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ABSTRACT 
 

In line with the growth of the agricultural 
sector, there have been many pesticide companies 
producing products with various brands, resulting in 
consumers more careful in choosing and deciding 
what brands to buy. The purpose of this research is 
to analyze the influence of internal consumer factors 
consisting of Motivation, Perception, Learning, and 
Confidence affecting the purchase decision of the 
Gramoxone brand pesticides in the West Sakra sub-
district. This research is a type of quantitative 
research, in terms of the level of explanation of this 
research is an associative research with a form of 
causal relationships. The research location to be 
chosen is Sakra Barat District with the study period 
is 2019. The data collection method in this study 
uses the sample survey method. The number of 
samples in this study was 90 peoples. The research 
sample in determining respondents in the field uses 
accidental sampling, ie whoever is found when 
distributing the questionnaire has the right to be a 
research sample. Data collection tools used in this 
study were questionnaires. Data analysis using 
multiple regression analysis, a t-test was used to test 
the degree of confidence between the variables 
studied. The conclusion of the research that can be 
taken is Motivation, Perception, Learning, and 
Confidence have a positive and significant effect on 
Purchasing Decisions. This means that the higher the 
motivation, the Purchasing Decision will increase in 
the purchase of Gramoxone brand Pesticides in the 
West Sakra sub-district.. 
 

Keywords: Motivation, Perception, Learning,  
Belief, Purchasing Decision 
 

BACKGROUND 
 

The growth of the agricultural sector in 
Indonesia is currently experiencing an increase. This 
is evidenced by the continued positive contributions 
made to Indonesia's economic growth (BPS Quarter 
II 2018). From the production side is the second 
most influential sector as a cog for the national 
economy after the manufacturing industry (BPS 
Quarter II 2018). These conditions indicate that the 
agricultural sector is one of the main movers in the 
economic development of the Indonesian people. 

In line with the growth of the agricultural 
sector, there are opportunities for entrepreneurs, 
especially entrepreneurs who produce pesticides. 
This can be seen from the many pesticide companies 
that produce products with various brands of 
products that are emerging now, resulting in more 
careful consumers in choosing and deciding what 
brands to buy. 

Consumer behavior is the study of how 
individuals, groups, organizations choose, buy, use 
and obtain goods, services, ideas, or experiences to 
satisfy their wants and needs (Kotler and Keller, 
2008). Consumer behavior is the thing that underlie 
consumers to make purchasing decisions. According 
to Schiffman and Kanuk (2008) Consumer behavior 
illustrates how individuals make decisions to utilize 
their available resources (time, money, effort) to buy 
goods related to consumption. 

According to Sutisna (2001) decision making 
by consumers to purchase a product begins with an 
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awareness of the fulfillment of needs and desires. 
Consumer decision making is an integration process 
that combines knowledge to evaluate two or more 
alternative behaviors and choose one of them. The 
result of this integration is a choice presented 
cognitively as a desire to behave (Setiadi, 2005). The 
decision making process according to Kotler (2008) 
consists of five stages, namely: 1. Introduction to the 
problem, 2. Information search, 3. Alternative 
evaluation, 3. Purchase decision, 5. Post-purchase 
behavior. 

According to Schiffman and Kanuk, (2008), a 
purchasing decision is a selection of two alternative 
choices or more consumers on a purchase. 
Purchasing decisions are important things to 
consider in choosing a product, the purchase 
decision process is basically very varied there are 
simple and complex. Each individual has different 
behavior as well as the buying behavior. Individuals 
can choose a variety of purchasing decisions, before 
making a purchase of a product usually consumers 
are looking for information both price and place of 
purchase. Purchasing decisions by consumers can be 
influenced by several factors. According to Kotler 
(2008) purchasing decisions can be influenced by 
cultural factors, social factors, personal factors, and 
psychological factors. Psychological factors 
influenced by four main psychological factors, 
namely motivation, perception, learning 
(knowledge), and beliefs and attitudes. 

Motivation according to Schiffman & Kanuk 
(2007), can be described as a driving force in every 
individual that makes them act or perform reactions 
that appear to meet their needs. Individuals 
consciously or unconsciously try to reduce their 

tension by meeting their unmet needs. Whereas 
Setiadi (2003) defines consumer motivation as a 
condition within a person that drives an individual's 
desire to carry out activities to achieve a goal. 

Schifman and Kanuk (2007) state that 
perception is a process carried out by individuals to 
choose, arrange, and interpret stimuli into 
meaningful and sensible images about the world. 
While Kotler and Armstrong (1996) suggested that 
in the same situation, a person's perception of a 
product can vary, this is caused by the selection 
process of various stimuli that exist. 

According to Schiffman and Kanuk (2007) 
Consumer learning is the process by which 
individuals gain knowledge and experience of 
purchasing and consumption that they apply to 
behavior related to the future. Consumer learning 
relates to all information held by consumers about 
various kinds of products and services, as well as 
other knowledge related to products and services. 

According to Kotler and Armstrong (2008) 
defining beliefs are the values of one's perspective 
on something through descriptive thinking. Through 
action and learning, consumers will get the beliefs 
and attitudes that will later be able to influence 
consumer buying behavior. 

Gramoxone is one of the pesticides produced 
and marketed by PT. Syngenta Indonesia, its factory 
is located in Gunung Putri, West Java. Gramoxone 
pesticides are able to attract consumers to make 
purchases because it functions as a grass eradication 
quickly. so that the cost of agricultural production 
can be reduced. 
 

 
Table 1. Pesticide sales data in West Sakra sub-district 

No Product name 
Data on Sales amount 

2016 2017 2018 2019 
Sales (%) Sales (%) Sales (%) Sales (%) 

1 Gramoxone 65 56 45 37 
2 Tamaxone - 10 12 18 
3 Paratop 10 14 20 9 
4 Other brands 25 20 23 30 

 
Based on Table 1., shows that the Gramoxone 

brand pesticide products have decreased from year to 
year, this is shown from the results of the sale of the 

gramoxone brand in 2016 had the highest sales 
reaching 65%. While several other products such as 
other brands rank second with 25% of sales, 
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followed by Paratop brands with 10% of sales. In 
2017 the Gramoxone brand still had the highest 
number of sales compared to other pesticide brands 
with 56% of sales. While other products, such as 
other brands, ranked second with sales reaching 
20%. with the number of sales achieved by the 
Paratop brand with total sales reaching 14%, and 
then in the fourth place is occupied by the Tamaxone 
brand whose total sales reach 10%. In 2018 the 
Gramoxone brand still had the highest sales volume 
with 45% sales, while some other products with 
other brands had 23% sales, followed by the Paratop 
brand with 20% sales, and the Tamaxone brand with 
total sales reached 12% in the last order. In 2019 the 
Gramoxone brand still had the highest number of 
sales, with 37% of sales, while some other products 
such as other brands had 30%, then in the third place 
there was the Pertamaxone brand with 18% of sales 
and followed by 18% Paratop brand ranked fourth 
with 9% of sales. From the large number of 
Gramoxone sales it can be said that the consumer's 
decision to buy is very much. This decrease occurred 
because in 2018 there was an increase in selling 
prices to farmers, so farmers switched to cheaper 
pesticides. The decline can also be due to the many 
competing products of the same quality. 

The process of purchasing decisions for 
everyone is basically the same. It's just that all 
processes are not carried out by consumers. Stanton 
(2005) suggests buying decisions as a process of 
actually buying after going through the previous 
stages. After evaluating a number of alternatives, 
consumers can decide whether a product will be 
purchased or decided not to be bought at all. The 
purchasing decision in this study is interpreted as the 
decision of consumers to buy Gramoxone brand 
pesticides. The purchase decision for the 
Geramoxone brand in the West Sakra district is quite 
a lot, this is evident from the sales data of the 
Gramoxone brand always has the highest number of 
sales compared to other brands from 2016 to 2019. 

Decision making is an action taken by 
consumers to buy a product. Consumer decisions can 
be influenced by several factors, one of which is an 
internal factor including motivation, perception, 
learning, and beliefs and attitudes. Previous research 
related to internal factors of consumers, namely 
research conducted by Sri (2012) states that 
motivational factors have a positive and significant 

influence on purchasing decisions. In this research, it 
is expected that the stronger the push for a product, 
the stronger the effect on purchasing decisions. 

Research conducted by Rico & Hatane (2013) 
states that perception factors have a positive and 
significant influence on purchasing decisions of 
Daihatsu Xenia cars in Siduarjo. Research conducted 
by Frederica & Chairy (2010) states learning factors 
influence positively and significantly on purchasing 
decisions. 

Meanwhile, Sasmito (2013) states that internal 
factors (perception, attitude, lifestyle, and 
personality) have a positive and significant influence 
on purchasing decisions. Furthermore, another study 
that also examined this was Hizkia (2013) which 
states that the motivational factors, perceptions, and 
attitudes of consumers have a positive and 
significant influence on purchasing decisions. While 
research conducted by Machrani (2013) states that 
internal factors including motivation and perception 
do not have a positive and significant effect on 
purchasing decisions. 

In the case of the Gramoxone brand pesticide, 
we can see that all the pesticides in circulation offer 
the same function to consumers, which can control 
grass quickly. Seeing the condition of the 
Geramoxone brand continues to have the highest 
number of sales from other brands, this indicates that 
the Gramoxone brand has a superior product in 
consumers that makes consumers have a strong 
motivation, good perception, sufficient learning, and 
more confidence. 

From a number of studies mentioned above, 
no one has reviewed and proved the belief factor can 
influence purchasing decisions. whereas according to 
Kotler (2013) belief is a descriptive idea that 
someone has about something. Descriptive ideas 
through actions and learning carried out by 
consumers will gain beliefs and attitudes that will 
later be able to influence consumer buying behavior. 
The purpose of this research is to analyze the 
influence of internal consumer factors consisting of 
Motivation, Perception, Learning, and Confidence 
affecting the purchase decision of the Gramoxone 
brand pesticides in the West Sakra sub-district. 
 

LITERATURE REVIEW 
 

Consumer Decision 
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According to Prassetijo & Ihalauw (2005:226) 
the decision is as a selection of actions from two or 
more alternative choices. In other words, the person 
making the decision must have a choice from several 
alternatives. Consumer decision making is an 
integration process that combines knowledge to 
evaluate two or more alternative behaviors and 
choose one of them. The result of this integration is a 
choice presented cognitively as a desire to behave 
(Setiadi, 2005:15). 

According to (Schiffman & Kanuk, 2007:93) 
consumer decision making action consists of five 
stages as follows: 
a. Introduction of Needs 

Recognition of needs may occur when 
consumers are faced with a "problem". For example 
someone needs a cellphone when someone is 
difficult to communicate remotely with friends or 
business associates. 
b. Research Before Purchase 

Research before purchase begins when 
consumers feel the needs that can be met by buying 
and consuming a product. Memories of past 
experience can provide consumers with sufficient 
information to make current choices. Conversely, if 
the consumer has no prior experience, he may have 
to do in-depth research on external circumstances to 
obtain useful information as a basis for selection. 
c. Assessment of Alternatives 

When assessing potential alternatives, 
consumers tend to use two kinds of information, 
namely the list of brands they plan to choose or a 
series of brands of interest and the criteria they will 
use to assess each brand. Choosing from the 
examples of all brands that might be chosen is a 
human character that helps simplify the decision-
making process. 
d. Purchasing Behavior 

Consumers make three types of purchases. 
Trial purchases, repeat purchases, and long-term 
commitment purchases. When consumers buy a 
product (brand) for the first time, this purchase will 
be considered a trial. So this experiment is a stage of 
purchasing behavior that is exploratory in which 
consumers try to assess a product through direct use. 
If a brand category is already established based on 
experiments felt more satisfying or felt better than 
other brands, consumers might stick with the same 

brand. Re-buying behavior is closely related to the 
concept of loyalty to the brand. 
e. Post Purchase Valuation 

When consumers use a product, especially 
during trial purchases, they judge the performance of 
the product according to their various expectations. 
There are three possible outcomes. Actual 
performance is in line with expectations that lead to 
neutral feelings, performance exceeds expectations 
that give rise to what is known as positive fulfillment 
of expectations (which results in satisfaction), under-
expectations performance which results in negative 
expectations of fulfillment and dissatisfaction. 

According to Phillip Kotler (2008) consumer 
purchasing behavior is influenced by four factors, 
including cultural factors, sub-culture, social class. 
Social Factors include Reference Groups, Family, 
Role and Status, Personal Factors such as age and 
life cycle stages, work, economic conditions, 
lifestyle, personality, and self-concept. 

In addition to the factors already mentioned, 
there are also psychological factors that work in 
individuals, some of which determine the general 
behavior of these people and with the aim of 
influencing consumer behavior. In consumer 
psychology includes research on consumers as 
buyers and consumers as consumers, consumers as 
citizens, as well as data sources of basic behavioral 
knowledge. 

According to Kotler (2004) Purchasing 
decisions are actions of consumers to want to buy or 
not to product. According to Kotler (2002:70), there 
are four indicators of purchasing decisions, namely: 
a) Stability in a product. 
b) The habit of buying products. 
c) Give recommendations to others. 
d) Repurchase. 
 
 
Consumer motivation 

Setiadi (2003) defines consumer motivation as 
a condition within a person that drives an 
individual's desire to carry out activities to achieve a 
goal. With the motivation in a person will show a 
behavior that is directed at a goal to achieve the goal 
of satisfaction. Motivation arises because of the 
needs felt by consumers. Own needs arise because 
consumers feel the discomfort between what should 
be felt and actually felt. The perceived needs 
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encourage someone to take action to meet those 
needs. 

Motivation according to Schiffman & Kanuk 
(2007), can be described as a driving force in every 
individual that makes them act or perform reactions 
that appear to meet their needs. Individuals 
consciously or unconsciously try to reduce their 
tension by meeting their unmet needs. 

According to Frederica and Chairy (2010) 
indicators used to measure consumer motivation are 
as follows: 
1) Encourage the need for a product 
2) Encourage the need to use the product 
3) Encouragement to support appearance 
4) Encourage trends that are happening in the social 
environment 
5) Encouragement of products. 
 
Consumer Perception 

Perception is a process of choosing, managing, 
and interpreting information about a product of 
goods or services by consumers. Perception does not 
only occur in the form of physical stimulation but 
also is obtained from existing marketing conditions. 
(Kotler and Keller 2016: 228) 

Perception is a consumer assessment which is 
done by comparing the benefits to be received with 
the sacrifice incurred on a product. Perception can be 
negative and positive. If consumers have a positive 
impression of the products offered by the company, 
this will produce a positive perception, and vice 
versa. So the perception of an impact on consumers 
to decide to buy or use a product or service. 

According to Adler and Rodman (2010:76) 
Indicators used to measure consumer perception are 
as follows: 
1) Understanding of product benefits. 
2) An understanding of product variations. 
3) Understanding of product brand popularity. 
4) Understanding of product features. 
5) An understanding of the usefulness of the product. 
 
 
Consumer Learning 

According to Schiffman and Kanuk (2007) 
Consumer learning is the process by which 
individuals gain knowledge and experience of 
purchasing and consumption that they apply to 
behavior related to the future. Consumer learning 

relates to all information held by consumers about 
various kinds of products and services, as well as 
other knowledge related to products and services. 

According to Kotler and Armstrong (2004) 
Learning occurs through the interplay between 
encouragement, stimulants, cues, responses and 
reinforcement. Encouragement is a powerful internal 
stimulant for the arousing desire to act. 
Encouragement turns into a motive when directed at 
specific stimulant objects. cues or instructions are 
small stimulants that determine when, where, and 
how someone responds. Reminder will arise because 
there are responses that have arisen. 

Consumer learning provides an overview for 
marketers to provide positive learning for consumers 
in marketing the products and services that will be 
offered. 

According to Frederica and Chairy (2010) 
indicators used to measure consumer learning are as 
follows 
a. Information obtained from a friend's experience 
b. Information obtained from experience alone 
c. Information obtained from the seller 
d. Information obtained from the product manual 
procedure 
e. Consumers have knowledge about how to use the 
product. 
 
Consumer Confidence 

Confidence is the consumer's trust in a product 
or brand that has been used. Consumers will believe 
in a brand if the expectations are in accordance with 
the reality obtained. According to Kotler and 
Armstrong (2008: 176) defining beliefs is the value 
of one's point of view of something through 
descriptive thinking. While Howard (1994) defines 
belief is the level of certainty of consumers to 
evaluate a brand that is evaluatively correct, whether 
the brand is good or bad. 

If a belief has been formed about a brand, then 
it is very difficult for other brands to be able to 
influence these consumers to try to buy other brands 
of products that are not believed. In other words, 
beliefs influence the decision to buy from the initial 
hesitation caused by uncertainty into a real buyer. 
Consumers who already have confidence in certain 
brands, consumers will be driven by positive feelings 
towards the act of purchasing decisions on product 
purchases. 
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Indicators of consumer confidence that have 
been developed from Moorman, Deshpade, and 
Zaltman (1993: 81) are: 
a. Product quality in accordance with customer 
expectations. 
b. The company has provided services in accordance 
with the standards. 
c. The company has provided consistent service. 
d. The belief that the quality of the company's 
products can last a long time. 
 
Relationship between Consumer Motivation and 
Purchasing Decisions 

Setiadi (2003) defines consumer motivation as 
a condition within a person that drives an 
individual's desire to carry out activities to achieve a 
goal. Motivation arises because of the needs felt by 
consumers. Own needs arise because consumers feel 
the discomfort between what should be felt and 
actually felt. The perceived needs encourage 
someone to take action to meet those needs. 

According to Engel, Blackwell and Miniard 
(1994) Factors that influence consumer motivation 
towards purchasing decisions include product, price, 
service and location. 

Research conducted by Iffah (2014) analyzed 
the effect of consumer motivation on pashmina hijab 
purchasing decisions on members of the hijab 
community in Lamongan. Based on the data analysis 
method used, it shows that motivation has a positive 
and significant influence on the decision to purchase 
the hijab pashmina on members of the hijab 
community in Lamongan. 

Therefore, the following hypothesis can be 
formulated, H1: Allegedly there is a significant 
influence of motivation on the decision to purchase 
the Gramoxone brand pesticides in the West Sakra 
sub-district. 

Relationship between Consumer Perception 
and Purchasing Decisions. 

In addition to the motivation that underlies an 
individual to make a purchase decision that is also 
influenced by his perception of what is desired. 
Consumer perception according to Kotler and Keller 
(2016) is a process of selecting, organizing, and 
interpreting information about a product or service 
by consumers. Perception does not only occur in the 
form of physical stimulation but also is obtained 
from existing marketing conditions. 

According to Walgito (2010) There are two 
factors that can influence consumers' perceptions of 
purchasing decisions, namely (1). Internal factors are 
factors that affect perceptions related to 
psychological needs, educational background, 
sensory devices, nerves or nerve center centers, 
personality and experience of self-acceptance, and 
individual circumstances within a certain time. (2) 
This external factor is used for objects that are 
prepared for people and circumstances, the intensity 
of the stimulation, the environment, the strength of 
the stimulus will also determine whether or not the 
stimulus is based. 

Machrani (2013) analyzes the influence of 
motivation, perception, and belief in its influence on 
consumer purchasing decisions on Yamaha 
motorcycles in Minahasa. Based on the analysis 
method used shows consumer perceptions do not 
have a positive and significant effect on purchasing 
decisions. 

Therefore the following hypothesis can be 
formulated, H2: Allegedly there is a significant 
influence of perception on the decision to purchase 
the Gramoxone brand pesticides in the West Sakra 
sub-district. 
 
Relationship between Consumer Learning and 
Purchasing Decisions 

According to Schiffman and Kanuk (2007) 
Consumer learning is the process by which 
individuals gain knowledge and experience of 
purchasing and consumption that they apply to 
behavior related to the future. Consumer learning 
relates to all information held by consumers about 
various kinds of products and services, as well as 
other knowledge related to products and services. 

Research conducted by Truly (2014) that 
analyzes the effect of motivation, perception, 
learning, and beliefs on purchasing decisions at 
PT.Conblock Indonesia Surya Manado. Based on the 
data analysis method used shows that consumer 
learning has a positive and significant effect on 
purchasing decisions at PT.Conblock Indonesia 
Surya Manado. 

Therefore, the following hypothesis can be 
formulated, H3: It is suspected that there is a 
significant influence of learning on the decision to 
purchase the Gramoxone brand pesticides in the 
West Sakra sub-district. 
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Relationship between Consumer Confidence and 
Purchasing Decisions 

According to Kotler and Armstrong (2008: 
176) defining beliefs is the value of one's point of 
view of something through descriptive thinking 

Research conducted by Sri (2012) analyzes the 
effect of motivation and perception on attitudes and 
their implications for consumer decisions in 
purchasing Blackberry smartphones in the city of 
Mataram. The results showed that consumer 
attitudes had a positive and significant effect on 
purchasing decisions in purchasing Blackberry 

smartphones in the city of Mataram. Kairupan 
(2013), Artaya (2008), Rugaya (2017), Adnan 
(2018) found that beliefs had a significant effect on 
Purchasing Decisions. Therefore, the hypothesis can 
be formulated as follows, H4: Allegedly there is a 
significant influence of attitude towards the decision 
to purchase the Gramoxone brand pesticides in the 
West Sakra sub-district. 
 
Conceptual Framework 

The conceptual framework of this study is as 
follows: 
 

 
 

 
 

Information : 
   : Influence between variables 

 
Figure 1. Conceptual Framework 

RESEARCH METHODS 
 

This research is a type of quantitative research, 
in terms of the level of explanation of this research is 
an associative research with a form of causal 
relationships. According to Sugiyono (2012: 59) 
causal relationships are causal relationships. So, here 
there are independent variables (influence) and 
dependent variables (influenced). This means that 
research focuses on the influence of consumers' 
internal factors on the decision to purchase the 
Gramoxone brand pesticides in Sakra Barat sub-
district. 

The research location to be chosen is the West 
Sakra District with the study period is 2019. The 
reason for choosing the location is based on 
consideration, namely the West Sakra area is still 
thick as a rural area where most of the people who 
live in the area have employment status as farmers. 

In addition, this election is based on the ease of 
obtaining data and the time available. 

The data collection method in this study uses 
the sample survey method. The survey method is 
research in which the main data and information 
sources are obtained from respondents as research 
samples using questionnaires or questionnaires as 
data collection instruments. The number of samples 
in this study were 90 peoples. The research sample 
in determining respondents in the field uses 
accidental sampling, ie whoever is found when 
distributing the questionnaire has the right to be a 
research sample. 

The data collection tool used in this study is a 
questionnaire, which is a set of questions or 
statements that have been prepared in such a way 
that the data needed is in accordance with the 
research. 

In analyzing the influence of independent 
variables on the dependent variable with multiple 

Purchase 
Decision 

Perception (X2) 

 

 

 

Motivation (X1) 

 

 

 

Learning (X3) 

 

 

 

Confidence (X4) 
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regression analysis is used if the number of 
independent variables is at least 2 (two). According 
to Sugiyono (2009), "Multiple regression is an 
analytical tool used to predict how the (up and 
down) variables of a dependent variable are, if two 
or more independent variables as predictor factors. 
 

RESEARCH RESULT 
 

Description of Respondents  
Consumers are dominated by men. Agriculture 

in Indonesia is a male world. Although traditionally 
women are always involved, but their role is usually 
specific and limited, limited to helping her husband 
in the fields or garden. Consumers as well as farmers 
are mostly aged 41-50 years. The choice to be a 
vulnerable farmer at that age due to the lack of 
employment options. For those who have a 
productive age, they prefer to work outside the 
region or abroad. 

Consumers from elementary school graduates 
were 14.4 percent, then graduated from junior high 
school by 13.3 percent, high school graduates by 
47.8 percent, graduates from Diploma 20 percent, 
and the rest graduated from college (bachelor) by 4.4 
percent. 

Consumers who have income less than Rp 
1,500,000, as many as 32 people with a percentage 
of 35.6 percent, consumers who have income less 
than Rp 1,500,000, as many as 32 people with a 
percentage of 35.6 percent, and consumers who have 
income less than Rp 1,500,000 as many as 32 people 
with a percentage of 35.6 percent. Therefore, it can 
be concluded that consumers have adequate income. 
 
Description of Variables 

Motivation (X1) is the respondent's response 
to the urge to act to purchase Gramoxone brand 
pesticides in Sakra Barat sub-district, as measured 
through 5 (five) statement items. The Consumer's 
response to the Motivation variable shows that 
consumers have a high urge to purchase Gramoxone 
brand pesticides in the West Sakra district. 

Perception (X2), which is the consumer's 
response to the existence of a Gramoxone brand 
pesticide product of choice in the West Sakra 
district. Statements distributed to consumers are 5 
statements. The response of consumers with good 
categories shows that the Gramoxone brand pesticide 
products remain the main choice in the West Sakra 
district. 

Learning (X3) is the process by which 
individuals obtain purchases, knowledge, and 
experience that applies to future behavior towards 
Gramoxone brand pesticide products in the West 
Sakra sub-district. Statements distributed to 
consumers are 5 statements. Consumer learning in 
the good category shows that consumers have good 
knowledge and experience of Gramoxone brand 
pesticide products in the West Sakra district. 

Confidence (X4) is the respondent's response 
to a pesticide product that he believes in the West 
Sakra sub-district. 4 statements are distributed to 
consumers. The response of consumers in the good 
category shows that consumers believe that the 
Gramoxone brand pesticide products are useful and 
useful for their needs in the West Sakra district. 

Purchase Decision (Y), which is the 
respondent's response to the final decision to obtain 
and use Gramoxone brand pesticide products in 
West Sakra sub-district, as measured through 4 
(four) statement items. The response of consumers in 
the high category shows that consumers often use 
Gramoxone brand pesticide products in the West 
Sakra sub-district so that in general it can be said 
that the intensity of Gramoxone purchases is higher 
than other products. 
 
Results of Multiple Linear Regression Analysis 

Multiple regression analysis was used to 
determine the effect of Motivation, Perception, 
Learning, and Confidence in Purchasing Decisions 
of the Gramoxone brand Pesticides in the West 
Sakra sub-district. To see how the regression 
function can be formulated from the calculation 
results can be seen in Table 2., below. 
 

 
Table 2. Significance of Individual Parameters 

Model 
Unstandardized 

Coefficients 
B Std. Error 
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1 (Constant) 0.118 0.066 
  Motivation 0.583 0.061 
  Perception 0.249 0.057 
 Learning 0.076 0.036 
 Confidence 0.126 0.044 

a Dependent Variable: Decision to Purchase 
 
Through Table 2., the functions of linear regression 
can be formulated as follows: 
 

Y = 0.118 + 0.583XR1R + 0.249XR2R + 0.076XR3R + 
0.126XR4 

Information : 
Constants  = 0.118 Y = Purchase Decision 
bR1R   = 0.583 XR1R = Motivation 
bR2R   = 0.249 XR2R = Perception 
bR3R   = 0.076 XR3R = Learning 
bR4R   = 0.126 XR4R = Confidence 
 

The linear functions above can be described as 
follows. A constant value of 0.118 means that if each 
independent variable, namely Motivation, 
Perception, Learning, and Confidence has a value of 
0, then the Purchase Decision has a constant value of 
0.118. This means that the Gramoxone brand 
Pesticide Purchase Decision in the West Sakra sub-
district when there is no Motivation, Perception, 
Learning, and Confidence is 0.118. 

The regression coefficient of Motivation (bR1R) 
of 0.583 means that if the Perception, Learning and 
Confidence variable values zero (0) and the 
Motivation variable (XR1R) has a value of 1, the 
Purchase Decision will increase by 0.583. This 
positive Motivation regression coefficient (bR1R) 
means that the higher the Motivation, the higher the 
Purchasing Decision. Likewise, the lower the 
motivation, the Decision to Purchase Gramoxone 
brand Pesticides in the West Sakra sub-district will 
be even lower. 

The regression coefficient of Perception (bR2R) 
of 0.249 means that if the Motivation, Learning, and 
Confidence variable values zero (0) and the 
Motivation variable (XR2R) has a value of 1, the 
Purchase Decision will increase by 0.249. This 
positive regression coefficient of perception (bR2R) 
means that the higher the perception, the higher the 
Purchasing Decision. Likewise the lower the 
perception, the Decision of Purchasing of 

Gramoxone brand Pesticides in West Sakra sub-
district will be lower. 

The regression coefficient of Learning (bR3R) of 
0.076 means that if the Motivation, Perception, and 
Confidence variable values zero (0) and the Learning 
variable (XR3R) has a value of 1, the Purchase Decision 
will increase by 0.076. The positive regression 
coefficient of Learning (bR3R) means that the higher 
the Learning, the Purchasing Decision will be 
higher. Likewise the lower the Learning, the 
Gramoxone Brand Pesticide Purchase Decision in 
the West Sakra District will be even lower. 

The regression coefficient of Confidence (bR4R) 
which is 0.126 means that if the Motivation, 
Perception, and Learning variable values are zero (0) 
and the Confidence variable (XR4R) has a value of 1, 
the Purchase Decision will increase by 0.126. The 
positive regression coefficient of confidence (bR4R) 
means that the higher the Confidence, the higher the 
Purchasing Decision. Likewise, the lower the 
confidence, the Decision to Purchase Gramoxone 
brand Pesticides in the West Sakra sub-district will 
be even lower. 

The size of the R Square (R P

2
P) of the model is 

0.978, this means that 97.8 percent of the variation 
of the Gramoxone brand Pesticide Purchase Decision 
in the West Sakra district can be explained by 
variations of the two independent variables namely 
Motivation, Perception, Learning, and Belief. While 
the rest is explained by other causes from outside the 
model that are not included in this research model. 
 
Significance Test Results (T-Test) 

To see how the influence of Motivation, 
Perception, Learning, and Confidence in Purchasing 
Decisions of the Gramoxone brand Pesticides in the 
West Sakra sub-district, the t-test was used. From the 
information in Table 3, it can be seen that the 
positive t-count for the Motivation variable is 9.500 
and the positive t-count for the Perception variable is 
4.384, the positive t-count for the Learning variable 
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is 2.096 and the positive t-count for the Confidence 
variable is 2.886. To find answers to existing 

hypotheses, it is necessary to compare t counts with t 
tables. 
 

Table 3. T-test results for the independent variables on the dependent variable 

Variabel Standardized 
Coefficients Beta TRvalue Sig. 

Motivation 0.561 9.500 0.000 
Perception 0.254 4.384 0.000 
Learning 0.036 2.096 0.039 

Confidence 0.121 2.886 0.005 
Dependent Variable: Purchase Decision 

 
By using a 95 percent confidence level where 

a = 5 percent, df (degree freedom) n-k-1 = 90-4-1 = 
85, so the results for t table are 1.988. So because t 
count Motivation, Perception, Learning, and 
Confidence> t-table, it can be concluded that there is 
a significant influence of Motivation, Perception, 
Learning, and Confidence in Purchasing Decisions 
of Gramoxone brand Pesticides in the West Sakra 
District. 

The first hypothesis (HR1R) which states that 
"The higher the Motivation, the higher the 
Purchasing Decision" that has been submitted and 
proven by the results of the t-test shows that 
Motivation has a significant positive effect on 
Purchasing Decisions, meaning that the higher the 
motivation, the higher the Purchasing Decision of 
Gramoxone brand Pesticides in West Sakra sub-
district. Therefore, it can be said that the first 
hypothesis (HR1R) is acceptable. 

The second hypothesis (HR2R) which states that 
"The higher the Perception, the higher the 
Purchasing Decision" that has been submitted and 
proven by the results of the t-test shows that the 
Perception has a significant positive effect on the 
Purchasing Decision, meaning that the higher the 
Perception, the higher the Purchase Decision of the 
Gramoxone brand in West Sakra sub-district. 
Therefore, it can be said that the second hypothesis 
(HR2R) is acceptable. 

The third hypothesis (HR3R) which states that 
"The higher the Learning, the higher the Purchasing 
Decision" that has been submitted and proven by the 
results of the t-test shows that Learning has a 
significant positive effect on Purchasing Decisions, 
meaning that the higher the Learning, the higher the 
Purchasing Decision of Gramoxone brand Pesticides 

in West Sakra sub-district. Therefore, it can be said 
that the third hypothesis (HR3R) is acceptable. 

The fourth hypothesis (HR4R) which states that 
"The higher the Confidence, the higher the 
Purchasing Decision" that has been submitted and 
proven by the results of the t-test shows that the 
Confidence has a significant positive effect on the 
Purchasing Decision, meaning that the higher the 
Confidence, the higher the Purchase Decision of the 
Gramoxone brand in West Sakra sub-district. 
Therefore, it can be said that the fourth hypothesis 
(HR4R) is acceptable. 

 
DISCUSSION 

 
Effect of Motivation on Purchasing Decisions 

The results showed that there was a significant 
effect of motivation on the Gramoxone brand 
Pesticide Purchase Decision in the West Sakra sub-
district. The results of this study are in line with the 
results of research conducted by Iffah (2014) which 
analyzes the effect of consumer motivation on 
pashmina hijab purchasing decisions on members of 
the hijab community in Lamongan. Based on the 
data analysis method used shows that motivation has 
a positive and significant effect on purchasing 
decisions. 

Setiadi (2003) defines consumer motivation as 
a condition within a person that drives an 
individual's desire to carry out activities to achieve a 
goal. Motivation arises because of the needs felt by 
consumers. Own needs arise because consumers feel 
the discomfort between what should be felt and 
actually felt. The perceived needs encourage 
someone to take action to meet those needs. 
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Motivation influences the buying decision 
process by consumers to meet their needs. Namely 
by recognizing needs, looking for information on a 
product or service, and so forth. Therefore, 
motivation is a very important and powerful 
influence in a person. 

If someone has a high motivation for a 
particular product, then he will be motivated to 
behave in control of that product. Conversely, if 
motivation is low, then he will try to avoid the 
product in question. The implication in marketing is 
whether the person is interested in using the product 
or brand offered by the marketing or not. 

Motivation arises because there are needs that 
are felt by consumers. The needs themselves arise 
because consumers feel the discomfort between what 
should be felt and what is actually felt. Motivation is 
formed due to stimuli that come from within a 
person. Stimulation occurs because of the gap 
between what is felt and what should be felt. This 
gap causes motivation, so consumers feel the 
introduction of the need for a product (Sumarwan, 
2004). 
 
Influence of Perception on Purchasing Decisions 

The results showed that there was a significant 
effect of Perception on Gramoxone Brand Pesticide 
Purchasing Decisions in Sakra Barat sub-district. 
The results of this study are in line with the results of 
research conducted by Mimi (2015) and Zahro 
(2015) which states that consumer perceptions of 
product diversity have an influence on purchasing 
decisions. In addition, this study also supports 
theories about the relationship between perceptions 
of product diversity and consumer behavior in 
making purchasing decisions very closely related to 
the sustainability of a company's sales. According to 
Asep (2005:9) the conditions created by the 
availability of goods in varying quantities and types 
that cause a lot of choices in the process of consumer 
spending. Often consumers in the process of 
shopping, the decision was taken to buy an item is 
not previously listed in the shopping item (out of 
purchase list). 

The perception of good quality will encourage 
the decision to use the product. Furthermore, 
considering the perception of consumers can be 
predicted then if the perception of quality is 
negative, the product will not be liked and will not 

last long in the market. Conversely, if the perception 
of customer quality is positive then the product will 
be liked. Perception of the overall quality of a 
product or service can determine the value of the 
product or service and directly influence the 
purchasing decisions of their consumers on the 
product (Durianto, 2004). 

According to Schiffman and Kanuk (2000) 
consumers believe that based on their evaluation of 
product quality will be able to help them to consider 
which product they will use. According to Lindawati 
(2005), some researchers have tried to integrate the 
concept of product quality as the basis for product 
purchases by consumers and a study showed that the 
presence of quality products would lead to higher 
levels of purchase as well. Further in his research, 
Vranesevic (2003) included one of the variables, 
namely the perception of quality in the buying 
process among the alternatives where consumers 
would first perceive a product as a sign of its quality. 
Perception of quality becomes a dominant factor in 
the use of products, the implication is shown in the 
fact that there is a probability of increase through the 
level of purchase and strength in competition. 
 
The Effect of Learning on Purchasing Decisions 

The results showed that there was a significant 
effect of Learning on Purchasing Decisions of 
Gramoxone brand Pesticides in the West Sakra sub-
district. The results of this study are in line with the 
results of research conducted by Wahyuni (2008) 
that consumer learning can be an important reason 
for purchasing and which products customers will 
consider, which in turn will influence customers in 
deciding which products to buy (Durianto, et al, 
2004). In addition, perceived quality is closely 
related to purchasing decisions so that consumer 
learning can make all elements of marketing 
programs effective (Durianto, 2004). 

Consumer learning is a change in behavior that 
occurs as a result of past experience. Lots of 
information that can be received by consumers or 
potential customers will determine whether the 
consumer is interested or not in the products offered. 
The indicators used to measure consumer learning 
are information from advertising media, information 
from family, information from friends, and 
information from other reliable sources. 
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The decision to use Nike products is a careful 
consumer consideration of the product it consumes. 
In addition, the decision to choose consumers relates 
to how much effort the consumer has to look for 
information relating to the product to be consumed. 
Indicators used to measure the decision to choose 
consumers are the desire to try something new, the 
popularity of the product, and recommendations to 
other potential customers. 
 
Effect of Confidence in Purchasing Decisions 

The results showed that there was a significant 
influence of confidence in the decision to purchase 
the Gramoxone brand Pesticides in the West Sakra 
sub-district. This result is in line with the opinion of 
Rangkuty (2002: 40) states that brand recognition is 
a minimum level of brand awareness and helps 
convince consumers that they will get consistent 
quality when buying the product. Introduction to the 
brand is also able to create and add confidence in the 
minds of consumers that a product will provide 
consistent quality. 

According to Russell (in Zuraida and 
Chasanah, 2001) states that consumer confidence in 
certain brands continues to increase if what they 
predict can be explained and illustrated through the 
limitations of other brands. And consumer 
confidence comes from what has been seen or what 
is already known. Based on what has been seen then 
formed an idea or ideas about the nature or 
characteristics of a product. Therefore, the 
manufacturer as far as possible provides correct 
information about the correct product about the 
product being offered. Because it will affect 
consumer confidence. 

Engel (2001:291) says that consumer 
confidence is a subjective form of the relationship 
between two or more products. And this belief is 
based on consumer knowledge of the product. 
Consumer beliefs describe the knowledge possessed 
by consumers about the object, its attributes, as well 
as the benefits available to have (Mowen, 1995: 
285). And the object itself can be a product, person, 
and company. 
 
 

 
 
 

CONCLUSION 
 

From the results of the research and discussion 
above, the conclusions from the research that can be 
drawn are: 
(1) Motivation has a positive and significant effect 
on Purchasing Decisions. This means that the higher 
the motivation, the Purchasing Decision will 
increase in the purchase of Gramoxone brand 
Pesticides in the West Sakra district. 
(2) Perception has a positive and significant effect on 
Purchasing Decisions. This means that the higher the 
perception, the Purchasing Decision will 
increasingly increase the purchase of Gramoxone 
brand Pesticides in the West Sakra district. 
(3) Learning has a positive and significant effect on 
Purchasing Decisions. This means that the more 
learning that is gained, the Purchasing Decision in 
buying Gramoxone brand Pesticides will increase in 
the West Sakra sub-district. 
(4) Confidence has a positive and significant effect 
on Purchasing Decisions. This means that the higher 
the confidence obtained, the higher the Purchasing 
Decision in buying Gramoxone brand Pesticides in 
the West Sakra district. 
 

SUGGESTION 
 

As for some suggestions that can be recommended 
based on the results of the study are as follows: 
(1) Consumer motivation which is classified as 
relatively low lies in "Encouragement to support the 
appearance" so it needs to be input in the form of 
packaging that is more attractive and lists the 
benefits of pesticide products to be used by 
consumers. 
(2) Perception in the minds of consumers who are 
still in the low category is an understanding of the 
popularity of the Gramoxone brand pesticide product 
brand "so that it is necessary to formulate policies to 
increase practical knowledge of users who are still 
dominant in high school so that they can find out the 
benefits of fertilizer for agricultural activities carried 
out. The thing that needs to be done is to do 
promotions often by attaching product brands to 
arable land that specifically uses Gramoxone brand 
pesticide fertilizer products. This method can be said 
is a relatively easy and practical way. 
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RESEARCH LIMITATIONS 
 

The current study was also limited to a sample 
of 90 people. The determined sample is a standard 
sample because it is still below 100 respondents. The 
assumption in determining the sample is that the 
larger the sample the better the variation of the 
model that can be produced. This figure is 
considered by researchers as the smallest number in 
the use of samples. In addition, the research subjects 
focused on only one subject, namely users of the 
Gramoxone brand pesticides without making 
comparisons with other products and users of 
pesticides. 
 

FUTURE RESEARCH DIRECTIONS 
 

For the next researcher, it is highly 
recommended to add the attitude variable as a 
variable that can influence purchasing decisions 
apart from the research variables that have been 
reviewed. Likewise on aspects of research subjects 
that still use a minimum sample size, so it is 
expected that subsequent researchers should take on 
larger respondents. So that in measuring aspects of 
the purchase decision to be more accurate. 
In addition, the next researcher who is interested in 
conducting research on the same topic should look 
for larger and more varied research subjects. In 
addition, each variable item specified by the new 
researcher is sourced from just one author, for 
subsequent researchers it is better to collect more 
variable indicators. This needs to be done so that 
future researchers can find more varied and better 
research results when compared to current research. 
For subsequent researchers who are interested in 
researching the same topic, it is better to look for 
more research subjects with diverse product 
variations as well as more specifically identified 
variables. The next researcher is important to do this 
to find a more accurate reduction results from 
current research. 
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