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Abstract. This study aims to look at consumer decisions in
subscribing to MNC Vision at PT. MNC Sky Vision Palembang
with independent variables of quality research and promotion.
The study population was 540 MNC Vision customers in
Palembang in 2018. As for the sample, there were 100 customers
at the MNC Vision Palembang. This study uses the research
method of multiple linear regression analysis. Based on the test
results it was found that there was a positive and significant
influence on the quality and promotion of consumer decisionsin
influencing consumer decisionsto subscribeto MNC Vision.
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I. INTRODUCTION

PT MNC Sky Vision Thk asa TV subscription pioneer in
Indonesia has proved its existence for more than 23 yearsin
providing the best service for the people of Indonesia. In
2017, the condition of the subscription TV industry is
increasingly dynamic with increasing competition and
innovation. The Company considers the tight competition as
a challenge to continuously improve the quality of services
provided, in accordance with the Company's commitment to
provide the best quality entertainment, the most complete
channels and world-class quality shows that entertain and
educatethe nation.  In 2017, the company made a big
transformation by combining the Indovision brand, Oke
Vision and Top TV to become MNC Vision. This changes
was carried out without eliminating the best features
previously used such as the use of Indostar-11 satellites and
Sband frequencies. The latest features such as Multi
Decoder, High Definition, MNC Vision Plus and Super
Bundle are a so presented to bring customersto ahigher level
of subscription TV services. Instead of the Company added
the number of channels to 137 channels with 23 exclusive
in-house channels. Along with these changes, the Company
as one of the best subscription TV in Indonesia is moving
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towards a new vision to provide experience to customers
using exceptional subscription TV services. MNC  Vision
Palembang, is one of the branch offices of MNC Vision
company. In order to manifest the company's vision and
mission, MNC Vision Palembang is committed to exist
continously in meeting the needs of consumers, especialy in
the city of Palembang. With 23 years of experience in the
subscription TV business, the Company believes the
presence of MNC Vision in Palembang is able to answer the
needs of consumers in the city of Paembang not only in
providing quality shows, but also in providing better and
more qualified educational, informative and entertaining
shows for the community especially in the city of Palembang.
The following are in Table 1.1 MNC Vision Palembang
customer data (Excisting):

Table 1. Data on Palembang MNC Vision Customers

(Active)
Data of 2018 2017 2016
Customer
Number of 540 685 450
Customers
Difference 145 235 0
Percentage (-) 26,85%  (+) 34,31 0,00%

14

Source: MNC SKY Vision Palembang

Based on Table 1, MNC Vision Paembang customer data
shows the development of the active number of MNC Vision
customers in Palembang since 2016 - 2018. In the above data
it can be seen that the increase in the number of MNC Vision
customers in 2017 has risen (30%) from the previous period.
But then there was a significant decline in the 2018 period
amounting to (26.85%). The decrease in the number of
customers is one of the effects of the tight - competition that
occurs especially in the subscription TV business that has
been mentioned earlier. The following are the results of TV
surveys Subscribe to Halomoney's best Indonesian version:
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Table 2. The Best Results of Subscribed TV Surveysin

Table 4. Promotion Activities of Palembang MNC Vision

Indonesia by Customer -HaloM oney.co.id N Type of Information
No. Subscription TV Rating 0. activity
1 Centrin TV 11 1 Advertising
2 My Republic 10 Radio Promotion through advertising on
3 NexMedia 9 Advertising radio in the city of Palembang
4 AoraTV 8
S) Orange TV 7 TV Ads displayed via TV (Headquarters
6 K-Vision 6 advertisement  Policy)
7 TransVision 5 Social media  Marketing ads through social media
g F'Bigl\;lrg/d' g like Facebook and Instagram
irst Media
10 MNC Sky Vision 2 2 Sdes
11 Indihome 1 : rl\(/)lrc?n?tr:on Pay 5 months Free 1 month, 2
Source: MNC SKY Vision Pdembang Package months all channel, Free of charge
Based on the dataiin Table 2, it can be seen that currently
Indihome is the first rank of best subscription TV in 1 year package Zagntr?s ;ﬂogrt]gﬁn grelzerei o;ngr?;] Se 4
Indonesia. Furthermore, followed by the 2nd rank is occupied ' 9
by MNC Sky Vision and 3rd placeis First Media. Indihome's Socidization ~ Promotions carried out routinely at
dominance is caused nowadays instead of needing their certain events held in the city of
subscription TV, they also need an Internet network. The Palembang
development of internet technology such as fiber technology =~ 3 Direct The number of sales of 20 people
and 4G networks can support and encourage purchasing Marketing divided into 10 teams routinely
decisions by consumers to choose subscription TV services (Pemasaran  prospecting the people in Palembang
that are compatible with today's lifestyle. To accommodate L angsung)

customer interest and encourage penetration level growth so
as to encourage consumer purchasing decisions in meeting
their needs, the Company has applied these two technologies
into one of MNC Vision's services as a successful
subscription TV in anticipation of increasingly intense
competition between subscription TV.

Table3. List of TV Service Products Subscribed to MNC

Vision
No. Package Type Number of
Channels
1 Silver 52
2 Gold 72
3 Venus 77
4 Galaxy 92
5 Super Galaxy 98

Source: MNC SKY Vision Palembang

In service industries such as subscription TV, companies
are always required to offer quality products that has more
value, so that they look differently from other competiting
products. On the Silver package type MNC Vision offers
quality TV subscription packages especialy for children,
with protecting channel TV for consumers as parents so that
they can freely control children's shows and provide more
educative education to children who enjoy impressions with
the choice of Silver packages offered. Furthermore, for the
Venus, Galaxy, Super Galaxy, MNC Vision package groups
channels that focus on information media such as non-stop
24-hour local and international news shows for customers
who are actively following the development of the world
business that is more creative. And finally the Gold MNC
Vision package is specifically for customers who prefer
entertainment shows such as cinema films and TV Series
shows. Lastly on the MNC Vision Gold package specifically
for customerswho prefer entertainment shows such astheater
filmsand TV Series shows. Consumers can enjoy the shows
that seem to have amini cinemain a private home.

Retrieval Number L03240831219/2019©BEIESP
DOI: 10.35940/ijmh.L0324.0831219
Journal Website: www.ijmh.org

15

Source: MNC SKY Vision Palembang

Il. LITERATURE REVIEW

A. Quality of Product
Product quality is one factor in marketing, because of the
quality of products that can be trusted to show its function.

B. Promotion

Promotion is a form of communication between
marketing  activities by disseminating information,
influencing or reminding the market to accept, buy and be
loyal to the products offered by the company offered.

C. Buying decision

Buying decisions are the stage where consumers have
choices and are ready to buy ownership rights or use of goods
and services.

D. Relationship Between Variables and Development of
Hypotheses
1. Effect of Product Quality (X1) on Consumer

Decisions (Y)

Product quality is closely related to purchasing
decisions, where product quality is one aspect of
consumer consideration in deciding purchases. Good
product quality will lead to customers satisfaction which
will further make consumers loyal to the product.
Companies must be able to provide quality in accordance
with the wishes and needs of consumers by paying
attention to existing market quality standards. This gives
a reason that the quality provided by the company is no
less competitive than its competitors.
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H1 : Product Quality has a positive and significant effect on
Purchasing Decisions

2. Effect of Promotion (X2) on Consumer Decisions (Y)
Promotion is an important influence in making
purchasing decisions. Promotion is one of the marketing
variables that can be used by consumers as a reference in
choosing the desired goods or services. The relationship
between promotion and purchasing decisions is one way of
introducing, communicating the benefits of a product or
service that invites consumers to use products / services that
are promoted will lead to market demand. Conversely, if the
consumer has never heard and not sure about the product /
service being promoted, it will not create demand. Promotion
also determines the success of the company in a good
marketing program that is treated as a strategy development
framework to form an effective marketing strategy so that the
company can penetrate the intended market so that it can
achieve the predetermined sales targets.
H2 : Promotion has a positive and significant effect on
Purchasing Decisions
E. Conceptual Framework for Thought

Product Quality (X1)

Consumer Decision (Y)

Promotion (X2)

RESEARCH METHODS

Based on data of the number of customers in 2018, the
total population in this study was 540 active MNC Vision
customers in Palembang. Then the sample to be used in this
study is 84.37 which is rounded up to 100 respondents who
are active customers of the Palembang MNC Vision.

1. RESULTSAND DISCUSSION

A. Research result

Table4. Profile of Research Respondents by Package of

Products Used
Package of
No Products fieueney B centage
Used
1 Silver 14 14
2 Gold 19 19
3 Venus 31 31
4 Galaxy 14 14
Super
5 Galaxy 22 22
Total 100 100

Based on Table 4, it can be seen that the product package
used by the respondents with the most or the majority is the
Super Galaxy product package with 22%, while the minority
packages of products used are Silver and Galaxy with 14%
each.
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Test of Reliability
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Variable Cronbach’s  Cutt N of Inform.
Alpha Off Item
Quality of 0,752 > 10 Reliable
Product (X1) 0,60
Promotion 0,722 > 10 Reliable
(X2) 0,60
Consumer 0,691 > 10 Reliable
Decisions (Y) 0,60
Test of Simultan (F test)
ANNOVAP
Semh D M r se
1 Regres, 149 441 2 74.721 16.000 | .000%
Residual 452749 | 97 1.668
Total 602.190 | 99
Unbound Variables: Product Quality and Promotion
Bound Variables: Purchase Decisions

Test of Individual Parameter Significance (t Test)

Coefficients
Unstandardized | Standardized .
Model Coefficients Coefficients t Sig.
1 B Std. Beta
Error
(Constant) | 10.315 | 1.775 5.811 | 0,000
Quality {194 | 0,077 0229 2516 0,014
Product
Promotion | 0,335 0.078 0.389 4278 | 0,000
Bound Variables: Consumer Decisions

B. Discussion of Research Results
1. Effect of Product Quality (X1) on Consumer Decisions

(Y)

The quality of the products provided by MNC Vision has
been very good. However, companies need to improve
product quality such as image and audio quality. Severa
times more often occur in audio quality and images that are
gtill unclear, therefore MNC Vision companies need to
improve image and audio quality to be even better so that
consumers trust MNC Vision's product quality better than its
competitors.

2. Effect of Promotion (X2) on Consumer Decisions(Y)

Promotion also determines the success of the company in
a good marketing program that is treated as a strategy
development framework to form an effective marketing
strategy so that the company can penetrate the intended
market so that it can achieve the predetermined sales targets.
3. Research Implications Theor etical implications

This research is expected to increase understanding for
academicsrelated to theories regarding purchasing decisions.
So that the results of this study can be added as new insights
for academicsin addition to existing theories. Thisresearchis
also expected to be a foundation or material to be devel oped
again and tested with different phenomena or objects so that
it is expected to be able to provide diversity and enrich the
theory through different objects in the world of marketing.
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Practical implications

The results of this study can provide information that is
very useful for practitionersto know the factorsthat influence
the process of consumer purchasing decisions. The results of
this study also show how the marketing concepts of product
quality and successful promotions are applied by MNC
Vision companies. This research can also be used asinput in
formulating marketing strategies and decision making related
to product quality and promotion and can provide aview for
marketing managers in developing strategies to market their
products effectively and efficiently.

V. CONCLUSION

Product quality variables and Promotion variables have a
positive and significant effect on purchasing decisions at
MNC Vision in Palembang.

SUGGESTION
For MNC Vision Parties

a. The promotion carried out by MNC Vision has been
very good. But what needsto be improved is by making
more interesting promotions so that consumers are
interested in making purchases and subscribing using
MNC Vision. Besides that, the promotion that needs to
be done is by getting involved in events that are often
carried out to attract consumer interest.

b. Product quality provided by the seller (seller) is good.
But what needs to be improved is the image and audio
quality provided by MNC Vision needs to be improved
by making the results of the images and audio better and
not broken so that consumers are more interested in
using TV subscription from MNC Vision.

Resear ch Limitations

This research has limitations that can be used as
consideration for the next researcher to get better results. This
study still has several limitations which include:

1. The sample used in this study was only obtained from
MNC Vision consumers in purchasing decisions which
included the category of MNC Vision subscription TV
customers. So theresultsin this study are still relatively
low genaralization.

2. In this research there are two independent variables
namely product quality and promotion. But actualy
there are still other variables that have arelationship to
the behavior of consumer purchasing decisions that are
not listed in this study.
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