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ABSTRACT 

Communication media has grown rapidly, marked by internet technology and gadgets. Mobile 

is one of the products that are in demand by the world community in this modern era. This 

study observes the role of product quality, price and promotion to determine the purchase 

decision of Telkomsel's prepaid card brand. The Telkomsel company is a company that often 

makes continuous innovations in terms of products, prices, and promotions as well as the 

network that supports it. In addition, Telkomsel has many customers. Based on the observed 

phenomena, a research was conducted on the role of product quality, price and promotion on 

the decision to buy a Telkomsel prepaid card. This associative study used accidental sampling 

technique and determined 100 respondents. Regression analysis tool. Research findings state 

that product quality is proven to play a role in causing prepaid card purchases. Price has also 

been shown to play a role in purchasing decisions. Promotion is proven to have a significant 

effect on purchasing decisions. 
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INTRODUCTION 

Humans as social beings require interaction in the environment directly or indirectly. 

Currently, interaction has become a practical form because it uses mobile media. This 

product has become a major need for some people. Mobile phone products are increasingly 

religious and their use is increasingly widespread. This product range develops into product 

expansion. 

Business competition in terms of communication has also become very tight. Every company 

tries to come up with an idea to gain market share and get new customers and to maintain 

demand from consumers for the products it produces. Keeping all existing customers is 

generally more profitable than switching customers because the cost of attracting a new 

customer can be five times the cost of retaining an existing customer. (Padma et al., 2018). 

In line with the rapid community needs for mobile communication tools, the supply of 

cellphone cards which are usually referred to as cellular phone operators is also experiencing 

development and also very tight competition (Gunawan et al., 2012). The operators are so 

aggressive in fighting for market share. In Indonesia, there are currently 3 major providers that 

use GSM-based technology, namely PT. Telekomunikasi Indonesia Seluler Tbk. (Telkomsel), 

PT. Indonesia Satellite Corporation Tbk. (Indosat) and PT. Excelcomindo Pratama Tbk (XL 

Axiata). This certainly triggers competition between providers or prepaid cards. 
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Telkomsel prepaid cards have the largest market share in Indonesia because they are based on 

state-owned enterprises. This product is very well known by the people of Indonesia. This 

prepaid card has many customers and is highly considered by its competitors. The existence of a 

customer begins with a purchase decision. Purchasing decisions are things that all producers aim 

for so that the products produced can be accepted by the market (Mardikaningsih & Putra, 2021). 

Telkomsel, with a large number of subscribers, is still trying to increase the number of its 

customers in order to remain competitive in the telecommunications industry. One way to do 

this is to improve product quality to consumers. Product quality is a potential strategic weapon 

to beat competitors. The ability of a quality product to perform a variety of functions including 

durability, reliability and ease of use. Efforts are being made to increase the number of 

customers, Telkomsel does several ways, namely improving product quality, increasing price 

competitiveness and increasing promotions. 

Product quality is the main element in product offerings (Mardikaningsih, 2019). Improving 

product quality with various offers of data packages, SMS packages, and telephone packages 

as well as efforts are also made to increase network coverage to cities in Indonesia, including 

expansion of 4G and 5G network coverage. The ability of the product through its product 

quality to provide fulfillment of needs to users. Product quality is everything that can be offered 

in the market to get attention, demand, use or consumption that can meet the desires or needs 

of consumers (Sinambela & Mardikaningsih, 2022). The quality of the products offered by 

Telkomsel is quite numerous and varied, including providing features and services available 

on the card, ranging from sms, internet, credit transfer, calls, banking and so on. The improved 

product quality is deemed capable of maintaining and even adding Telkomsel's customers. 

The determination of the cost of goods sold is also a critical point in the service marketing mix 

because the price determines the income of a business or business (Putra et al., 2022). 

According to Darmawan (2010), the price of a product can show and influence how loyal 

consumers are, if a product is offered at normal prices and is able to influence consumers to 

make purchases consistently, it can be said that consumers are satisfied with the product. The 

price offered by Telkomsel is also quite competitive among its competitors. Starting from the 

tariffs for sms, telephone, and data quotas, which are currently in great demand among the 

people of Indonesia. 

Another element that is often used in the face of competition in the telecommunications 

business today is promotion. Promotion is one element of the marketing mix that functions in 

informing a product (Mardikaningsih & Sinambela. 2016) and influencing the decision to buy 

a prepaid card. Telkomsel also uses promotions to attract consumers to buy their products. 

Promotion consists of advertising, direct selling and sales promotion that are directly related to 

the public (Khayru et al., 2021; Sutrisno, 2022). 

This study intends to observe the role of product quality, price and promotion to determine 

purchasing decisions for Telkomsel prepaid cards. The Telkomsel company is a company that 

often makes continuous innovations in terms of products, prices, and promotions as well as the 

network that supports it. In addition, Telkomsel has many customers. Based on the observed 

phenomena, a research was conducted on the role of product quality, price and promotion on 

the decision to buy a Telkomsel prepaid card. 
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RESEARCH METHODS 

This associative study uses primary data obtained directly from research subjects, namely from 

Telkomsel card customers. Methods of collecting data with a questionnaire. The population of 

this research is people in one of the districts in Surabaya who have become Telkomsel prepaid 

card customers. The sampling technique used in this study is using the accidental sampling 

method, which is a technique of collecting samples based on chance, that is, anyone who 

coincidentally meets the researcher can be used as a sample, if it is seen that the person met by 

chance is suitable as a data source. This population is scattered and the total population is 

difficult to know with certainty, so the number of samples, using a 95% confidence coefficient, 

is set to 100 respondents. 

The form of the questionnaire is a list of closed questions given to respondents with the aim of 

finding complete information with the questionnaire that has been provided by giving a cross 

(X) or a checklist (V), based on a tiered Likert scale, with a weighted value of 1 to 8, namely 

from strongly disagree to strongly agree. 

The variables involved consist of two forms of variables, namely independent and dependent 

variables. The dependent variable is the purchase decision (Y). A purchase decision is a 

person's behavior to buy or use a Telkomsel product that is believed to satisfy him/herself and 

is willing to bear the risks that may arise. The indicators used in buying decisions are: stability 

in choosing a product, confidence in choosing a product, interest and need for a product 

(Darmawan, 2011). 

The first independent variable is product quality (X.1). This variable is the ability of the prepaid 

card to perform its function, it includes overall durability, reliability, network, ease of operation 

and product repair (Kotler & Keller, 2012). Product quality indicators are durability, reliability, 

network, ease of operation and repair. 

The second independent variable is price (X.2). This is the amount of money paid to get a 

Telkomsel card. According to Kotler and Keller (2012), the indicators that characterize price 

are price affordability, price suitability with product quality, price competitiveness, and price 

suitability with benefits. 

The third independent variable is promotion (X.3). This is a series of activities to communicate, 

provide knowledge and convince people about the Telkomsel card so that consumers are 

interested in using the product, as well as bind thoughts and feelings in a form of loyalty. The 

promotion indicators are promotional media, celebrity endorsers, quality of message delivery, 

gift giving and promotional reach. 

The analysis tool is multiple linear regression by including normality, validity and reliability 

tests. The process is assisted by the SPSS program. 

RESULTS AND DISCUSSION 

The instrument test was carried out using three analyzes, namely validity, reliability and 

normality. The output of SPSS shows that all question items are valid because rcount is greater 

than rtable. 
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The reliability results show the product quality variable (X.1) with Cronbach's alpha value of 

0.745; price variable (X.2) with a value of 0.673; promotion variable (X.3) is 0.859; and the 

purchasing decision variable (Y) is 0.706. From the results of the reliability test, it is known 

that the Cronbach coefficient > 0.6, then the items of the questionnaire are reliable. 

 

Figure 1. Normality Test 

Based on the results of the normality test above, it can be concluded that the regression model 

is in accordance with the assumption of normality because the points that spread around the 

diagonal line or histogram graph show a normal distribution, then the regression model meets 

the assumption of normality. 

 
Figure 2. Heteroscedasticity test 

Based on the results of the heteroscedasticity test above, it can be concluded that the points 

spread randomly above and below the number 0 on the Y axis. So it can be concluded that there 

is no heteroscedasticity in the regression model. 

Autocorrelation test obtained Durbin-Watson value of 1.068 from these results it can be 

concluded that the resulting regression model does not have autocorrelation problems, so the 

autocorrelation assumption is fulfilled. 

Based on the results of the multicollinearity test in table 1, it can be seen that each variable has 

a VIF value below 10 and a tolerance of 0.1 so that it can be concluded that there is no 

multicollinearity. 
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Table 1. Multiple Linear Regression 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

Collinearity 

Statistics 

B Std. Error Beta Tolerance VIF 

1 (Constant) 30.142 2.452  12.294 .000   

X.1 1.187 .360 .227 3.297 .001 .764 1.309 

X.2 2.552 .341 .486 7.474 .000 .857 1.166 

X.3 1.626 .338 .339 4.810 .000 .731 1.369 

Source: SPSS output 

The multiple linear regression equation obtained is Y= 30.142+1.187X.1+2.552X.2+1.626X.3. 

The regression equation can be explained as follows: 

a. The constant is 30,142 if the product quality, price and promotion are equal to 0, then the 

purchase decision is positive, which means that consumers still decide to buy. 

b. The regression coefficient of product quality is 1.187, which means that product quality has 

a positive effect on purchasing decisions, if product quality is improved, purchasing 

decisions will increase with the assumption that prices and promotions are constant. The 

significance value of the influence of product quality on purchasing decisions is 0.001 

<0.05, which means that product quality has a significant effect on purchasing decisions. 

c. The price regression coefficient is 2.552, which means that the price has a positive effect 

on purchasing decisions, if the price is increased, the purchasing decisions will increase 

with the assumption that product quality and promotion are constant. The significance value 

of the effect of price on purchasing decisions is 0.000 > 0.05, which means that the price 

has a significant effect on purchasing decisions. 

d. Promotion regression coefficient is 1.626, which means that promotion has a positive effect 

on purchasing decisions, if the price is increased, purchasing decisions will increase with 

the assumption that product quality and prices are constant. The significance value of the 

promotion effect on purchasing decisions is 0.000 <0.05, which means that promotions have 

a significant effect on purchasing decisions. 

e. The price variable becomes a variable that plays a dominant role among other independent 

variables. 

Table 2. Summary Results for F Test 

Model 

Sum of 

Squares df Mean Square F Sig. 

1 Regression 2374.080 3 791.360 60.080 .000b 

Residual 1264.480 96 13.172   

Total 3638.560 99    

Source: SPSS output 

The value of Fcount is 60,080 with a significance value of 0.000 <0.05, so it can be concluded 

that simultaneously product quality and promotion have a significant effect on Telkomsel 

prepaid card purchasing decisions. 
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Table 3. Coefficient of Determination 

Model R R Square 

Adjusted R 

Square 

Std. Error of the 

Estimate Durbin-Watson 

1 .808a .652 .642 3.629 1.068 

Source: SPSS output 

Based on the results of the determinant coefficient (adjusted R Square) of 0.642, which means 

that the variables of product quality, price and promotion are able to influence buying decisions 

by 64.2%, while the remaining 25.8% is influenced by other variables outside of this study. For 

example brand equity, satisfaction, location and service. 

The study found that product quality has a role in causing purchase decisions. The results of 

this study support previous research conducted by Darmawan (2011) which states that product 

quality has a positive and significant role in decisions. Product quality shown by Telkomsel to 

provide identity or characteristics on prepaid cards so that consumers can recognize these 

products and differentiate them from competitors. Anything that can be offered to the market 

for attention, purchase, use, or consumption that can satisfy a want or need (Masitoh et al., 

2017; Djaelani & Darmawan, 2021). Uniqueness can even be a certain attraction in a product 

(Zanot et al., 1983). The durability of the Telkomsel card chip is good even though it is moved 

to another cellphone card slot, it doesn't break quickly so consumers are interested in buying a 

Telkomsel card and the Telkomsel network is wide and covers rural areas so that consumers 

are interested in buying a Telkomsel card. 

Another finding states that price plays a role in purchasing decisions. The results of this study 

support the findings of Darmawan (2004); Djaelani (2015); Sinambela (2017); Al Hakim & 

Arifin (2017); Sinambela et al., (2020); Jahroni et al. (2021). If price affordability, price 

competitiveness, price conformity with quality are improved, purchasing decisions will 

increase. This shows that the variable price remains the main consideration in purchasing 

decisions (Zhamie & Morales, 2019).  

Promotion has a role in causing the purchase of Telkomsel prepaid cards. This supports the 

findings of Trirahayu et al. (2014); and Ernawati & Darmawan (2017). Promotion is one of the 

most important marketing mix implemented by Telkomsel. Promotional activities not only 

function as a communication tool between Telkomsel and consumers, but also as a tool to 

influence consumers in purchasing or using Telkomsel prepaid cards according to their wishes 

and needs.  

CONCLUSION 

Product quality is proven to play a role in causing prepaid card purchases. Price has also been 

shown to play a role in purchasing decisions. Promotion is proven to have a significant effect 

on purchasing decisions. 

Activities related to marketing communications must continue to be improved through sales 

promotions such as providing additional bonuses for every credit or quota with a certain 

nominal value. Advertising can be involved by increasing the duration and frequency of 

broadcasts on various social media. 
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Product quality is improved by providing excellent service when users experience problems. 

Service outlets are distributed evenly in various coverage areas. In addition, it increases the 

active period of prepaid cards. For example, the addition of the active period in accordance 

with the top-up, the higher the charging, the longer the active period will be. 

The pricing policy was developed by maintaining prepaid card credit rates and maintaining the 

affordability of prepaid card prices and maintaining prices in accordance with the features and 

facilities provided. 
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