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ABSTRACT

The purpose of this study is to understanding
the effect of implementing personal selling,
word of mouth and perceived quality on
consumer purchase interest. Customers in the
target market for this study's sample are those
who need flexible conduit items. The data
analysis used is multiple linear regression
analysis with a sample size of 70 respondents.
The results in this research indicate that the
simultaneous application of personal selling
word of mouth and perceived quality has a
positive and significant effect on consumer
buying interest. Then, partially personal selling
has a positive but not significant effect on
consumer buying interest, while word of mouth
and perceived quality have a positive and
significant effect on consumer buying interest.
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INTRODUCTION

In the 21st century, technology and information have developed very far
compared to the past, when most of society's activities still used human or
manual labor. The use of technology such as robots will make it easier for
companies to carry out production processes that are usually carried out by
humans so that errors can be minimized. This of course makes robot technology
increasingly widely used in industrial business processes both in Indonesia and
globally. In discussing technology, especially robots, of course we cannot
escape from the large number of cables needed or used to operate the robot,
because many companies need special cable protectors to protect their robot
cables so that the use of the robot can last for a long time or last a long time. A
conduit pipe (flexible conduit) is a tube or enclosure made of metal, fiber or
plastic and is used to provide protection and provide a safe path for electrical
cables.

Based on data according to IFR(https://ifr.org/), It is evident that
Indonesia used more robots between 2016 and 2019 than before, from 679 units
in 2016 to 2500 units in 2019. This is because many companies from various
industries are aware of the existence of robots is starting to make company
activities easier. Seeing the large market for robot use, of course the need for
cable protection is also growing. Many companies that provide protective
equipment market their products to companies or customers who need this.
These provider companies must have a strategy in carrying out personal selling
accompanied by the use of word of mouth and consumer perceptions of the
quality of their products to be able to attract consumer interest and buy the
product. However, usually companies often encounter problems decreased
consumer buying interest due to the quality of products or services that do not
meet expectations and the promotions carried out by the company are
ineffective. There are several variables that have a relationship or influence with
buying interest according to research by (Dhameria, 2019); (Dewi and
Kristiyana, 2021); (Amelia, 2018) namely personal selling, word of mouth and
perceived quality variables.

According to (Fitriah, 2018) defines buying interest as creating something
that can be recorded in the consumer's mind and then making it a very strong
desire by means of motivation. If low buying interest continues, it is possible
that product sales will decline and the company will experience a decline in
revenue. This can have an impact on the company's financial health, and can
impact the business's capacity to invest and develop products in the future.
Low purchase interest in a product can indicate that there is a problem with the
product itself, for example the quality is poor or it does not meet market needs.

A seller and a potential buyer can communicate to present a product and
help the buyer comprehend it before the buyer decides to try to purchase it.
This is known as personal selling (Firmansyah, 2020). When carrying out
personal selling, companies are often inaccurate in their delivery. Usually,
companies do not understand how to convey the necessary things to meet
customer needs, so that many potential customers do not make purchases of the
products offered. Based on research conducted by (Zebua and Syahriza, 2022),
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it is clear that personal selling simultaneously has a positive and significant
effect on buying interest.

The purpose of word-of-mouth marketing is to get customers to talk
about, promote, and advocate a good or service by using talkers, themes, tools,
and by participating and recording their experiences offline or online (Haque-
Fawzi et al., 2022). Bad reviews or comments from customers can spread
quickly and damage a brand's image. Additionally, it is difficult to control or
trigger positive recommendations consistently, especially if the product or
service does not meet customer expectations. Research conducted by (Aries,
2018) shows that word of mouth has a significant effect on buying interest.

Customers' perceptions of the quality of a product or service are known as
perceived quality. These perceptions are based on comparisons to competitors'
offers as well as expectations (Kusuma et al.,, 2020). Differences in quality
perceptions between various consumer segments can also be a problem,
requiring different marketing strategies to serve their needs. Ambiguity and
uncertainty in measuring and managing perceived quality is also a problem,
because quality is often subjective and can change from time to time. According
to research results (Widjajanta et al., 2020), it is clear that perceived quality
produces a positive influence on buying interest.

From the explanation given above, researchers still found several
differences between researchers regarding the factors that influence buying
interest. Then the researcher carried out this research because it is still rare for
other researchers to carry out or research this topic, especially on flexible duct
products. Therefore, the purpose of this study is to ascertain whether, partially
or concurrently, the effects of word-of-mouth marketing, personal selling, and
buy interest have on consumer interest in flexible conduit items.

LITERATURE REVIEW
Purchase Interest

Purchase intention is an approach or concept used to explain why and
how someone decides to buy or not buy a product or service. According to
Fitriah (2018), buying interest is defined as creating something that can be
recorded in the consumer's mind and then making it a very strong desire by
means of motivation. According to Suryaningsih et al. (2020) factors that
influence buying interest are: psychological factors, personal factors and social
factors. Meanwhile, the indicators that can be used to measure buying interest
according to Priansa (2021) are: interested in transactions, referential, preferred,
and exploratory activities.

Personal Selling

One type of promotional activity is personal selling., namely a way to
introduce and attract consumer interest in products offered face to face.
According to Firmansyah (2020) personal selling is a promotional tool that is
verbal in nature, both to a person or more potential buyers with the objective to
use people as a marketing tool in order to create a purchasing transaction that
benefits both parties. Kotler and Keller (2016) explain that there are six steps
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that should be carried out or carried out by personal selling, including;:
prospecting and qualifying, preliminary approach, presentation and
demonstration, overcoming objections, closing the sale and maintenance follow-
up. The indicators used in measuring personal selling according to Hermawan
(2012) are: prospecting, communicating and servicing.

Word of Mouth

Word-of-mouth communication is referred to as word of mouth. This
marketing strategy is based on how customers feel about a product after using
it and recommending it to others. According to Bancin (2021) word of mouth is
a form of promotion in providing or spreading information about a product or
product company from one client to another. There are several factors that
influence word of mouth according to Priansa (2017), namely: Involvement,
Knowledge possessed, Desire possessed, reduction of uncertainty and critical
power. The indicators used to measure word of mouth according to Bancin
(2021) are: discussing, recommending and encouraging.

Perceived Quality

Perceived quality refers to how consumers or users of products or services
evaluate the degree of satisfaction with a product or service depending on how
they view and feel it. According to Kusuma et al. (2020) explain that Perceived
quality refers to a customer's assessment of a product or service's quality in
relation to expectations and how it compares to similar offerings from
competitors. According to Kusuma et al. (2020) perceived quality has several
dimensions, namely: performance, features, reliability, suitability, durability,
convenience and aesthetics. According to Kurniawan (2020) there are indicators
that can be used to measure perceived quality, namely: consistency, reliability,
dependability and superiority.

The Effect of Personal Selling, Word of Mouth and Perceived Quality On
Purchasing Interest Simultaneously

Based on research conducted by Dhameria (2019), it is explained that
perceived quality and word of mouth have a positive and significant effect on
buying interest. Research conducted by Amelia (2018) explains that personal
selling and word of mouth have a significant effect on buying interest. This was
then reinforced by research by Dewi and Kristiyana (2021) who also explained
that perceived quality and word of mouth simultaneously had a significant
effect on buying interest. This shows that if the company pays more attention to
consumers or customers, it will influence consumers' or customers' buying
interest. The hypothesis put out in this study is:

H1: Personal selling, Word of mouth and Perceived quality
simultaneously has a favourable and noteworthy impact on consumers' interest
to purchase flexible conduit items.

The Effect Between Personal Selling on Purchase Interest

Based on research conducted by Zebua and Syahriza (2022), it is clear that
personal selling simultaneously has a positive and significant effect on buying
interest. Then, This is reinforced by research conducted by Aprianto and
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Candraningrum (2019) that personal selling had a significant effect on buying
interest. This shows that if the message or information needed by consumers is
truly conveyed by the salesperson well, it will enable consumers to be
interested in buying. The hypothesis put out in this study is:

H2: Personal selling has a favourable and noteworthy impact on
consumers' interest to purchase flexible conduit items.

The Effect Between Word of Mouth on Purchase Interest

Research conducted by Aries (2018) shows that word of mouth has a
significant effect on buying interest. This is reinforced by research conducted by
Firdayulia and Jamiat (2021) showing that electronic word of mouth has an
effect on buying interest. This means that good word of mouth will have an
influence on purchasing interest for consumers and potential company
consumers. The hypothesis put out in this study is:

H3: Word of mouth has a favourable and noteworthy impact on
consumers' interest to purchase flexible conduit items.

The Effect Between Perceived Quality on Purchase Interest

According to the research results of Widjajanta et al. (2020) explained that
perceived quality produces a positive influence on buying interest. This is
reinforced by research conducted by Dhameria (2019) that perceived quality has
a positive and significant effect on buying interest. This means that if the
perception of the quality of the company's products is in accordance with
consumer desires, it will foster a sense of trust and purchase interest in using
products from the same company. The hypothesis put out in this study is:

H4: Perceived Quality has a favourable and noteworthy impact on
consumers' interest to purchase flexible conduit items.

Conceptual Framework

Personal
Selling (X1)

Purchase
Interest (Y)

Word of
Mouth (X2)

Perceived
Quality (X3)

Figure 1. Conceptual Framework
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METHODOLOGY
Population and Sample

Population as reported by Lubis (2021) is defined as all study items with
specific qualities that the researcher determines as a data source, after which the
researcher makes inferences based on the information gathered. The
participants in this study is company’s consumers. Non-probability sampling
was used in this study to determine the sample. Purposive sampling was the
non-probability sampling method that was selected with the following criteria:

1. Business Entity.
2. Manufacturing Companies.

According to Ferdinand (2014), research where the number of respondents
is not known is recommended for the sample size taken to be 5-10 times the
number of research indicators or items. statements used in research. The
quantity of indicators utilised in this research is 14 items, so the number of
samples used is 5 x 14 = 70, therefore this research uses a sample size of 70
company or person respondents.

Types of Data

To obtain the necessary data and information, the type and source of data
used in this research according to Ramadhani and Bina (2021) is primary data,
which is data obtained or collected straight from the origin by researchers or
people who need it and secondary data which is data obtained or collected from
existing sources, such as previous research reports, reference books, or
magazines or people as well as archives both published and not published in
general.

Data Collection Method

Data collection techniques or how to obtain information from various
sources are carried out by means of library studies which are carried out by
reading and studying literature, library sources, previous research reports and
articles related to the problem being researched and questionnaires which are
data collection techniques which are carried out using a way of providing
responders a written or a collection of statements to respond to.

Data Analysis Method

The method of data analysis employed in this study is multiple linear
regression analysis. according to Priyatno (2023) explains that multiple linear
regression is an analysis to ascertain if there is a significant partial or
simultaneous influence between two or more independent variables on one
dependent variable using the SPSS ver 25 application.
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RESEARCH RESULT
Consumer Characteristic

Table 1. Recapitulation of Consumer Characteristics

No Variable Categories Amount  Percentage
1 Gender Male 46 66%

2 Age 26-35 Years 25 36%

3 Education S1 52 74%

4 Work Place BUMS 48 69%

Source: Primary data processed, 2023

Based on table 1, it can be known that that the majority of consumers are
male, namely 66% or 46 people, which is because basically this position is given
priority to men. Age group in this research are consumers aged 26-35 years,
namely 36% or 25 people. This shows that the average consumer is in their
productive period. Consumers' last education was a bachelor's degree, namely
74% or 52 people. This shows that the average consumer has knowledge of
information about the products they use based on experience in the world of
education and more consumers work in BUMS (Private-Owned Enterprises),
namely 69% or as many as 48 people. Basically, the place of work is not a
requirement for becoming a consumer, but this can explain that BUMS
consumers are easier to reach than other business entities.

Multiple Correlation Coefficient

Table 2. Coefficient of Determination Test Results

Model Summary
Std. E fth
Model R R Square  Adjusted R Square r'ror orHhe
Estimate
1 .903° 0.815 0.807 2.512

a. Predictors: (Constant), Perceived quality, Personal selling, Word of mouth

Source: Primary data processed, 2023

The relationship between personal selling, word of mouth and perceived
quality on consumer buying interest in flexible conduit products which shows a
correlation figure of 0.903 in table 2, which means it has a very strong and
positive relationship. This shows that the higher the personal selling, word of
mouth and perceived quality, the higher the consumer's buying interest in
flexible conduit products.

Coefficient of Determination
Based on table 2, it can also be seen that the amount of R square is 0.815
or 81.5%, which explains that the contribution of The Effect of personal sales
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variables, word of mouth and perceived quality to consumer buying interest is
81.5%. while the remaining 18.5% of The Effect is explained by other variables
outside the regression equation or which were not examined in this research
such as product, price, brand, place, reference and promotion according to
(Satriadi et al., 2021). A coefficient of determination value above 50% can be
said to be good and the research is correct according to (Sarwono, 2017).

F Test Result
The F test is used to see Effect of the independent variable
simultaneously on the dependent variable. The following are the results of

simultaneous testing;:
Table 3. F Test Result

ANOVA?®
Model Sum of Squares df Mean Square F Sig.
1 Regression 1834.30 3 611.435 96.875 .000b
Residual 416.566 66 6.312
Total 2250.871 69

a. Dependent Variable: Purchase intertest
b. Predictors: (Constant), Perceived quality, Personal selling, Word of mouth

Source: Primary data processed, 2023

Based on the Fcount value in Table 3, it is known that Fcount is 96,875
and the Ftable value for a = 0.05 with degrees of freedom V1 =4-1 =3 and V2 =
70-3-1 = 66 is 2,744. So Fcount is greater than Ftable (96,875 > 2,744) then it can
be concluded that Ho is rejected and Ha is accepted, which means that with a
confidence level of 95%, simultaneously the variables personal selling, word of
mouth and perceived quality has a favourable and noteworthy impact on
consumers' interest to purchase flexible conduit items.

t Test Result

This t test is called a partial test, this test aims to partially test the
significance of Effect of the independent variable on the dependent variable. As
for the criteria for formulating the t test, if tcount is smaller than ttable (tcount <
ttable) at a = 0.05 then Ho is accepted and Ha is rejected, meaning that there is
no significant influence between the independent variable and the dependent
variable. Meanwhile, if tcount is greater than ttable (tcount > ttable) at a = 0.05
then Ha is accepted, meaning there is a significant influence between the
independent variable and the dependent variable.

Table 4. t Test Result

Coefficients®

Unstandardized StandardizedCoefficie
Model Coefficients nts t Sig.
B Std. Error Beta
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(Constant) -2.713 3.043 -0.891  0.376
Personal selling 0.133 0.105 0.098 1.261 0.212

1 Word of mouth 0.496 0.120 0.371 4125  0.000
Perceived 0.588 0.072 0.555 8144  0.000
quality

a. Dependent Variable: Purchase intertest
Source: Primary data processed, 2023

Based on Table 4, it can be seen that the personal selling variable
obtained a tcount value of 1.261 and a ttable value for a = 0.05 with degrees of
freedom 70-3-1 = 66 of 1.668, meaning tcount < ttable (1.261 < 1.668). So, Ho is
accepted by Ha and rejected, meaning that personal selling has a positive but
not significant effect on consumer buying interest. The word of mouth variable
obtained a tcount value of 4.125, meaning tcount > ttable (4.125 > 1.668). so that
Ho is rejected and Ha is accepted, meaning that word of mouth has a positive
and significant effect on consumer buying interest. Then the perceived quality
variable obtained a tcount value of 8.144, meaning tcount > ttable (8.144 >
1.668). so that Ho is rejected and Ha is accepted, meaning that perceived quality
has a positive and significant effect on consumer buying interest.

DISCUSSION
The Effect of Personal Selling, Word of Mouth and Perceived Quality on
Purchasing Interest Simultaneously

Based on the Fcount value in Table 3, it is known that Fcount is 96,875
and the Ftable value for a = 0.05 with degrees of freedom V1 = 4-1 =3 and V2 =
70-3-1 = 66 is 2,744. So Fcount is greater than Ftable (96,875 > 2,744) then it can
be concluded that Ho is rejected and Ha is accepted, which meaning that H1 is
accepted. This result explains that simultaneously the variables personal selling,
word of mouth and perceived quality has a favourable and noteworthy impact
on consumers' interest to purchase flexible conduit items.This is consistent with
studies carried out by Amelia (2018) explaining that personal selling and word
of mouth simultaneously have a positive and significant effect on buying
interest, and also research conducted by Dewi and Kristiyana (2021) which also
explains that perceived quality and word of mouth of mouth simultaneously
has a significant effect on buying interest.

The Effect of Personal Selling on Consumer Purchase Interest

Considering the outcomes of partial testing (t test), it is known that the
personal selling coefficient value of 1.261 is positive and the significance is
0.212, which indicates that personal selling has a favourable but negligible
impact on consumers' interest in purchasing flexible conduit products meaning
that H2 is rejected. These results explain that personal selling does not directly
effects consumer buying interest. This is in accordance with research conducted
by (Hardiyanah et al., 2023) which explains that personal selling does not have
a significant effect on buying interest.
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The Effect of Word of Mouth on Consumer Purchase Interest

Considering the outcomes of partial testing (t test), it is known that the
word of mouth coefficient value of 4.125 is positive and the significance is 0.000,
which indicates that word of mouth has a positive and significant Effect on
consumer buying interest, meaning that H3 is accepted. These results explain
that word of mouth directly Effects consumer buying interest. This is in
accordance with research conducted by (Firdayulia and Jamiat, 2021) showing
that electronic word of mouth Effects buying interest.

The Effect of Perceived Quality on Consumer Purchase Interest

Considering the outcomes of partial testing (t test), it is known that the
perceived quality coefficient value of 8,144 is positive and the significance is
0,000, which indicates that perceived quality has a positive and significant
Effect on consumer buying interest, meaning that H4 is accepted. These results
explain that perceived quality directly Effects consumer buying interest. This is
in accordance with research conducted by (Widjajanta et al., 2020) which
explains that perceived quality produces a positive Effect on buying interest.

CONCLUSION AND RECOMENDATION

Considering the outcomes that has been conducted regarding the
application of personal selling, word of mouth and perceived quality to
consumer buying interest in flexible conduit products, several conclusions have
been drawn as follows:

1. The application of personal selling, word of mouth and perceived quality
simultaneously has a favourable and noteworthy impact on consumers'
desire to purchase flexible conduit items.

2. The implementation of personal selling partially has a favourable but
negligible impact on consumers' interest in purchasing flexible conduit
products. Meanwhile, word of mouth and perceived quality partially has a
favourable and noteworthy impact on consumers' desire to purchase
flexible conduit items.

Based on the research results and conclusions obtained, the author
proposes the following suggestions:

1. For the personal selling variable, companies should focus on quality
prospects, they need to make a personal approach to each prospect. This
will make prospects feel more valued and interested in learning more
about the company's products or services.

2. For the word of mouth variable, companies should be able to improve
product or service quality, increase operational efficiency, improve
marketing strategies and diversify their business.

3. For the perceived quality variable, the company should work with
suppliers to obtain high quality materials and components and provide
usage manuals and video tutorials to help customers use the product
correctly.
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4. For the purchase interest variable, the company should provide a positive
experience to consumers, create a referral program that is easy to use and
communicate the referral program effectively.

ADVANCED RESEARCH

There are several obstacles in conducting this study including limited
information in contacting and visiting constituents in obtaining questionnaire
results. For the further research, other variables can be added that can influence
consumer buying interest, such as product, price, brand, place, references and
promotions.

165



Sebastian, Yuningsih, Palahudin

REFERENCES
Satriadi, W., Hendrayani, E., Siwiyanti, L., & Nursaidah. (2021). Marketing
Management. Blue Ocean.

Sugiyono. (2017). Quantitative, Qualitative, and R&D Research Methods.
Alphabet.

Djaali, H. (2021). Quantitative Research Methodology.

Ferine, K. F., & Yuda. (2022). Determination of Decisions to Purchase Fashion
Products on Online Shop Sites. Strait media partners.

Latif, R. (2019). Word of mouth communication: product sales. Scholar's Friends
Media.

Burhanuddin, D., Diwyarthi, N. D. M. S., Umar, M., Sari, Y. P., Haryanti, I,
Santoso, M. H., & Ardani, W. (2022). Marketing Communications. Global
Technology Executive.

Hermawan, A. (2012). Marketing Communications. Jakarta: Erlangga.

Joesyiana, K. (2018). The Effect of Word of Mouth on Consumer Purchasing
Decisions at Shopee (online shop) in Pekanbaru. Exchange, 4(1), 71-85.

Kotler, P., & Keller, K. L. (2009). Marketing Management, 13th edition volumes
1 and 2. Jakarta. Erlangga Publishers.

Kotler, P., & Armstrong, G. M. (2010). Principles of marketing. Pearson
Education India.

Kotler, P., & Keller, K. L. (2016). Marketing management (15th global ed.).
England: Pearson, 803-829.

Kotler, P., & Keller, K. L. (2012). Marketing Management 14th ed. Global
Edition. Harlow: Pearson Education Limited.

Kusuma, A. H. P., Sudirman, A., Purnomo, A., Aisyah, S, Sahir, S. H,
Rumondang, A., Salmiah, S., Halim, F., Wirapraja, A., & Napitupulu, D.
(2020 ). Brand Management: Essence, Positioning & Strategy. We Write
Foundation.

Kurniawan, G. (2020). Consumer behavior in purchasing organic rice products
via ecommerce. Abisatya Partners.

166



Jurnal Ekonomi dan Bisnis Digital (MINISTAL)
Vol.3, No.1, 2024: 155-172

Ferdinand, A. (2014). Management research methods: Research guidelines for
writing theses and dissertations in management science.

Ferdinand, A. (2014). Management research methods: Research guidelines for
writing theses and dissertations in management science.

Firmansyah, A. (2020). Marketing communications. Pasuruan: Qiara Media, 3.

Firdayulia, A., & Jamiat, N. (2021). The Influence of Electronic Word of Mouth
on Purchase Interest in Tuku Coffee Shops. EProceedings of Management,
8(2).

Ginting, A. S. (2014). Not Just A Smile. Elex Media Komputindo.

Fitriah, M. (2018). Marketing communication through visual design.
Deepublish.

Hartanto, B., & Indriyani, L. (2022). Interested in Buying on the Shopee
Marketplace. PT Innovation Pratama Internasional.

Hair, ]J. F.,, Black, W. C., Babin, B. J., & Anderson, R. E. (2014). Logistic
regression: Regression with a binary dependent variable. Multivariable
Data Analysis. 7th Ed. Pearson Education Ltd, Essex, 318-340.

Putri, B. R. T. (2017). Marketing Management. Undayana University.
https:/ / perpustakaan.gunungsitolikota.go.id/ opac/ detail-opac?id=3213

Sudarsono, H. (2020). Buju Ajar: Marketing Management. Eternal Library.

Patma, T. S., Maskan, M., & Mulyadi, K. (2019). Introduction to Management (R.
P. Ramadani (ed.); 1st ed.). POLINEMA PRESS.
https:/ /opac.perpusnas.go.id /DetailOpac.aspx?id=1236355#

Marentek, M., Supit, V., & Mandey, N. (2020). Marketing Communications.
POLIMDO PRESS. http:/ /repository.polimdo.ac.id/id /eprint/ 2142

Satrio, R., Suwarsi, S., & Suyanto, R. (2022). Employee Productivity During
WFH from the Perspective of Physical Activity, Diet Patterns, and Work
Stress. Indonesian Science Media.

Farine, & Farida, K. (2022). Determination of decisions to purchase fashion
products on online shop sites. Media strait.

Kotler, P., & Keller, K. L. (2016). Marketing Management. PT. Index.

167


https://perpustakaan.gunungsitolikota.go.id/opac/detail-opac?id=3213
https://opac.perpusnas.go.id/DetailOpac.aspx?id=1236355
http://repository.polimdo.ac.id/id/eprint/2142

Sebastian, Yuningsih, Palahudin

Widjajanta, B., Rahayu, A., & Salsabila, A. (2020). The influence of perceived
quality and brand reputation on repurchase intention among Bata Shoe
reviewers on the Shopee application. Strategic: Journal of Business
Management Education, 20(1).

Muniarty, P., Verawaty, Hasan, S., Patimah, S., Hadmandho, T. C., Butarbutar,
D.]J. A., Pratisi, C., Ismail, Noor, A., Guntarayana, ., Fitriana, Sari, R. K., &
Sihombing , C. M. (2022). MARKETING MANAGEMENT (M. Sari (ed.)).
Global Technology Executive. https:/ / globaleksekutif
Teknologi.co.id/manajemen-pemasaran/

Widianingsih, A., & Astuti, H. ]J. (2021). The Influence of Beauty Vlogger
Endorsement, Country of Origin and Perceived Quality on Interest in
Buying Maybelline Mascara Cosmetic Products (Study of Students at
Several Universities in Purwokerto). Master: Journal of Applied
Management and Business, 1(1), 23-34.

Yunni, R., Azizah, L. N., & Evi Fitrotun Najiah, M. M. (2021). Total Quality
Management. Indonesian Science Media.

Wijaya, K., Sudirjo, F., Fauzan, R., Hitopa, A., Soelasih, Y., Sucandrawati, N. L.
K. A. S, Manan, M. A., Choerudin, A., & Nawawi, [. (2023). Advanced
Marketing Management. Global Technology Executive.

Yulianti, F., Lamsah, P., & Periyadi, P. (2019). Marketing Management.
Deepublish.
https:/ /scholar.google.co.id / citations?view_op=view citation&hl=en&us
er=uM7530g A AAA]&citation_for view=uM7530¢AAAA]:35r97b3x0nAC

Zebua, 1. S. U, & Syahriza, R. (2022). The Influence of Personal Selling on
Prospective Customers' Purchase Interest in Sharia Life Insurance
products. Journal of Management Accounting (JUMSI), 2(2), 155-160.

Taufik. (2022). Quality Control of Bathroom Equipment Products (Sanitary
Accessories) Using the DMAIC Method. Pascal Books.

Tjiptono, F., & Diana, A. (2022). Customer Satisfaction Management and
Strategy. ANDIL

Ahmad, A., & Jaya, 1. (2021). Biostatistics: Statistics in Health Research. Prenada
Media.

Priyatno, D. (2023). Process your own data, Linear Regression Analysis with
SPSS and Panel Data Regression Analysis with Eviews. Andi Publisher.

Priansa, D. J. (2017). Consumer Behavior: ALPHABET. CV. Bandung.

168


https://scholar.google.co.id/citations?view_op=view_citation&hl=en&user=uM753OgAAAAJ&citation_for_view=uM753OgAAAAJ:35r97b3x0nAC
https://scholar.google.co.id/citations?view_op=view_citation&hl=en&user=uM753OgAAAAJ&citation_for_view=uM753OgAAAAJ:35r97b3x0nAC

Jurnal Ekonomi dan Bisnis Digital (MINISTAL)
Vol.3, No.1, 2024: 155-172

Rachbini, W., Rachbini, D. J., Santoso, N., Hadi Prayitno, M. M., & Khumaedi,
E. (2020). Economic & Business Research Methods: Regression-Spss &
Sem-Lisrel Analysis. Indef.

Purwantinah, A. (2021). Class XI SMK/MAK Retail Business Management.
Gramedia Widiasarana Indonesia.

Ramadhani, R, & Bina, N. S. (2021). Educational Research Statistics:
Mathematical Calculation Analysis and SPSS Applications. Prenada
Media.

Rafikasari, E. F., & Fauzy, N. E. N. (2020). The Influence of Price, Packaging,
Product Quality, Brand Image and Word of Mouth on Students' Purchase
Interest in "Le Minerale" Products. Research Dynamics: Social Religious
Research Communication Media, 20(2), 266-284.

Roflin, E., & Liberty, I. A. (2021). Population, Sample, Variables in medical
research. NEM Publishers.

Riyanto, S., & Hatmawan, A. A. (2020). Research methods quantitative research
research in the fields of management, engineering, education and
experimentation. Deepublish.

Lestari, S. A., & Rahmidani, R. (2019). The Influence of Price and Word of
Mouth (WOM) on Interest in Buying Toshiba Brand Laptops Among
Padang State University Students. Ecogen Journal, 2(3), 524-531.

Kusumawati, P., & Rusyani, Y. (2023). RESEARCH METHODOLOGY. Lakeisha
Publishers.

Hasan, I. (2022). Analysis of Research Data with Statistics (Second ed.). Literary
Earth.

Lubis, Z. (2021). Applied statistics for the social and economic sciences. Andi
Publisher.

Nadirah, S. P., Pramana, A. D. R,, & Zari, N. (2022). qualitative, quantitative,
mixed method research methodology (managing research with Mendeley
and Nvivo). CV. Azka Library.

Mus seeni, R. P., & Trifiyanto, K. (2021). The Influence of Health Awareness,
Green Products and Perceived Quality on Purchase Intention. Scientific
Journal of Management, Business and Accounting Students (JIMMBA),
3(1), 78-86.

169



Sebastian, Yuningsih, Palahudin

Priansa, D. J. (2017). Integrated Marketing Communications (First Printing).
Bandung: CV Pustaka Setia.

Sulastri, L. (2014). Management An Introduction to History, Figures, Theory
and Practice. Bandung: La Goods Publishing.

Nugraha, B. (2022). Development of statistical tests: Implementation of multiple
linear regression methods with consideration of classical assumption tests.
Pradina Pustaka.

Sujalu, A. P., Latif, I. N., Bakrie, 1., & Milasari, L. A. (2021). Economic Statistics
1. Zahir Publishing.

Susanti, E. d, Ladjin, N., Qadrini, L., Adoe, V. S., Supratman, M., & Arina, F.
(2021). Statistics Textbook for Universities. Indramayu: Adab. Available at:
https:/ /books. google. co. id/books.

Suryaningsih, I. B., SE, M. M., R Andi Sularso, M. S. M., & Tanti Handriana, S.
E. (2020). Tourism Marketing Management and Measurement Indicators.
Blue Ocean.

Wahyudji, I., Damanik, D., Purba, E., Ruswandi, W., Febrian, W. D., Putra, I. G.
C., & Yuliastuti, I. A. N. (2022). Management Research Methodology.
Global Technology Executive.

Widi, R. K. (2018). Promote Research; Introduction and Guide to Research
Implementation. Deepublish.

Utama, A. Y. P., Putra, I. B. U., & Amerta, I. M. S. (2021). Information System
Openness. SCOPINDO MEDIA LIBRARY.

Wahyuningrum, S. R. (2020). Educational statistics (data and opportunity
concepts). Jakad Media Publishing.

Hendrayani, E., & Siwiyanti, L. (2021). Marketing Management. Blue Ocean.

Ruyatnasih, Y., & Megawati, L. (2018). Introduction to Management Theory,
Functions and Cases. Yogyakarta: Absolute Media.

Setiawan, J., & Cholid, I. (2021). The Influence of Price, Product Quality,
Promotion, and Word of Mouth on Interest in Buying MSME Products in
Palembang City. Management Student Research Publications, 3(1), 50-59.

Schiffman, L. G., Kanuk, L. L., & Kumar, S. R. (2008). Consumer. Marketing.

170



Jurnal Ekonomi dan Bisnis Digital (MINISTAL)
Vol.3, No.1, 2024: 155-172

Sudaryana, B., & Agusiady, R. (2022). Quantitative Research Methodology.
Deepublish.

Soelistyo, A. (2023). MACROECONOMETRIC MODEL: Poverty, Inequality,
Income Distribution and Macroprudential Policy in Indonesia. Uwais
Indonesian inspiration.

Suharyat, Y. (n.d.). EDUCATIONAL RESEARCH METHODS. Knowledge
insight.

Dewi, R. R, & Kristiyana, N. (2021). THE INFLUENCE OF PERCEIVED
QUALITY, PERCEIVED PRICE AND ELECTRONIC WORD OF MOUTH
(E-WOM) ON PURCHASE INTENTION (Survey of Secondhand Prabu
Motor Ponorogo Car Consumers). Journal of Business Administration
FISIPOL UNMUL, 9(4), 302-308.

Darma, B. (2021). Research Statistics Using SPSS (Validity Test, Reliability Test,
Simple Linear Regression, Multiple Linear Regression, t Test, F Test, R2).
Guepedia.

Dicky, W., & Permana, G. 1. (2022). THE IMPACT OF SOCIAL MEDIA
MARKETING AND BRAND IMAGE ON PURCHASE INTENTION.
Civilization Library.

Dhameria, V. (2019). ANALYSIS OF THE INFLUENCE OF PERCEPTIONS OF
QUALITY AND WORD OF MOUTH (WOM) ON INTEREST IN BUYING
SAMSUNG SMARTPHONES OF SEMARANG STATE POLYTECHNIC
STUDENTS. CENDEKIA Jaya, 1(1), 52-62.

Duli, N. (2019). Quantitative Research Methodology: Some basic concepts for
writing a thesis & analyzing data with SPSS. Deepublish.

Aksara, P. T. B. (2021). Quantitative research methodology. Literary Earth.

Febriani, N. S., & Dewi, W. W. A. (2018). Theory and Practice: Integrated
Marketing Communications Research. Brawijaya University Press.

Haque-Fawzi, M. G., Iskandar, A. S., Erlangga, H., & Sunarsi, D. (2022).
MARKETING STRATEGY Concept, Theory and Implementation. Pascal
Books.

Amelia, N. D. (2018). THE INFLUENCE OF PERSONAL SELLING, WORD OF
MOUTH, AND INSURANCE PREMIUM PRICES ON INTEREST IN
BUYING PT INSURANCE PRODUCTS. SUN LIFE FINANCIAL KEDIRI
BRANCH. FEB Student Scientific Journal, 6(2).

171



Sebastian, Yuningsih, Palahudin

Alfianika, N. (2018). Indonesian language teaching research methods textbook.
Deepublish.

Aries, M. (2018). The influence of Word of Mouth on Purchase Interest and its
impact on Purchase Decisions. Journal of Business Administration, 6(3),
39.

Bancin, J. B. (2021). Brand Image and Word of Mouth (its role in the decision to
purchase a Nissan Grand Livina car). Jakad media publishing.

Aprianto, N., & Candraningrum, D. A. (2019). The influence of personal selling
on the interest in purchasing Prulink products for the new generation of
Indonesian Prudential Life Assurance customers. Prologia, 3(2), 313-319.

Babin, B. J., Lee, Y., Kim, E., & Griffin, M. (2005). Modeling consumer

satisfaction and word-of-mouth: restaurant patronage in Korea. Journal of
Services Marketing, 19(3), 133-139.

Candrianto, S. T. (2021). Customer Satisfaction An Introduction. Archipelago
Literacy

172



