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Abstract: This study aims to determine the effect of product quality on purchasing decisions, brand image on purchasing decisions, and price on purchasing decisions for cimory yogurt drink products in the Special Region of Yogyakarta. The population in this study were people who had purchased and consumed Cimory yogurt drink products. The sample in this thesis is some people who consume Cimory yogurt drink products with a total of 100 respondents with predetermined criteria. The sampling technique in this study uses probability sampling technique. This technique also uses Cluster (Area) Random Sampling, an area sampling technique used to determine the sample if the object to be studied or the data source is very broad, for example the population of a country, province or district. The data collection technique used is primary data with a questionnaire. Data analysis with multiple linear regression was processed using the SPSS application.
The results of this study indicate that Product Quality (X1) has a significant positive effect on purchasing decisions (Y), Brand Image (X2) has a significant positive effect on purchasing decisions (Y) and Price (X3) has a significant positive effect on purchasing decisions (Y). Product Quality (X1), Brand Image (X2), and Price (X3) have a significant effect on purchasing decisions (Y).
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CHAPTER I INTRODUCTION
As a country with a population of 273.5 million people (Kemendagri, 2022), Indonesia is a profitable business area for industry players, one of which is the food and beverage industry. Human needs in the industrial revolution era for health has become one of the main needs.The lifestyle of today's people tends to want to live a healthy life, one of the factors that people want to live healthy is the Covid-19 virus that attacks our country and even in the world. For this reason, this healthy lifestyle starts with food and beverage products that are consumed to fulfill nutrients such as vegetables, fruits and milk.
Currently, there are many packaged ready-to-eat milk on the market, one of which is fermented milk. In Indonesia, packaged fermented milk is quite popular because it can be enjoyed by anyone, both adults and children. Brands of packaged fermented milk products that have been circulating in Indonesia include Yakult, Cimory, Calpico, and Vitacham. Before deciding to buy a product, consumers who are faced with various alternative choices will evaluate whether the beverage product they want to buy is in accordance with their needs or not. This is certainly influenced by the perception of each consumer towards a product. Perceptions between one person and another can be the same or even different. Manufacturers can shape consumer perceptions in a variety of ways.
In addition to brand image, product quality and price are also important things that companies need to pay attention to in order to encourage consumer purchasing decisions. Fermented milk oryogurtcan be an option because it can meet the nutritional needs needed, yogurt which is fermented from milk, contains vitamins A, B1, B2, B12, D, E, minerals, protein and live bacteria/probiotics namely Lactobacillus Bulgaricus and Streptococcus Thermopilus which help body's digestive system. The yogurt product is Cimory at an affordable price. Cimory has a good brand image and product quality. This has been proven by TBI in the yogurt category. The following table 1 presents data on the rating of yogurt products in Indonesia for 2019-2021 based on the Top Brand Index.
Table 1.1
Top Brand Award 2019-2021 Yogurt Category
	Brand
	TBI 2021
	TBI 2020
	TBI 2019
	

	Cimory
	66.2%
	51.2%
	45.5%
	TOP

	Activia
	6.6%
	5.8%
	6.8%
	

	Dutchmill
	4.3%
	5.0%
	2.5%
	


Source :https://www.topbrand-award.com/top-brand-index/ 


Thus, it can be concluded that Cimory has succeeded in becoming the market leader of yogurt in Indonesia for three consecutive years. Seeing these achievements can show that the company has been able to maintain consumer purchasing decisions for Cimory products. With the title of the highest ranking TOP in the last three years.
In addition to product quality and brand image, one of the ways to increase customer satisfaction is to pay attention to the price factor. Usually, consumers will determine their product choices through relatively low prices but still high quality.
CHAPTER II THEORY BASIS
Product Quality
According to (Kotler & Armstrong, 2016), product quality refers to the ability of a product to have various functions, namely durability, reliability, accuracy and ease of use. Quality is very important for consumer buying interest, if the quality of production is good then consumers will tend to buy the product, and if the quality of the product is not in line with consumer expectations, they will divert their interest to similar products. According to the understanding (Kotler & Armstrong, 2016), product quality is the characteristics of a product or service depending on its ability to meet established or implicit customer needs. In today's competition, companies are required to provide high quality products with good and reliable quality to provide more value.
Brand Image
According to the American Marketing Association in (Kotler & Armstrong, 2016),A brand is a term name, logo, symbol, design, or a combination of both, designed to identify the goods or services of one seller or group of sellers and differentiate them from those of competitors.
According to M. Anang Firmansyah (2019: 60) "Brand image can be defined as a perception that arises in the minds of consumers when remembering a brand of a particular product." The way people think about a brand is abstract in their minds, even when they think about it, they are not directly dealing with the product. Building a positive brand image can be achieved with a strong marketing program for the product, which is unique and has advantages that are highlighted, which sets it apart. with other products.According to Fitria (2012) and Simamora (2014) that brand image has three contributions, namely:
a Product or Service Maker Image, or Company Image;
b User Image; and
c Image of the product or service itself.
Price
Price is the amount of money that is exchanged for a product or service. Furthermore, price is the amount of value that consumers exchange for a number of benefits by having or using an item or service (Kotler and Armstrong, 2012). According to. Meithiana Indriasari (2019) price is the value expressed in rupiah. But in other circumstances the price is defined as the amount paid by the buyer according to william J. Stanton quoted from. In addition, price is the amount of money (then plus some goods) required to obtain some combination of a product and the accompanying service.
Price is a measure for consumers where they have difficulty in assessing the quality of complex products that are offered to meet their needs and desires. - mediocre or not too good then the price is not too expensive. Consumer perceptions of a price can influence decisions in buying a product so that a company must be able to provide a good perception of the products or services they sell.
According to Kotler and Armstrong (2012:24) price has two important roles in the price decision-making process.
1. The role of allocation is a function of price in helping buyers to complete the way that obtains the highest expected benefit or value based on purchasing power.
1. The role of information is a function of price in educating consumers about factors such as quality. This is especially useful in situations where buyers have difficulty assessing product factors or benefits.
Buying decision
The purchase decision is a decision to choose an action from two or more existing alternatives. Several indicators are used to measure the purchasing decision variables according to (Kotler, 2003), namely strong buying interest, repurchase interest, and consistency in product use which is indicated by continuing to buy the product even though there are other similar products. The following is a picture of the stages of the purchase decision.
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Figure 2.1.Stages of Buying Decision







Research Model
	The following is a picture of the research model used in this study
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Figure 2.3Conceptual framework
Based on the conceptual framework above, it can be concluded that:
then the results of the hypothesis can be stated as follows:
0. H1: Product quality has a positive effect on purchasing decisions for Cimory Yogurt Drink products in the Special Region of Yogyakarta.
0. H2: Brand image has a positive effect on purchasing decisions for Cimory Yogurt Drink products in the Special Region of Yogyakarta.
0. H3 : Price has a positive effect on purchasing decisions for Cimory Yogurt Drink products.
0. H4 : Product quality, brand image and price simultaneously have a positive effect on purchasing decisions for Cimory Yogurt Drink products in the Special Region of Yogyakarta.

CHAPTER III RESEARCH METHODS
The population in this study, namely, the author uses allconsumers who buy and have consumed Cimory Yogurt Drink productsin the Special Region of Yogyakarta. The sample used is some consumers who know and have consumed Cimory Yogurt Drink products in the Special Region of Yogyakarta. According to Sugiyono (2018), the appropriate sample size in the study is 30 to 500. Therefore, the population is very large plus the researcher has a time limit, the researcher decides to use a sample of 100 samples. The technique used in this research is primary data. In this study, the data obtained from the questionnaire were then distributed to respondents who knew and had consumed Cimory Yogurt Drink products in the Special Region of Yogyakarta. Sampling techniquein this study, according to (Sugiyono, 2018:81) probability sampling, namely "Probability sampling is a sampling technique that provides equal opportunities for each element (member) of the population to be selected as a sample member."ForIn this research, probability sampling technique is used. This technique also uses Cluster (Area) Random Sampling, an area sampling technique used to determine the sample if the object to be studied or the data source is very broad, for example the population of a country, province or district. Sampling is adjusted by several criteria, namely:
a) Respondents who have a minimum age of 18 years domiciled in the Special Region of Yogyakarta.
b) Respondents who have consumed Cimory yogurt drink products in the Special Region of Yogyakarta.
c) Respondents who bought cimory yogurt drink products in the Special Region of Yogyakarta.







Operational Definition and Measurement of Variables
[bookmark: _GoBack]Table 3.1
Operational definition and measurement of variables
	Variable
	Operational definition
	Indicator

	Product quality
	Product quality is how the product has a value that can satisfy consumers both physically and psychologically which refers to the attributes or properties contained in an item or result (Kotler and Armstrong 2008: 224).
	1. Form,
1. Feature
1. Reliability
1. durability.
1. Ease of repair

	Brand image
	Brand image is the perception and belief held by consumers, as reflected in the associations embedded in consumers' memories (Kotler and Keller 2009:403).
	1. Popularity,
1. Credibility
1. corporate network,
1. Benefits for consumers.
1. Consumer reach
1. User image

	Price
	Price according to Kotler and Armstrong (2013: 151) is the amount of money charged for a product or service, or the amount of value that consumers exchange for the benefits of having or using the product or service.
	1. price affordability,
1. Price match with product quality,
1. price competitiveness,
1. Price match with benefits.

	Buying decision
	The purchase decision is a decision to choose an action from two or more existing alternative choices (Schiffman and Kanuk 2004: 547).
	1. Flavor Choice
1. brand choice
1. Product benefits
1. Bought out of necessity
1. Buy because you get information from other people.


Source: Secondary data, processed (2022)
In this study, the authors use the Instrument Test, namely, Validity Test and Reliability Test. Validity testie the data obtained will then be accumulated through SPSS to determine whether or not a data is valid. The factor analysis technique used is Confimatory Factor Analysis (CFA). Question items that have a valid data loading factor > 0.5. While the reliability test determines the consistency of the measuring instrument if the measurement is repeated. In the reliability test, there is Cronbach's Alpha method used for research and questionnaires, Cronbach's Alpha can be said to be reliable if Alpha > 0.6. The analytical techniques used in this research are, Descriptive Analysis, Multiple Linear Regression Analysis, Partial Test (t Test), Simultaneous Test (F Test) and Coefficient of Determination Test (R2) to test the hypothesis.
CHAPTER IV RESULTS AND DISCUSSION
Partial test (t test)

	Variable
	t- count
	Sig.

	Product quality (X1)
	3.822
	0.000

	Brand Image (X2)
	3,842
	0.000

	Price (X3)
	3.106
	0.002



F test (simultaneous test) 

	Model
	F
	Sig

	Regression
	70,026
	0.000



1. Effect of product quality on purchasing decisions
	From the first hypothesis, it can be concluded that there is a positive influenceProduct quality on (X1) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.000 <0.05 and a regression value of 0.358. So it can be concluded that the product quality variable has a positive and significant effect on purchasing decisions on Cimory Yogurt Drink products. This shows that the higher the quality of the product, the greater the purchase decision as it can be assumed that consumers are satisfied with the goods purchased because they have a good quality level and consumers have a good implementation of the product. These results are in line with research conducted byDebora Angelina Halawa, Luh Komang Candra Dewi (2019) about “The Influence of Brand Image and Product Quality on the Decision to Purchase Liquid Milk in Ready-to-Drink Packages of Ultra Milk Brand in Badung Regency (Study on Ultra Milk Consumers in Badung Regency – Bali).”There is a positive and partially significant effect between product quality on purchasing decisions.
1. The Influence of Brand Image on Purchase Decision
From the second hypothesis, it can be concluded that there is a positive influence of brand image (X2) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.000 <0.05 and a regression value of 0.337. So it can be concluded that the product quality variable has a positive and significant effect on purchasing decisions on Cimory Yogurt Drink products. This shows that brand image is very influential on purchasing decisions. Consumers assume that the products they buy must have a good brand image and in accordance with their wishes. This is indicated by the higher the brand image that is known, the higher the consumer purchases to buy the product. . This is proven bySakti Riana Fatmaningrum, Susanto & Muinah Fadhilah (2020) "The Effect of Product Quality and Brand Image on Purchase Decisions for Frestea Drinks" there is a positive and significant relationship between Brand Image and Purchase Decision.
1. Effect of Price on Purchase Decisions.
From the third hypothesis, it can be concluded that there is a positive and significant effect of price (X3) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.002 <0.05 and a regression value of 0.235. So it can be concluded that the price variable has a positive and significant effect on purchasing decisions on Cimory Yogurt Drink products. This proves that price has a major influence on purchasing decisions, if prices rise and purchase decisions increase, the reason for consumers to buy at relatively high prices is because of the benefits and content in Cimory yogurt drink products, this is evidenced byKhtisari, Shabrina Dea (2019)”The Influence of Price, Product Quality and Brand Image on Purchase Decisions at Richeese Factory at Rungkut Madya Surabaya "there is a significant positive effect between the price variable on the purchasing decision variable.
1. Effect of product quality, brand image and price on purchasing decisions.
From the fourth hypothesis, it can be concluded that there is a positive effect of product quality (X1), brand image (X2), and price (X3) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.000 <0.05. So it can be concluded that the variables of product quality (X1), brand image (X2), and price (X3) have a positive and significant effect on purchasing decisions on Cimory Yogurt Drink products. This means that the better product quality will improve purchasing decisions, the better the reputation of Cimory yogurt drink products in building brand image can improve purchasing decisions. The more affordable the price of the Cimory yogurt drink product will increase the purchasing decision,summary, Shabrina Dea”The Influence of Price, Product Quality and Brand Image on Purchase Decisions Richeese Factory in Rungkut Madya Surabaya "there is an influence that the variables of price, product quality and brand image have a positive and significant impact on purchasing decisions at Richesse Factory fast food restaurants in Rungkut Madya Surabaya.
CHAPTER V CLOSING
Conclusion
Based on the results of research and data analysis regarding the effect of product quality, brand image, price on purchasing decisions for Cimory Yogurt Drink products, resulting in the following conclusions:
1. Product quality (X1) has a positive effect on purchasing decisions (Y) on Cimory Yogurt Drink productsin the Special Region of Yogyakarta.
2. Brand image (X2) has a positive effect on purchasing decisions (X2) on Cimory Yogurt Drink productsin the Special Region of Yogyakarta.
3. Price (X3) has a positive effect on purchasing decisions (Y) on Cimory Yogurt Drink productsin the Special Region of Yogyakarta.
4. Product quality (X1), brand image (X2), price (X3), have a positive effect on purchasing decisions (Y) on Cimory Yogurt Drink productsin the Special Region of Yogyakarta.
Research limitations
5. The limitation experienced by researchers is that the total population of Cimory Yogurt Drink consumers cannot be knownin the Special Region of Yogyakarta. So in this study the number of samples can not represent consumers.
Research Suggestions
1. For companies
It is expected that the company can maintain product quality, brand image and price by looking at the results of data analysis as follows:
1. Product quality on purchasing decisions can be concluded that there is a positive and significant effect of product quality on (X1) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.000 <0.05 and a regression value of 0.358.
1. Brand image on purchasing decisions can be concluded that there is a positive and significant influence on brand image (X2) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.000 <0.05 and a regression value of 0.337
1. Price on purchasing decisions can be concluded that there is a positive and significant effect of price (X3) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.002 <0.05 and a regression value of 0.235.
1. Product quality, brand image and price on purchasing decisions can be concluded that there is a positive and significant effect of product quality (X1), brand image (X2), and price (X3) on purchasing decisions (Y) on Cimory Yogurt Drink products. This can be proven by a significant value of 0.000 <0.05. So it can be concluded that the variables of product quality (X1), brand image (X2), and price (X3) have a positive and significant effect on purchasing decisions on Cimory Yogurt Drink products.
Looking at the results of the data analysis above, it is hoped that the company for the next year can maintain the first rank for TBI (Top Brand Index) in the category of packaged yogurt milk.
2. Further research
For further researchers are expected to continue this research or develop this research by looking for other factors that influence purchasing decisions. Further researchers can also use other methods of collecting data besides using questionnaires, which can be in the form of interviews with consumers of Cimory Yogurt Drink products directly.
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