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Abstract 

 

Penelitian ini bertujuan untuk menganalisis pengaruh lifestyle, harga, kualitas produk, dan e-

promotion terhadap keputusan pembelian tas Flicka Bags pada konsumen di Kota Madiun. 

Flicka Bags merupakan brand lokal dengan desain modern dan harga kompetitif, namun masih 

menghadapi tantangan dalam membangun kesadaran merek. Penelitian ini menggunakan 

pendekatan kuantitatif melalui survei kuesioner kepada 384 responden. Data dianalisis dengan 

regresi linier berganda menggunakan SPSS versi 25. Hasil penelitian menunjukkan bahwa 

keempat variabel independen berpengaruh positif dan signifikan terhadap keputusan 

pembelian. Hal ini menunjukkan bahwa gaya hidup yang sesuai, harga terjangkau, kualitas 

memadai, serta promosi digital yang menarik dapat mendorong konsumen untuk membeli. 

Flicka Bags disarankan mengoptimalkan faktor-faktor ini untuk meningkatkan daya saing dan 

loyalitas konsumen. 

Kata kunci: Lifestyle, Harga, Kualitas Produk, E-Promotion, Keputusan Pembelian, Flicka 

Bags. 

 

Abstract  

 

This study aims to analyze the influence of lifestyle, price, product quality, and e-promotion on 

purchasing decisions of Flicka Bag bags on consumers in Madiun City. Flicka Bag is one of 

the local brands that offers modern designs and competitive prices, but still faces challenges 

in building brand awareness and attracting consumer buying interest optimally. This study 

uses a quantitative approach with a survey method by distributing questionnaires to 384 

respondents who have purchased Flicka Bag products. Data were analyzed using multiple 

linear regression and processed with the help of the SPSS 25 program. The results showed that 

the variables of lifestyle, price, product quality, and e-promotion have a positive and 

significant effect on purchasing decisions. These findings indicate that an increase in consumer 

lifestyle that is in line with the product, competitive prices, adequate product quality, and 

attractive digital promotions can encourage consumers to make purchases. Therefore, Flicka 

Bag recommends continuing to improve its marketing strategy by optimizing these four factors 

in order to strengthen consumer competitiveness and loyalty in the local market. 

Keywords: Lifestyle, Price, Product Quality, E-Promotion, Purchasing Decisions, Flicka Bag, 

Madiun City Consumers. 
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A. INTRODUCTION 

Bags which originally served only as storage containers, have now undergone a shift in 

meaning to become symbols of identity, lifestyle, and personal expression for their users. This 

makes bags not only valued in terms of function, but also in terms of aesthetics, quality, and 

brand image attached to the product. In addition, this also presents a great opportunity for local 

brands to develop and compete amidst the dominance of global brands. According to Intan 

Wahyu Nurjannah (2024), one local brand that is experiencing growth but is not yet widely 

known is Flicka Bags. Flicka Bags is a local bag brand under the auspices of CV Flicka Fashion 

Indonesia, which is located in Sidoarjo, East Java.  

Based on the phenomenon, researchers chose the local bag product, the Filcka Bag 

brand, because when conducting a pre-survey on Gen Z in Madiun The Flicka Bags brand is 

becoming known to some respondents in Madiun City. However, despite its active social media 

presence, its promotions are deemed insufficient to attract maximum attention. The content 

presented is considered uninteresting and fails to generate purchasing interest. However, Flicka 

is easily found digitally and maintains a consistent visual identity. This indicates a gap between 

online presence and promotional effectiveness. Therefore, a more engaging , interactive, and 

consumer-focused promotional strategy is needed to increase consumer appeal and purchase 

decisions.  

According to Kotler & Armstrong (2016), Purchasing Decision is consumer behavior 

about how individuals, groups, and organizations choose, buy, use goods, services, ideas or 

experiences to fulfill their needs and desires. This process includes a series of stages, starting 

from need recognition, information search, alternative evaluation, purchasing decision, to post-

purchase behavior. In Flicka Bags bag products that have been present for quite a long time in 

the local bag industry, this brand still faces challenges in strengthening its position in the 

market, especially in Madiun City. To remain relevant and able to compete with other local 

brands, Flicka Bags needs to offer a combination of strategies that include competitive prices, 

product quality that can meet consumer expectations, as well as effective and attractive digital 

promotions. One strategy that has been implemented is e-promotion , such as live streaming 

and endorsements through social media. 
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Based on research that reveals limitations in the research conducted and elements that 

influence purchasing decisions are lifestyle, price, product quality and e-promotion on 

purchasing decisions. Strengthened by research conducted by , Nova Octaviana et al., (2024)in 

a study of iPhone purchasing decisions among Gen Z, price has a negative and insignificant 

effect on purchasing decisions. Meanwhile, research conducted Taslim & Rahman (2023)on 

purchasing decisions at CV. Hydro Perkasa focused on the influence of product quality, price, 

and promotion. The results showed that the promotion variable had no significant effect on 

consumer purchasing decisions. Therefore, this study was conducted to identify and analyze 

the factors that influence the purchasing decisions of Flicka Bags among consumers in Madiun 

City. 

THEORITICAL REVIEW 

Lifestyle 

According to, (Oktavia Ramadhani & Khoirunisa Khoirunisa, 2025) lifestyle changes in the 

younger generation have an impact on their consumption patterns, where purchasing decisions 

are not only based on functional needs, but also on the desire to express themselves and gain 

social recognition. 

Price 

According lto lKotler l& lArmstrong l(2018), lprice lis lone lpart lof lthe lmarketing lmix lthat lgenerates  

lrevenue; lconversely, lanother lpart lgenerates lcosts. lPrice lalso lconveys lthe lexpected lvalue lposition lof 

la lcompany's lbrand lor lproduct. 

Product lQuality 

According lto l(Syaifuddin, l2024), lproduct lquality lis lthe lcapacity lof la lproduct lto lfulfill lits lintended 

lpurpose, lincluding lstrength, lcomfort, ldurability, land lproduct linnovation. 

Price 

According lto lAlif lQadafi let lal l., l(2023), lE-promotion lis lan lactivity lthat lcommunicates la lproduct's  

lbenefits land lpersuades ltarget lconsumers lto lpurchase lit lthrough lthe linternet, lthereby lgenerating 

lpurchasing lintentions, las lseen lthrough lonline lword lof lmouth land lsocial lmedia. lIn lother lwords, le-

promotion lis la lform lof ldigital lpromotion lthat leffectively land lefficiently lincreases lproduct lvisibility 

land lsales. 

Conceptual lFramework 
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HI: lIt lis lsuspected lthat lLifestyle lhas la lpositive linfluence lon lthe lpurchasing ldecisions lof lFlicka lBags  

lamong lconsumers lin lMadiun lCity. 

H2: lIt lis lsuspected lthat lprice lhas la lsignificant linfluence lon lthe lpurchasing ldecision lof lFlicka lBags  

lamong lconsumers lin lMadiun lCity. 

H3: lIt lis lsuspected lthat lproduct lquality lhas la lsignificant linfluence lon lthe lpurchasing ldecision lof 

lFlicka lBags lamong lconsumers lin lMadiun lCity. 

H4: lIt lis lsuspected lthat lE-Promotion lhas la lsignificant linfluence lon lthe lpurchasing ldecision lof lFlicka 

lBags lamong lconsumers lin lMadiun lCity. 

 

B. METHOD 

This
 l

research
 l

was
 l

conducted
 l

using
 l

a
 l

quantitative
 l

approach
 l

intended
 l

to
 l

test
 l

and
 l

prove
 l

the
 

l

influence
 l

of
 l

lifestyle
 l

,
 l

price,
 l

product
 l

quality
 l

and
 l

e-promotion
 l

on
 l

purchasing
 l

decisions.
 l

The
 

l

population
 l

of
 l

this
 l

study
 l

was
 l

all
 l

consumers
 l

who
 l

have
 l

purchased
 l

Flicka
 l

Bags
 l

brand
 l

bags.
 l

The
 

l

number
 l

of
 l

samples
 l

required
 l

in
 l

this
 l

study
 l

was
 l

384
 l

respondents
 l

obtained
 l

by
 l

using
 l

the
 l

Lemeshow
 

l

formula.
 l

The
 l

sampling
 l

technique
 l

used
 l

in
 l

this
 l

study
 l

was
 l

a
 l

non-probability
 l

sampling
 l

technique
 l

with
 

l

a
 l

purposive
 l

sampling
 l

approach.
 l

The
 l

criteria
 l

are
 l

(1)
 l

Respondents
 l

are
 l

consumers
 l

who
 l

live
 l

in
 l

the
 

l

Madiun
 l

City
 l

area
 l

(2)
 l

Respondents
 l

have
 l

purchased
 l

Flicka
 l

Bags
 l

brand
 l

bag
 l

products
 l

at
 l

least
 l

once
 l

or
 

l

more,
 l

either
 l

directly
 l

or
 l

through
 l

online
 l

platforms
 l

.
 l

(3)
 l

Respondents
 l

aged
 l

17
 l

to
 l

60
 l

years
 l

were
 l

chosen
 

l

because
 l

they
 l

are
 l

considered
 l

to
 l

have
 l

critical
 l

thinking
 l

and
 l

sufficient
 l

shopping
 l

experience
 l

to
 l

assess
 

l

product
 l

purchasing
 l

decisions
 l

such
 l

as
 l

Flicka
 l

Bags
 l

.
 l

The
 l

data
 l

collection
 l

technique
 l

in
 l

this
 l

study
 l

was
 l

a
 

l

questionnaire
 l

with
 l

an
 l

assessment
 l

using
 l

a
 l

Likert
 l

scale
 l

of
 l

1-5.
 l

The
 l

data
 l

processing
 l

method
 l

used
 l

a
 

l

computer
 l

with
 l

SPSS
 l

software
 l

. 
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C. RESULTS
 l

AND
 l

DISCUSSION 

Validity
 L

test 

Table
 l

1.
 l

Variable
 l

Validity
 l

Test 

 

Variable
 l

Items R
 l

count R
 l

table Information 

X1.1 0.879 0.100 VALID 

X1.2 0.867 0.100 VALID 

X1.3 0.830 0.100 VALID 

X2.1 0.818 0.100 VALID 

X2.2 0.799 0.100 VALID 

X2.3 0.788 0,100 VALID 

X2.4 0,796 0,100 VALID 

X3.1 0,672 0,100 VALID 

X3.2 0,615 0,100 VALID 

X3.3 0,757 0,100 VALID 

X3.4 0,758 0,100 VALID 

X3.5 0,780 0,100 VALID 

X3.6 0,776 0,100 VALID 

X3.7 0,487 0,100 VALID 

X3.8 0,479 0,100 VALID 

X4.
 l

1 0,657 0,100 VALID 

X4.2 0,585 0,100 VALID 

X4.3 0,780 0,100 VALID 

X4.4 0,761 0,100 VALID 

X4.5 0,801 0,100 VALID 

X4.6 0,811 0,100 VALID 

Y1.1 0,846 0.100 VALID 

Y1.2 0.778 0.100 VALID 

Y1.3 0.828 0.100 VALID 

Y1.4 0.843 0.100 VALID 

Source:
 l

SPSS
 l

27,
 l

2025 

Based
 l

on
 l

the
 l

validity
 l

test
 l

results
 l

in
 l

Table
 l

1
 l

above,
 l

all
 l

test
 l

items
 l

for
 l

each
 l

variable
 l

were
 l

valid.
 l

This
 

l

meets
 l

the
 l

requirement
 l

of
 l

an
 l

r
 l

table
 l

of
 l

0.100,
 l

indicating
 l

that
 l

all
 l

statements
 l

in
 l

the
 l

questionnaire
 l

can
 l

be
 

l

applied
 l

and
 l

are
 l

reliable
 l

in
 l

this
 l

research
 l

data. 
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Reliability
 L

test 

Table
 l

2.
 l

Reliability
 l

test 

 

No. Variables Cronbach
 

l

Alpha
 l

Value 

Critical
 

l

Numbers 

Information 

1. Lifestyle 0.820 0.070 Reliable 

2. Price 0.804 0.070 Reliable 

3. Product
 l

Quality 0.819 0.070 Reliable 

4. E-Promotion 0.827 0.070 Reliable 

5. Buying
 l

decision 0.841 0.070 Reliable 

Source:
 l

Data
 l

Retrieved
 l

2025 

Based
 l

on
 l

table
 l

2,
 l

it
 l

can
 l

be
 l

seen
 l

that
 l

all
 l

variables
 l

have
 l

a
 l

Cronbach's
 l

alpha
 l

value
 l

greater
 l

than
 l

0.60,
 l

so
 

l

that
 l

all
 l

questionnaires
 l

on
 l

the
 l

research
 l

variables
 l

can
 l

be
 l

declared
 l

reliable. 

Normality
 L

test 

Table
 l

3.
 l

Normality
 l

Test 

One-Sample
 l

Kolmogorov-Smirnov
 l

Test Unstandardized
 

l

Residual 

N 384 

Normal
 l

Parameters
 l

a,b 
Mean 0E-7 

Standard
 l

Deviation 2.51290988 

Most
 l

Extreme
 l

Differences 

Absolute .068 

Positive .068 

Negative -.057 

Kolmogorov-Smirnov
 l

Z 1,339 

Asymp.
 l

Sig.
 l

(2-tailed) .055 

Source:
 l

Processed
 l

Primary
 l

Data
 l

(2025) 

Based
 l

on
 l

the
 l

results
 l

of
 l

the
 l

normality
 l

test
 l

presented
 l

in
 l

Table
 l

3,
 l

it
 l

is
 l

known
 l

that
 l

the
 l

five
 l

variables
 l

that
 

l

are
 l

the
 l

focus
 l

of
 l

this
 l

study
 l

are
 l

lifestyle,
 l

price
 l

,
 l

product
 l

quality
 l

,
 l

e-promotion
 l

and
 l

purchasing
 

l

decisions
 l

which
 l

have
 l

an
 l

asymp.
 l

Sig.
 l

(2-tailed)
 l

value
 l

of
 l

0.055
 l

which
 l

is
 l

greater
 l

than
 l

the
 l

significance
 

l

limit
 l

of
 l

0.05.
 l

Thus,
 l

it
 l

can
 l

be
 l

concluded
 l

that
 l

all
 l

variables
 l

follow
 l

a
 l

normal
 l

distribution. 

Multicollinearity
 L

test 

Table
 l

4.
 l

Multicollinearity
 l

Test 
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Based
 l

on
 l

the
 l

results
 l

of
 l

the
 l

multicollinearity
 l

test
 l

in
 l

Table
 l

4,
 l

it
 l

can
 l

be
 l

seen
 l

that
 l

the
 l

Variance
 l

Inflation
 

l

Factor
 l

(VIF)
 l

of
 l

the
 l

four
 l

variables
 l

above
 l

is
 l

less
 l

than
 l

10. 

1. There lis lno lmulticollinearity lin lthe llifestyle lvariable, lthis lfinding lis lproven lby lthe lVIF 

lcoefficient  l- l1.823 l< l10 

2. The lprice lvariable ldoes lnot lexperience lmulticollinearity,  lthis lfinding lis lproven lby lthe lVIF 

lcoefficient  l- l3.034 l< l10 

3. The lproduct lquality lvariable ldoes lnot lexperience lmulticollinearity,  lthis lfinding lis lproven lby lthe 

lVIF lcoefficient  l- l1.371 l< l10 

4. e-promotion lvariable ldoes lnot lexperience lmulticollinearity,  lthis lfinding lis lproven lby lthe lVIF 

lcoefficient  l- l2.537 l< l10 

 

Heteroscedasticity
 L

test 

Table
 l

5
 l

Heteroscedasticity
 l

Test 

 

Based lon lthe lresults lof lthe lGlejser ltest lin lTable l5, lit lis lproven lthat leach lvariable lused lin lthis lstudy lhas  

la lsignificant  lvalue l(α) l> l0.05, lso lit lcan lbe lconcluded lthat lthere lis lno lheteroscedasticity lproblem lin 

lthis lstudy. 

Multiple Llinear Lregression 

Tabel l6. lRegresi lLinear lBerganda 

Coefficientsa 

Model 

Unstandardized lCoefficients 

Standardized 

lCoefficients 

t Sig. B Std. lError Beta 
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(Constant) 

X1 

X2 

X3 

X4 

2.710 .932  2.909 .004 

.181 .079 .124 2.286 .023 

.268 .072 .261 3,721 .000 

.106 .029 .172 3,641 .000 

.138 .046 .191 2,981 .003 

Source: lProcessed lData l2025 

Based
 l

on
 l

the
 l

results
 l

of
 l

multiple
 l

linear
 l

regression
 l

analysis
 l

in
 l

table
 l

6,
 l

the
 l

results
 l

of
 l

data
 l

processing
 

l

using
 l

SPSS
 l

25
 l

shows: 

Y l= la l+ lb₁X₁ l+ lb₂X₂ l+ lb₃X₃ l+ lb₄X₄ 

Y
 l

=
 l

2.710
 l

+
 l

0.181
 l

X
 l

1

 l

+
 l

0.268
 l

X
 l

2

 l

+
 l

0.106
 l

X
 l

3

 l

+
 l

0.138
 l

X
 l

4 

 Information: 

1) The lconstant lvalue l(a) lis l2.710, lwhich lmeans lthat lif lall lindependent  lvariables l( lLifestyle l, lPrice, 

lProduct lQuality, land lE-Promotion l) lare lassumed lto lhave la lvalue lof lzero, lthen lthe lbasic lvalue lof 

lthe lPurchasing lDecision lis l2.710. 

2) The lregression lcoefficient lfor lthe lLifestyle lvariable l(X₁) lof l0.181 lindicates lthat levery lone-point  

lincrease lin lthe lLifestyle lvariable l, lassuming lother lvariables lremain lconstant, lwill lincrease lthe 

lPurchase lDecision lby l0.181 lpoints. lThis lindicates lthat lconsumer llifestyle  lpositively 

lcontributes lto lthe lpurchase ldecision lof lFlicka lBags. 

3) The lregression lcoefficient lfor lthe lPrice lvariable l(X₂) lof l0.268 lindicates lthat lif lprice lperception 

lincreases lby lone lpoint, lPurchase lDecision lwill lalso lincrease lby l0.268 lpoints, lassuming lother 

lvariables lremain lunchanged. lThis lindicates lthat lprice lis la lfairly lstrong lfactor lin linfluencing 

lconsumer ldecisions. 

4) The lregression lcoefficient lfor lthe lProduct lQuality lvariable l(X₃) lof l0.106 lmeans lthat levery lone-

point lincrease lin lperceived lproduct lquality lwill lincrease lpurchasing ldecisions lby l0.106 lpoints. 

lThis lmeans lthat lFlicka lBags lproduct lquality lalso lhas la lpositive linfluence  lon lpurchasing 

ldecisions, lalthough lnot las lstrong las lprice. 

5) The lregression lcoefficient  lfor lthe lE-Promotion l(X₄) lvariable lis l0.138, lindicating lthat la lone-

point lincrease lin ldigital lpromotion leffectiveness lwill lincrease lPurchase lDecision lby l0.138 

lpoints. lThis lindicates lthat ldigital lpromotion lplays lan limportant, lbut lnot ldominant, lrole lin 

ldriving lpurchases. 
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Partial
 L

test
 L

(T-Test) 

Table
 l

7.
 l

T-test 

Model Unstandardized
 l

Coefficients Standardized
 

l

Coefficients 

t Sig. 

B Std.
 l

Error Beta 

(Constant) 

X1 

X2 

X3 

X4 

2.710 .932  2.909 .004 

.181 .079 .124 2.286 .023 

.268 .072 .261 3.721 .000 

.106 .029 .172 3.641 .000 

.138 .046 .191 2,981 .003 

Source:
 l

Processed
 l

Data
 l

2025 

Based
 l

on
 l

the
 l

results
 l

of
 l

the
 l

partial
 l

test
 l

(t-test)
 l

in
 l

table
 l

7,
 l

it
 l

can
 l

be
 l

concluded
 l

that: 

1) Lifestyle  lVariable l(X₁) lhas la lcalculated lt lvalue lof l2.286 l> lt ltable l1.966 lwith la lsignificance lvalue 

lof l0.000 l< l0.05, lthen lH₁ lis laccepted l. lThis lshows lthat lthe lLifestyle  lvariable l(X₁) lhas la lpositive  

land lsignificant leffect lon lthe lpurchasing ldecision lof lFlicka lBags lamong lconsumers lin lMadiun 

lCity. 

2) The lPrice lvariable l(X₂) lshows la lt lcount lof l3.721 l> l1.966 lwith la lsignificance lvalue lof l0.000 l< 

l0.05, lso lH₂ lis laccepted l. lThis lmeans lthat lthe lPrice lvariable l(X₂) lhas la lpositive land lsignificant  

linfluence lon lthe lpurchasing ldecision lof lFlicka lBags. 

3) The lProduct lQuality lvariable  l(X₃) lshows la lcalculated lt lvalue lof l3.641, lgreater lthan lthe lt ltable lof 

l1.966 land la lsignificance lvalue lof l0.000 l< l0.05, lso lH₃ lis laccepted. lThis lmeans lthat lthe lProduct 

lQuality lvariable l(X₃) lhas la lpositive land lsignificant linfluence lon lthe lpurchasing ldecision lof 

lFlicka lBags l. 

4) E-Promotion l(X₄) lvariable lshows la lcalculated lt lof l2.981, lexceeding lthe lt ltable lof l1.966, lwith la 

lsignificance lvalue lof l0.000 l< l0.05, lso lH₄ lis laccepted l. lThis lindicates lthat lthe lE-Promotion l(X₄) 

lvariable lhas la lpositive land lsignificant leffect lon lthe lpurchasing ldecision lof lFlicka lBags lbags lin  

lMadiun lCity. 

Coefficient Lof Ldetermination 

Table l9. lCoefficient lof lDetermination 
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Source:
 l

Processed
 l

Data
 l

2025 

It lis lknown lthat lthe lR lSquare lvalue lis l0.379, lwhich lindicates la lfairly lstrong linfluence lbetween 

lthe lindependent lvariables, lnamely lLifestyle, lPrice, lProduct lQuality, land lE-Promotion lon lthe 

ldependent lvariable, lthe lPurchase lDecision lfor lFlicka lBags lin lMadiun lCity. lThe lpercentage lof 

lthis linfluence lcan lbe lcalculated las lfollows: 

R² lx l100% l= l0.379 lx l100% l= l37.9 l% 

This lmeans lthat l37.9% lof lthe lvariation lin lpurchasing ldecisions lcan lbe lexplained lby lthese lfour 

lindependent lvariables, lwhile lthe lremaining l61.6% lis lexplained lby lother lfactors lnot lexamined 

lin lthis lstudy. lThus, lthe lregression lmodel lused lhas la lfairly lgood lability lto lexplain lthe linfluence lof 

lindependent lvariables lon lconsumer lpurchasing ldecisions. 

D. CONCLUSIONS 

Based
 l

on
 l

the
 l

results
 l

of
 l

the
 l

analysis
 l

and
 l

discussion,
 l

the
 l

conclusion
 l

of
 l

the
 l

research
 l

that
 l

has
 

l

been
 l

conducted
 l

is
 l

that
 l

lifestyle,
 l

price,
 l

product
 l

quality
 l

and
 l

e-promotion
 l

partially
 l

have
 l

a
 l

positive
 l

and
 

l

significant
 l

influence
 l

on
 l

the
 l

decision
 l

to
 l

purchase
 l

a
 l l

flicka
 l

bags
 l

 

E. SUGGESTIONS 

For lfuture ldevelopment, lfurther lresearchers lare ladvised lto: i) Adding lother lvariables lthat 

lmay lalso linfluence  lpurchasing ldecisions, lsuch las lbrand limage, lconsumer lsatisfaction, lor lloyalty; 

ii) Using la lmixed lmethod lto lget lmore lin-depth lresults, lfor lexample lby ladding linterviews lto lfind lout 

lthe lreal lreasons lbehind lconsumer ldecisions; iii) Conduct lresearch lin lother lcities lor lother llocal 

lbrands, lso lthat lyou lcan lcompare lwhether lthe lfactors lthat linfluence lpurchases lin lMadiun lalso lapply 

lin lother lareas. 
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