on Hotmie is still not well known. Therefore, it is
recommended that the Padurenan Hotmie Outlet further improve the
positioning strategy and create awareness in the minds of customers.

3. For promotional variables in order to improve advertising indicators.
This means that the language in the promotions offered by Padurenan
Hotmie Outlet still does not fully entice consumers to get to know hotmie
products more deeply. Therefore, it is recommended to the Padurenan
Hotmie Outlet to further strengthen the promotion mix, such as making
social media pages more attractive and recruiting content creators if
necessary, so that consumers can be interested and want to get to know
hotmie products even deeper.

4. For the word of mouth variable, it is necessary to increase the indicator
of talking about which gets a low score according to respondents'
perceptions. This means that there are consumers who are not satisfied
after consuming hotmie at the Padurenan outlet, so there are not many
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who talk about satisfaction after consuming the product. Therefore, it is
recommended to the Padurenan Hotmie Outlet to improve product
quality and service and create a unique impression for consumers so that
they are remembered and effective in increasing consumer interest in
making purchasing decisions.

ADVANCED RESEARCH

From the results of R square, it shows that brand image, promotion and
word of mouth together (simultaneously) influence purchasing decisions by
82%, while the remaining 18% is influenced by other factors outside this study.
In this case, further research is recommended to examine and examine other
factors outside of this study such as service quality variables, product quality,
location, price, taste, store atmosphere and others.
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