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Abstract:

Purpose: This research was conducted to seek clarity, and find the right solution to answer
the problem of why product sales declined while the promotion strategy was carried out
intensively.

Design/methodology/approach: A sample of 399 respondents was taken proportionally from
users of 4 types of polygon bicycles in Indonesia. The sampling method uses proportional
random sampling, and the criteria for respondents are bicycle users who are at least 15 years
old. The structural equation model used WarpPLS.

Findings: The proposed model shows that a healthy lifestyle is the main determinant of
consumers in deciding to buy a bicycle. It can also prove that the product attribute as a
moderating variable and make a positive contribution to the purchase decision.

Practical Implications: Companies should be more inclined to build brand popularity to
enhance brand image, so it becomes a reason for consumers to choose. A healthy lifestyle is
the main determinant of consumers in deciding to buy a bicycle in Indonesia. Bike to work
activities will have a positive impact on reducing air pollution, and improving public health.
Originality/value: The new idea proposed is the use of product attributes as moderator
variables, and activity, interest, opinion as indicators of a healthy lifestyle. Product attribute
is one that consumers consider in deciding to purchase a bicycle.

Keywords: Healthy lifestyle, price perception, brand image, effect moderation, product
attributes, purchasing decisions.
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1. Introduction

A healthy lifestyle with the slogan “bike to work” has become a tradition of modern
society, including Indonesia. Almost every activity carried out by the community can
be done by using a bicycle. This has a positive impact on reducing air pollution, and
improving public health. Polygon as an international class national bicycle brand,
which also supports the positive movement of the bike to work by encouraging people
to increase the use of bicycles in their daily activities. Brand image creation continues
to be done by creating high quality products, various types, at competitive prices. This
healthy lifestyle trend in the community, should be an opportunity and have a positive
impact on bicycle sales. But the reality that happens is that bicycle product sales in
the last four years continue to decline.

This research was conducted to look for clarity, and find the right solution to answer
the problem of why product sales declined while the promotion strategy was carried
out intensively. Some things that can affect the decline in bicycle sales that will be
raised in this study include a healthy lifestyle, price perceptions, brand image, product
attributes, and consumer purchasing decisions. The use of product attributes as
moderator variables are of particular concern in this study.

2. Literature Review and Hypotheses
2.1 Relationship of Healthy Lifestyle with Buying Decision

Lifestyle describes how a person's behavior, namely how he lives using his money and
use the time he has. Consumer lifestyles can change, but these changes are not caused
by changing needs. The change occurs because the values adopted by consumers can
change due to environmental influences. Consumers tend to look for and evaluate
alternatives with product attributes that promise to fulfill their lifestyle needs (Silvya,
2009; Listyorini, 2012). Consumers develop a set of conceptions that minimize
mismatches or inconsistencies in their values and lifestyles. This conception system
is not only personal, but is also constantly changing in response to the need for people
to conceptualize the direction of a changing environment to be consistent with their
own values and personalities. Understanding consumer lifestyles will be very
beneficial for marketers. Lifestyle is a pattern in daily life expressed in the form of
activities, interests and opinions of a person.

Pandey and Pandey (2013), state that changes in consumer lifestyles can be influenced
by prices, places, attributes, advertisements, favorite programs, attributes that are
preferred. Wijaya et al. (2018) and Amanah (2013), in their studies concluded that
lifestyle influences purchasing decisions while Listyorini (2012) shows that social
factors and identity factors influence purchasing decisions. Cheah (2014), states that
social-demographic and health factors play an important role in influencing the use of
goods and services that promote health. Krishnan (2011), asserts that there is a
significant relationship between the lifestyle of consumers and the brand of products



H. Panjaitan, F. Anggia B.K. Panjaitan

85

used by them. Tabassum et al. (2018), shows that the social-demographic profile of
consumers, product attributes, market attributes and psychological factors are more
likely to influence consumer health and fitness purchasing decisions. Yunita (2014),
proves that lifestyle and price influence purchasing decisions. Based on the
description above, the hypothesis is as follows:

H1: There is a significant positive relationship between healthy lifestyles with
buying decisions.

2.2 The Relationship between Price Perception and Purchasing Decisions

Price perception is a way for consumers to see prices as high, low and fair prices. This
has a strong influence on buying interest and satisfaction in purchasing (Nagle et al.,
2006). According to Lee et al. (2011), price perception influences consumer buying
interest for a product in the buying process. Of course, before buying a product or
service, consumers will consider the price of the product with the benefits to be gained
in the future, whether profitable or detrimental.

Consumer price perceptions are influenced by prices offered by other stores with the
same goods. While Sari (2016), Faith and Edwin (2014), Al-Salamin and Al-Hassan
(2016), Husti¢ and Gregurec (2015), and Alfred (2013) also proves that price
perceptions and competitor prices influence purchasing decisions. Based on the
description above, the hypothesis is as follows:

H2: There is a significant positive relationship between price perception and
purchasing decisions.

2.3 The Relationship between Brand Image and Purchasing Decisions

Brand image is a perception and belief held by consumers, as reflected by the
association embedded in the consumers' memories. So if a brand has a strong and
positive image in the minds of consumers, the brand will always be remembered and
the possibility of consumers to buy the brand is very large (Fianto et al., 2014; Foster,
2016). It can be concluded that marketers must have the ability to know which
strategies must be carried out so that the products produced can obtain a good image
in the eyes of consumers. Marketers can continuously survey users of their products
to find out whether the company's activities are able to improve and make the image
of their products even better.

Purchasing decisions are also influenced by brand image, because a brand with a good
image will provide a guarantee of superior quality (Hastuti et al., 2018). While
Suarjana and Suprapti (2018) prove that the perception of price, image, and knowledge
about the product influences the purchase decision. Wang and Tsai (2014), showed
that brand image increases purchase intention, and purchase intention is influenced by
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perceived quality. Yasmin (2017) also shows that brand image has a positive impact
on purchasing decisions. Based on the description above, the hypothesis is as follows:

H3: There is a significant positive relationship between brand image and
purchasing decisions.

2.4 The Relationship between Product Attribute, Price Perception, and Buying
Decision

Product attributes are product elements that are considered important by consumers
and are used as the basis for purchasing decisions. Product attributes are
characteristics of products or services that produce the ability to satisfy expressed or
implied customer needs, including brands, packaging, guarantees, services (Ribhan,
2006). A person's satisfaction with the goods and services purchased actually lies not
in the goods or services themselves, but from the characteristics or attributes attached
to the goods in question. Consumers will give different weights for each product
attribute according to their interests.

Rachim and Setiawan (2014), prove the influence of product attributes on purchasing
decisions. Zia (2017), shows that taste, cleanliness, manufacture and expiry date, as
well as nutritional information have priority in making purchasing decisions.
Akpoyomare et al. (2012), proving a positive correlation between product attributes
and purchasing decisions. Diaz and Catalufa (2011), found that shopping enjoyment,
and brand loyalty affects price. Brijball (2003), shows that quality and price are
important evaluative criteria. John (2012) also shows the influence of product
attributes on purchase preferences and decisions. While Nunes et al. (2018), states that
considerations made by consumers when making purchasing decisions can be
processed by consumers from an economic point of view, their relationship with
others as an impact on social relations, the results of the rational cognitive analysis or
more than emotional uncertainty. Based on the description, the surface hypothesis is
as follows:

H4: Product attributes play a positive moderating in the relationship of price
perception with buying decisions.

3. Research Methods

This research is causal research with the population of 199,077 users of polygon
bicycle products in Indonesia. The analysis technique uses SEM, with the WarpPLS
analysis tool. Adequacy of the sample using the Slovin formula (Bungin, 2011), and
the number of samples studied was 399 respondents. Furthermore, the sample size for
each type of bicycle is determined by the Taro Yamane formula (Bungin, 2011), thus
the sample distribution is seen in Table 1 while the sampling method uses proportional
random sampling, and the criteria of respondents are bicycle users who are at least 15
years old.
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Table 1. Distribution of research samples

No. Type of bicycle Population Sample
1 | City Bike 34,688 70
2 | MTB Dual Susp 15,672 31
3 | MTB Hardtail 144,038 289
4 | Road Bike 4,679 9
Total 19,9077 399

Source: MTB, mountain bike.
3.1 Instrument and Indicator Variables

This study uses a questionnaire instrument with a 5 level Likert scale. The healthy
lifestyle variable uses 3 indicators adopted from Silvya (2009), Peter and Olson
(2014), namely activity, interest, and opinion. Price perception uses 4 indicators
adopted from Leonardo et al. (2012), namely quality perception, perceived cost
incurred, perceived price differences, and reference prices. Brand Image uses 4
indicators adopted from Fianto et al. (2014), and Foster (2016), namely corporate
image, user image, product image, and the strength of brand associations. The product
attributes are used 4 indicators adopted from Ribhan (2006) namely product quality,
product features, product style, and product design. The purchase decision uses 3
indicators adopted from Hastuti et al. (2018) namely the purpose of buying products,
processing of brand information selection, and stability of the product.

4. Results Presentation and Analysis
4.1 Descriptive Data Analysis

Descriptive data analysis of 399 respondents showed that characteristics of
respondents according to gender were dominated by men, namely 60.4% compared to
women 39.6%. Characteristics of respondents based on age, appeared that respondents
aged 15-25 years by 21.8%, ages 26-35 years by 18.6%, respondents aged 36-45 years
by 26.0% and dominant in the age range > 46 years by 33.6%. Educational degrees of
the majority of respondents were Bachelor who reached 38.6%, while the remainder
at Diploma degrees were 24.6%, High school at 18.3%, and Not graduating from high
school by 3.5% (Table 2).

Table 2. Characteristics of respondents (N = 399)

Characteristics Amount Percent
Gender Men 241 60.4
Women 158 39.6
Age of respondents 15-25 87 21.8
(years) 26-35 74 18.6
36-45 104 26.0
> 46 134 33.6
Degree of Education  Not grad. from high 14 03.5

school 73 18.3
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High school 98 24.6
Diploma 154 38.6
Bachelor

Type of work Student 102 25.6
Government employees 104 26.0
Private employees 118 29.6
Entrepreneur 75 18.8

Monthly income <2 107 26.8

(Rp. Million) 2-5 113 28.3
6-10 80 20.0
11-15 67 16.8
> 15 32 08.0

Source: Bio data processed.
4.2 Instrument Validity and Reliability Test

From the result of Pearson product moment correlation, it is known that all
guestionable items in the questionnaire have a significant correlation at the error rate
of 5%, so it can be said all the questionable items are valid (Table 3). With Cronbach
alpha test (a) in this research it indicates that all research variables are reliable,
because all of the alpha coefficient values of each research variable are bigger than
the standardized (0.5), so that each question item in measurement instrument can be
used. The value of correcting total correlation items of all question items is greater
than 0.3 (Table 3).

Table 3.Test for validity and reliability

Research variables Indicator Question number Pearso_n Cronbach alpha
correlation (o)
Healthy lifestyle Healthyl 01-03 0,667** 0,832
Healthy2 04-06 0,712**
Healthy3 07-10 0,814**
Price perception Pricel 11-14 0,672** 0,754
Price2 15-17 0,806**
Price3 18-20 0,683**
Price4 21-24 0,794**
Brand image Brandl 25-27 0,722** 0,782
Brand2 28-30 0,714**
Brand3 31-33 0,721**
Brand4 34-36 0,677**
Product attribute Productl 37-39 0,824** 0,729
Product2 40-43 0,776**
Product3 44-46 0,843**
Product4 47-49 0,796**
Buying decision Buyingl 50-53 0,826** 0,834
Buying? 54-57 0,847**
Buying3 58-61 0,846**

Note:**. Correlation is significant at the 0.01 level (2-tailed).
Source: Own study, WrapPLS output.



H. Panjaitan, F. Anggia B.K. Panjaitan

89

4.3 Measurement of Fit Overall Model

Measurement of fit overall model is performed to show the overall outer model and
inner research model. Measurement of the outer model (Table 4), informs that all
indicators of the research variable are significant and have a value greater than 0.5.

Thus, each indicator can explain the constraints of variables.

Table 4. Measurement results of the outer model

5:;2%:22 Relationship Loading Factor (1) SE. Probability
Healthy Healthy - Healthyl 0.702 0.047 0,000
lifestyle Healthy - Healthy2 0.834 0.047 0,000
Healthy - Healthy3 0.806 0.047 0,000
Price Price - Pricel 0.845 0.048 0,000
perception Price > Price2 0.877 0.048 0,000
Price - Price3 0.845 0.048 0,000
Price = Price4 0.638 0.048 0,000
Brand image Brand - Brandl 0.890 0.048 0,000
Brand = Brand2 0.871 0.049 0,000
Brand - Brand3 0.850 0.049 0,000
Brand - Brand4 0.785 0.048 0,000
Product Product - Productl 0.636 0.047 0,000
attribute Product - Product2 0.782 0.050 0,000
Product - Product3 0.602 0.050 0,000
Product - Product4 0.838 0.048 0,000
Buying Buying = Buyingl 0.779 0.047 0,000
decision Buying - Buying2 0.726 0.047 0,000
Buying - Buying3 0.699 0.048 0,000

Source: Own study, WrapPLS output.

4.3.1 Test the validity and reliability of research variables
Validity test Variable in this study was carried out with the convergent validity test

and the discriminant validity test. Table 5, informs that the average variances extracted

(AVE) for healthy lifestyle variables, price perception, brand image, product
attributes, and buying decisions shows that all AVE values are greater than 0.5. This
shows that all the values of the research variables meet the AVE requirements, so it
can be concluded that all the measures of convergent validity of the research variables

are good.

Table 5. AVE, Correlations among latent variables, and Cronbach’s Alpha

. Healthy Price Brand Product Buying  Cronbach’s

Variable AVE lifestyle perception image attribute  decision Alpha
Healthy 0574  (0.569) 0.192 0149  -0052  -0.022 0.625
lifestyle
Price
perception 0.576 0.189 (0.558) 0.079 0.396 -0.084 0.753
Brandimage  0.586 0.149 0.361 (0.769) 0.097 -0.106 0.760
Product 0583  0.189 0.396 0070  (0.718)  0.0148 0.636

attribute
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Buying

decisi 0.693 0.149 0.097 -0.106 -0.252 (0.684) 0.612
ecision

Source: Own study, WrapPLS output.

Discriminant validity is indicated by the value of AVEs (square roots of average
variance extracted), where the value of AVE is in a diagonal position in correlations
among latent variables in WarpPLS output, and the expected value is greater than the
correlation value in the same block. As shown in Table 5, where the overall value on
the diagonal block is greater than the value on the same block. This shows that all
variables meet the expected discriminant validity criteria. The reliability test of the
research variable was measured by Cronbach's alpha. A variable is declared reliable
if the Cronbach alpha value is above 0.6. Based on the results of the output in Table
5, it shows that all research variables have a Cronbach's alpha value greater than 0.6
so that it can be concluded that the structural model used is good.

4.3.2 Evaluate the model's goodness of fit

The results of data processing using a sample of 399 indicate the APC value is 0.161,
the ARS value is 0.212, the AARS value is 0.204 with a significance <0.001 which
means the model fit. From the values obtained, it can be interpreted that the model is
good enough to explain the phenomenon under study. The results of measurements of
AVIF values in the model amounted to 1.171 and AFVIF values of 1.599, and this
value is smaller than 3.3, which means there is no collinierity problem in the research
model, so the research model can be accepted. The path coefficient of the research
model is shown in Figure 1.

Figure 1. Coefficient of research model path

Product
Attribute

Healthy Bi%-‘é%g
Lifestyle [p— p=u.
p=0.000
Price B=0 127 Buying
P0.005 pectsion
B=-0.032
Brand p=0.264
Image

4.3.3 Hypothesis testing
Hypothesis testing is based on the estimated value of the significance of the
parameters of the research model shown in Table 6.
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Table 6. Hypothesis Testing
H Relationship Standardized Coefficient SE P Decision
H1  Healthy > Buying 0.377 0.048 0.000 accepted
H2  Price - Buying 0.107 0.049 0.016 accepted
H3  Brand - Buying -0.032 0.050 0.264  reject
H4  Product * Price > Buying 0.127 0.049 0.005 accepted

Source: Own study, WrapPLS output.

There is a significant positive relationship between variable moderation (Product*
Price) to buying decisions, with a path coefficient of 0.127 and a p-value of 0.005. This
shows that the product attribute can moderate the relationship between price perception
and buying decision. Thus hypothesis 4 is accepted.

5. Conclusions

A healthy lifestyle is a person's long-term commitment to overall health benefits for
the body and life. Increased physical, mental and emotional health will help improve
the quality of life and bring a positive influence on the people around.

Empirical results show that healthy lifestyle influences and can shape and increase
consumers' buying decisions. These results give the meaning that if a healthy lifestyle
that occurs in the community, can be directed and developed it will be able to trigger
and raise people's decision to buy a polygon bicycle. The dominant indicators that
make up the healthy lifestyle variable are the interest indicator, followed by the
opinion indicator, and finally the activity indicator. The dominance of interest
indicators informs that management deserves to prioritize the problem of consumer
interest by knowing more about what interests, likes, interests and priorities are in the
lives of consumers. By knowing more deeply the interests of consumers, the company
will be able to create, and produce products that are in accordance with consumer
desires. This can be done by offering a variety of polygon bicycle products, quality
product specifications, attractive designs, according to consumer tastes and always
innovating.

Empirical results also show that consumers' perceptions about prices influence
purchasing decisions. The results of this proof give, meaning that, when consumers
want to buy a bicycle, the price offered for each type of bicycle becomes one of the
consumers' considerations. Therefore, the company is supposed to produce quality
bicycles, according to the wishes of consumers at reasonable prices. From the factor
analysis, it is known that the biggest factor that shapes price perception is the indicator
of perceived cost incurred, meaning that if consumers need bicycles for the benefit of
a healthy lifestyle, then prices become the first and foremost consideration of
consumers. This proves that consumers are very sensitive to the price of bicycles
offered. Thus, the company deserves to provide benefits greater than the price paid,
and the price paid is in accordance with the expectations of consumers. Consumers
will be satisfied, brand loyalty will increase, which will further repurchase.
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Many research results have shown that brand image has a positive effect on consumer
purchasing decisions, but in this study found different conclusions. The results showed
that brand image had no effect on consumer purchasing decisions. This shows that
when consumers decide to buy a bicycle, the product brand image is not the main
factor that consumers consider. Thus, it can be interpreted that under certain
conditions where consumers decide to buy a bicycle, will prioritize the more important
needs of health, not because of the brand. Dominant indicators that form the brand
image variable are corporate image indicators, followed by user images, product
images, and the strength of brand associations. This means that the corporate image
of a company that manufactures polygon bicycles has not become the brand of choice
for consumers when deciding to buy a bicycle.

Therefore, management still needs to fight even harder to raise the company's brand
image, by building brand popularity. Brand popularity is one of the keys that can
create, and increase brand image to consumers. This can be done by carrying out
several activities on a regular and ongoing basis. For example doing a healthy bicycle
race, a bicycle ornamental contest, becoming a sponsor of sports activities.

The relationship between product attributes and purchasing decisions has been widely
studied in the literature, but using product attributes as a moderating variable has not
been widely discussed. This study found something new, and proved that the product
attribute as a moderating variable made a positive contribution to the purchase
decision. The empirical results indicate that the product attribute is able to moderate
the relationship of price perception to purchasing decisions. This has become one of
the new findings in this study. Product attributes are product elements that consumers
consider important and serve as the main basis for deciding to buy a product. Product
attributes are also characteristics of products or services that produce the ability to
satisfy consumer needs. With the significant product attribute as a positive moderator
in the relationship of price perception to the purchase decision of polygon bikes, this
explains that the product attributes that exist on polygon bikes at this time, have been
responding positively to consumers, so when consumers decide to choose a bicycle,
in addition to the price factor then the product attribute has to be one that consumers
consider when deciding to buy a bicycle. The dominant indicators that make up the
product attribute variable are product design indicators, followed by product features,
product quality, and product style. This means that product design is of concern to
consumers when choosing a bicycle. Thus, it is appropriate for companies to innovate
product designs, and always produce bicycles with up-to-date designs.

This research is able to offer and produce concepts about product attributes as
moderator variables. It also shows the theoretical implications that a healthy lifestyle
is the main determinant of consumers in deciding to buy a polygon bicycle in
Indonesia. Polygon bicycle brand image has no effect on consumer purchasing
decisions. This study is also able to explain the role of product attributes as a
moderating variable in the relationship between price perception and purchasing
decisions. That product attributes also provide additional reinforcement to the
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attainment of consumer purchasing decisions. This means that when consumers decide
to buy polygon bicycle products, in addition to product prices, consumers will also
consider the product attributes of these bikes, which are based on four attributes
product quality, product features, product style, and product design.

This finding carries practical implications that companies should pay attention and
enhance brand image, which until now has not yet had a maximum impact on
consumer purchasing decisions. This can be done by building brand popularity,
building competitive advantages which can be used as an excuse for consumers to
choose polygon bikes. Also a permanent sponsor of sports events. For future research,
development, this research contributes to the challenge of insignificant influence of
brand image on purchasing decisions.

Refernces:

Alfred, O. 2013. Influences of price and quality on customer purchase of maobile phone in the
kumasi metropolis in ghana a comparative study. European Journal of Business and
Management, 5(1), 179-198.

Al-Salamin, H., Al-Hassan, E. 2016. The Impact of Pricing on Consumer Buying Behavior in
Saudi Arabia: Al-Hassa Case Study. European Journal of Business and Management,
8(12), 62-73.

Akpoyomare, O.B., Adeosun, L.P.K., Ganiyu, A.J. 2012. The Influence of Product Attributes
on Consumer Purchase Decision in the Nigerian Food and Beverages Industry: A
Study of Lagos Metropolis. American Journal of Business and Management 1(4),
2012, 196-201. DOI: 10.11634/216796061706211.

Amanah, D. 2013. The Influence of Lifestyle and Promotion on the Purchase Decision of
Matahari Plaza Medan Fair in Students of the Faculty of Economics, Medan State
University. Journal Management & Business Science Research Plans, 8(2), 1-6. DOI:
10.17605/0OSF.10/ZG4JA.

Bungin, B. 2011. Quantitative Research Methodology. Kencana, Jakarta.

Brijball, S. 2003. The Level of Importance Attached to Price and Quality in Purchasing
Behaviour. Journal of Industrial Psychology, 29(1), 93-99. DOI:
10.4102/sajip.v29i1.91.

Cheah, Y.K. 2014. Factors Influencing Consumer Purchase Decisions for Health-Promoting
Goods and Services in Malaysia. The Malaysian Journal of Medical Scinces, 21(6),
36-44.

Diaz, I.M.R., Cataluia, F.J.R. 2011. Antecedents of the importance of price in purchase
decisions. Rev. adm. empres, 51(4), 370-381. https://doi.org/10.1590/S0034-
75902011000400005.

Faith, D.O., Edwin, A.M. 2014. A review of the effect of pricing strategies on the purchase
of consumes goods. International Journal of Research in Management, Science, &
Technology, 2(2), 88-102.

Fianto, A.Y.A., Hadiwdjojo, D., Aisjah, S., Solimun. 2014. The influence of brand image on
purchase behaviour through brand trust. Business Management and Strategy, 5(2), 58-
76. DOI: 10.5296/bms.v5i2.6003.

Foster, B. 2016. Impact of brand image on purchasing decision on mineral water product
‘AMIDIS’ (case study on bintang trading company). American Research Journal of
Humanities and Social Sciences, 2, 1-11.


https://doi.org/10.11634/216796061706211.
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.17605%2FOSF.IO%2FZG4JA?_sg%5B0%5D=yWhMt4xOfyzX4DAbDtfEZiTB7i8aecNUFBXI7TPCLyY78YktjcWAf72mSGvQks0blfyTrYuaLyn8XiqkaX2pknCgAQ.XGvgIUfzKmoSk10dbM8eb8SXl9u-dlLoCyUZ8qu8rv2UKqwwH_6jebcn0Mv0oaNNk9kpCtRFnkhmpsJiw_rlDA
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.4102%2Fsajip.v29i1.91?_sg%5B0%5D=hatpcLLb7c-eogyTzlf9gYsUK7NAPpigqdMNpu9IP5dK1nCkH_tgp9deOvMVp98DK1RyY1irCkMeyOM7yesIsQWRcg.73oOXYJEvgWCDYeDg0pxj1lsMlU8YnMN1SzEF5UMwtxNJIe_kzfCRjl7AXoknspZihTyGBlyPo5U9D5hvpnohA
https://www.ncbi.nlm.nih.gov/pubmed/?term=CHEAH%20YK%5BAuthor%5D&cauthor=true&cauthor_uid=25897281
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC4391453/
https://doi.org/10.1590/S0034-75902011000400005
https://doi.org/10.1590/S0034-75902011000400005
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.5296%2Fbms.v5i2.6003?_sg%5B0%5D=4oM6apWoU1b3pv-6WfE6P13veAxOX7kHPNJgqKMrXON38nwDIELZ-LnsGzF5_tnErEuPYKdSO8vtRjWQ-_qUnKol0Q.QCxfedSnXunZWzp66mAHmqIHaktSKg7nOZdy27eBiYgl6rUSWNcLUFsChLgqinCPx6rgGCwgWeTtYppkgMq6Tg

Healthy Lifestyle Determines the Purchase of a Bicycle in Indonesia

94

Hastuti, N.B.H., Moh. Rommy, A.S., Razak, A.Y., Nur, N. 2018. Effect of Brand Image and
Price Perception on Purchase Decision. IOSR Journal of Business and Management
(IOSR-JBM) 20(8), 2, 76-81. DOI: 10.9790/487X-2008027681.

Husti¢, 1., Gregurec, 1. 2015. The influence of price on customer’s purchase decision. Central
european conference on information and intelligent systems, 23, 27-32.

John, M.M. 2012. Influence of product attributes on mobile phone preference among
university students: a case of undergraduate students. International journal of
academic research in economics and management science, 1(6), 10-16.

Krishnan, J. 2011. Lifestyle - A tool for understanding buyer behavior. Int. Journal of
Economics and Management 5(1), 283-298.

Lee, S., lllia, A., Lawson-Body, A. 2011. Perceived Price of Dynamic Pricing. Journal of
Indutrial Management + Data Systems, 111(4), 531-550.
https://doi.org/10.1108/02635571111133533.

Leonardo, R., Erwan, Aryanto, R. 2012. Analysis of the Effect of Product Quality, Brand
Equity and Price Perception on Consumer Purchasing Decisions (Case Study: PT.
Lung Xiang Indonesia), Bina Nusantara, available at: http:/library.binus.ac.id.

Listyorini, S. 2012. Analysis of Lifestyle Factors and their Effects on Purchasing Simple
Healthy Homes (Study of Puri Dinar Mas Housing Customers Pt. Ajisaka in
Semarang). Jurnal Administrasi Bisnis, 1(1), 12-24. DOI: 10.14710/jab.v1i1.4314.

Nagle, T., Hogan, J.E., Zale, J. 2006. The Strategy and Tactics of Pricing: A Guide to
Growing More Profitably Pearson/Prentice Hall. At: https://www.amazon.com/.

Nunes, R.H., Ferreira, J.B., De Freitas A.S., Ramos, F.L. 2018. The effects of social media
opinion leaders *recommendations on followers’ intention to buy. Revista Brasileira
De Gestdo De Negocios, Review of Business Management, 57-73. DOI:
10.7819/rbgn.v20i1.3678.

Pandey, A.C., Pandey, M.K. 2013. Impact of lifestyle on brand preference of buyer
behaviour (a case study of uttarakhand). International monthly refereed journal of
research in management & technology, 2, 151-165.

Peter and Olson. 2014. Consumer Behavior and Marketing Strategy. Ninth edition. Publisher
Salemba Empat, Jakarta.

Rachim, T., Setiawan, I. 2014. The effects of product attributes and pricing policy to netbook
purchase decision: case study of universitas widyatama students. International Journal
of Science and Research, 3(4), 522-527.

Ribhan. 2006. Factors that influence Brand Switching on SIM Card users in the Lampung
Faculty of Economics. Journal Business and Management, 3(1), 34-56.

Sari, H.P. 2016. The Influence of Brand Image, Feature, and Price Perceprion on Buying
Decision (A Case Study on The Consumer of Xiaomi Smartphone In Diy).
Management Journal of Yogyakarta State University, 222-237.

Silvya, L.M. 2009. The Effect of Lifestyle Factors on Consumer Purchasing Decisions, 6(1),
Available at: https://scholar.google.co.id/.

Suarjana, I.K., Suprapti, N.W.S. 2018. The Influence of Price Perception, Product
Knowledge, and Company Image of Intention to Buy Indihome Brand Multi Service.
Journal Management Unud, 7(4), 1920-1949.

Tabassum, Ali, T., Alam, A., Ali, J. 2018. Factors Affecting Consumers Purchase Behaviour
for Health and Wellness Food Products in an Emerging Market. Doi: 10.1177/
0972150918795368.

Yasmin, A. 2017. Impact of Brand Image on consumers Purchase Decision. International
Journal of Research in Social Sciences, (7)10, 627-644.


https://doi.org/10.1108/02635571111133533
https://doi.org/10.14710/jab.v1i1.4314
https://www.google.co.id/search?tbo=p&tbm=bks&q=inauthor:%22Thomas+T.+Nagle%22
https://www.google.co.id/search?tbo=p&tbm=bks&q=inauthor:%22John+E.+Hogan+(Ph.+D.)%22
https://www.amazon.com/Strategy-Tactics-Pricing-New-International/dp/1292023236
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.7819%2Frbgn.v20i1.3678?_sg%5B0%5D=OSKv2lu9tfZnH0_3bfwxJuODkrgpRQD7QrArNL0apPymhF0yP8FKU2UEYapxRI0TdnMMEFPfTdw1XaW09UBs0OTUCQ.LGnlFKGCPGeMNFEKUNmLXH5W4X48UlcfqU5-oubGKymxD_OVwwlnNAuJSm-_A4TzshPa2OzIWOFN2IAFCccxTw
https://scholar.google.co.id/citations?user=hkL0sZUAAAAJ&hl=id
https://journals.sagepub.com/doi/10.1177/0972150918795368
https://journals.sagepub.com/doi/10.1177/0972150918795368
https://journals.sagepub.com/doi/10.1177/0972150918795368
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1177%2F0972150918795368?_sg%5B0%5D=LIxNfwTPbPg9CpZ5orTe3adazTED2gpq-EYwDceI8wjqAMeG3yvL4CzdIJgIxX569HD2sdlqzUAo82wb6oj24vnAsA.MSY0oIWMsY42_b4VkxJzakNLsjz1yYdECxnwapeigCX9tVGiCRZrCzKkjAb-D-bGaWF9eLHldEr2IaMveBe86A
https://www.researchgate.net/deref/http%3A%2F%2Fdx.doi.org%2F10.1177%2F0972150918795368?_sg%5B0%5D=LIxNfwTPbPg9CpZ5orTe3adazTED2gpq-EYwDceI8wjqAMeG3yvL4CzdIJgIxX569HD2sdlqzUAo82wb6oj24vnAsA.MSY0oIWMsY42_b4VkxJzakNLsjz1yYdECxnwapeigCX9tVGiCRZrCzKkjAb-D-bGaWF9eLHldEr2IaMveBe86A

H. Panjaitan, F. Anggia B.K. Panjaitan

95

Yunita, A.Y.2014. The Effect of Lifestyle and Price on Men's Shoe Purchasing Decisions in
Mojokerto Regency. Journal Management Sciences, 2(4), 133-143.

Wang, Y.H., Tsai, C.F. 2014. The Relationship Between Brand Image and Purchase
Intention: Evidence from Award Winning Mutual Funds. The International Journal of
Business and Finance Research, 8(2), 27-40.

Wijaya, D.N., Sunarti, Pangestuti, E. 2018. Effect of Lifestyle and Motivation on Purchasing
Decisions (Survey on Starbucks Consumers, Malang City). Journal of Business
Administration, 55(2), 75-83.

Zia, M. 2017. Impact of Product Attributes on Purchase Decision: A Study of Processed
Food Consumer in India. Multidisciplinary Academic Conference. The 10th MAC
2017, 42-51.



