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Purpose: 
This study examines and analyzes the effects of product quality, price, and promotion on 
consumer purchase decisions for Subak Timbul Rice. 
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Methodology: 
The study involved 100 prospective consumers of Subak Timbul Rice. The sample size was 
determined using the Lemeshow formula, respondents were selected using probability-based 
simple random sampling, and the data were analyzed using descriptive statistics, classical-
assumption tests, multiple linear regression, and t- and F-tests. 
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Findings: 
Product quality, price, and promotion simultaneously have a positive and significant effect on 
consumer purchase decisions. Each variable also has a positive and significant partial effect on 
purchase decisions. 
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Implication: 
Subak Timbul should strengthen supply-chain transparency and product identity, provide more 
flexible package sizes and competitive prices, intensify digital promotion, and develop 
relationship-building programs that encourage repeat purchasing. 

INTRODUCTION 

Other staple foods such as corn, flour-based foods, cassava, and instant foods remain far less dominant 
than rice in daily consumption, indicating Indonesia's strong dependence on rice. Increasing rice consumption 
creates economic opportunities in the rice industry, where numerous producers compete through different brands. 
Rapid economic growth has also improved household living standards and income, which can alter rice-
consumption patterns and influence consumers' selection of rice products. As purchasing power increases, 
consumers may increasingly prefer higher-quality rice. 

Market conditions and product availability also play important roles. The local availability of healthy rice, 
ease of access, and effective marketing strategies can increase consumer interest (Yulia et al., 2020). Understanding 
the factors that influence healthy-rice purchasing decisions is therefore important for developing strategies to 
increase consumption (Anggraeni et al., 2022). One rice producer in Bali is Timbul Harmoni, a community-based 
agricultural enterprise grounded in sustainability, welfare, and the local wisdom of Subak Timbul in Tegallalang, 
Gianyar Regency. Timbul Harmoni offers naturally grown rice cultivated using organic, sustainable, 
environmentally friendly methods without synthetic chemicals, as well as non-pesticide rice produced without 
synthetic pesticides, herbicides, or fungicides. 

Research on purchase decisions remains relevant because consumers face an increasing number of products 
and competitive alternatives. Consumers commonly purchase products that meet their needs and expectations. 
Permata (2021) notes that unexpected situational factors can affect purchase decisions, while consumers also 
consider expected income, price, product benefits, quality, affordability, and familiarity when making choices. 

Kotler and Keller (2016) identify product quality, price, and promotion as three major determinants of 
consumer purchase decisions. Product quality helps build trust by providing the satisfaction and added value 
consumers expect. Price determines perceived value and can encourage purchases when it is considered reasonable, 
whereas prices perceived as too high or too low may adversely affect decisions. Promotion functions as marketing 
communication that raises awareness, communicates product advantages, and motivates purchasing. Accordingly, 
quality builds trust, price shapes value, and promotion increases awareness, jointly influencing overall purchasing 
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behavior (Kotler & Keller, 2016, pp. 179-193). These considerations motivate the present analysis of factors 
influencing consumer purchase decisions for Subak Timbul Rice. 

Literature Review 

Purchase Decision 

Kotler and Armstrong (2016) define purchase decisions as consumer behavior through which individuals, 
groups, and organizations select, purchase, and use goods, services, ideas, or experiences to satisfy needs and wants. 
Kotler and Armstrong (2012) further explain that the consumer purchase-decision process includes selecting the 
product brand to be purchased. 

Product Quality 

Kotler and Keller (2016) state that performance quality is a product's ability to perform its functions. 
Product quality can therefore be understood as the extent to which a product fulfills its functions while meeting 
applicable standards. A high-quality product is free from defects and conforms to established standards. 

Price 

Yuniindayani et al. (2022) note that price is the only element of the marketing mix that generates revenue, 
whereas the other elements create costs. Sitompul and Gultom (2025) describe price as a mechanism for 
communicating value to consumers that can influence product image and consumers' decisions to purchase. 

Promotion 

Meto et al. (2024) define promotion as a marketing activity intended to disseminate information, influence 
or persuade, and remind target markets about a company and its products so that consumers are willing to accept, 
purchase, and remain loyal to the products offered. 

METHODS 

The study was conducted at Subak Timbul in Tegallalang, Gianyar Regency, Bali, a subak group that applies 
Bali's traditional irrigation system and emphasizes sustainable and environmentally friendly agriculture. The 
research variables were product quality, price, promotion, and purchase decisions. The population consisted of 
prospective consumers of Subak Timbul Rice. Probability sampling using simple random sampling was applied. 
Because the total population size could not be determined, the Lemeshow formula based on proportions was used, 
producing a minimum sample of 96.04 respondents, rounded to 100. The independent variables were product 
quality (X1), price (X2), and promotion (X3), while purchase decision (Y) was the dependent variable. Both 
qualitative and quantitative data were used from primary and secondary sources. Data were collected through 
observation, documentation, and surveys. The analytical techniques comprised descriptive statistics, classical-
assumption tests, multiple linear regression, and hypothesis testing. 

RESULTS AND DISCUSSION 

Results 

Multiple Linear Regression Analysis 

Table 1. Summary of Multiple Linear Regression Results 

Model Variable B Std. Error Beta t Sig. 
1 Constant 0.243 0.620 - 0.392 0.696 

1 
Product 
Quality 

0.399 0.037 0.502 10.794 0.000 

1 Price 0.471 0.047 0.495 9.963 0.000 
1 Promotion 0.095 0.046 0.100 2.062 0.042 

Source: Processed data (2025). 

The multiple linear regression equation is: 

Y = 0.243 + 0.399X₁ + 0.471X₂ + 0.095X₃ 
The constant of 0.243 indicates the estimated purchase-decision value when product quality, price, and 

promotion are zero. The coefficient of product quality (0.399) indicates a positive relationship, meaning that better 
product quality is associated with stronger consumer purchase decisions. The price coefficient (0.471) also indicates 
a positive relationship, suggesting that more competitive prices are associated with stronger purchase decisions. 
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The promotion coefficient (0.095) indicates that more effective promotion is associated with higher consumer 
purchase decisions. 

F Test 

Table 2. F-Test Results 

Model Source 
Sum of 
Squares 

df 
Mean 

Square 
F Sig. 

1 Regression 1333.043 3 444.348 186.279 0.000 
1 Residual 228.997 96 2.385 - - 
1 Total 1562.040 99 - - - 

Source: Processed data (2025). 

The F-test produced Fcount = 186.279, which is greater than Ftable = 2.70, with a significance value of 
0.000 < 0.05. H0 is therefore rejected, indicating that product quality (X1), price (X2), and promotion (X3) 
simultaneously have a significant effect on consumer purchase decisions (Y) for Subak Timbul Rice. 

Discussion 

This discussion interprets the research findings based on the multiple linear regression analysis and the t- 
and F-tests. 

Effect of Product Quality, Price, and Promotion on Consumer Purchase Decisions 

The simultaneous F-test yielded Fcount = 186.279 > Ftable = 2.70 and a significance value of 0.000 < 0.05. 
Product quality, price, and promotion therefore simultaneously have a significant effect on consumer purchase 
decisions. The R² value of 0.849 indicates that 84.9% of the variation in purchase decisions is explained by these 
three variables, while 15.1% is explained by factors not examined in this study. The finding is consistent with 
Dianamurti and Damayanti (2023), Inria (2024), and Hestiana et al. (2023). 

Effect of Product Quality on Consumer Purchase Decisions 

Product quality has a positive and significant effect on consumer purchase decisions, with tcount = 10.794 > 
ttable = 1.661 and p = 0.000 < 0.05. The regression coefficient of 0.399 indicates that higher product quality is 
associated with stronger purchase decisions. Sucihati et al. (2022) define product quality as the totality of product 
or service features and characteristics that determine its ability to satisfy explicit and implicit needs. Firms therefore 
need to create superior value and reliable product standards. The result is consistent with Dina et al. (2024), Sari 
(2021), and Satria (2023). 

Effect of Price on Consumer Purchase Decisions 

Price has a positive and significant effect on consumer purchase decisions, with tcount = 9.963 > ttable = 
1.661 and p = 0.000 < 0.05. The coefficient of 0.471 indicates that more competitive prices are associated with 
stronger purchase decisions. Business actors must maintain product quality while determining prices that 
consumers perceive as appropriate and trustworthy. Gulo et al. (2022) identify price as a major consideration in 
the sale of goods and services. A price perceived as fair, affordable, and commensurate with the quality received 
can create positive consumer perceptions and increase purchase intention. This result is consistent with Samosir 
et al. (2025), Alaydrus et al. (2020), and Rumengan et al. (2022). 

Effect of Promotion on Consumer Purchase Decisions 

Promotion has a positive and significant effect on consumer purchase decisions, with tcount = 2.062 > 
ttable = 1.661 and p = 0.042 < 0.05. The promotion coefficient of 0.095 indicates that more effective promotion 
is associated with stronger purchase decisions. Promotion communicates accurate information from sellers to 
buyers to change attitudes and behavior, increase awareness, encourage purchasing, and maintain product recall. 
Advertising, discounts, special offers, and digital marketing can communicate product value and advantages more 
effectively. The result is consistent with Sucihati et al. (2022), Maulana (2021), and Astuti and Anggresta (2022). 

CONCLUSION AND RECOMMENDATIONS 

Conclusion 

Product quality, price, and promotion simultaneously have a positive and significant effect on consumer 
purchase decisions for Subak Timbul Rice. Product quality also has a positive and significant partial effect, 
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indicating that better product quality strengthens purchase decisions. Price has a positive and significant effect, 
indicating that competitive prices support stronger purchase decisions. Promotion likewise has a positive and 
significant effect, indicating that more effective promotional activities increase consumer purchase decisions. 

Consumer-engagement strategies should also consider the occupational profile of respondents, most of 
whom are private-sector employees with relatively high mobility and limited time. Marketing should therefore 
emphasize product accessibility. Because most respondents are young, highly educated professionals, value-based 
communication highlighting environmental sustainability and the welfare of local Subak Timbul farmers can help 
build long-term loyalty. 

Recommendations for Subak Timbul Rice 

To strengthen consumer trust in product quality and increase product attractiveness, Subak Timbul should 
improve supply-chain transparency and product identity through clear origin information, official certification, or 
QR-code-based traceability containing farmer, land-location, and production-process information. 

Regarding price, Subak Timbul should reassess the prices offered to consumers and consider developing 
several package sizes so that consumers can choose products according to their needs and purchasing ability. 

Promotion should be strengthened through more effective use of social media and attractive, innovative 
content that introduces Subak Timbul Rice to a wider pool of prospective consumers. 

Overall purchase decisions were considered reasonably good, but the statement “After consuming the 
product, I would consider purchasing Subak Timbul Rice again in the future” scored below the variable average. 
Subak Timbul should therefore strengthen customer relationships, for example through membership programs, 
discounts for repeat customers, and consistently good service. 

Because 54.0% of respondents were 21-30 years old, digital marketing is particularly relevant. Campaigns 
should be optimized through visually attractive and informative social-media content on platforms such as 
Instagram and TikTok. 

Subak Timbul is also encouraged to build strategic partnerships with stores focused on healthy lifestyles, 
such as Bali Buddha, Grand Lucky, or Pepito. Because the product is relatively new to the market, smaller sample-
size packaging could be offered through these outlets so that new consumers can try the product at a more 
affordable price. 

Recommendations for Future Research 

Future studies should incorporate additional variables that may affect consumer purchase decisions, such as 
service quality, consumer beliefs, and lifestyle, and should expand the research setting beyond a single location. A 
broader scope would provide more comprehensive insight and improve the generalizability of the findings. 
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