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Abstract  

The study intended to identify factors affecting student’s selection of senior high school. The 

study combines qualitative and quantitative approaches. Qualitative approach was used to 

identify variables and quantitative approach was used to group the variables into factors. Forty-

one variables were derived from interview was converted into a 41 items questionnaire.  Using 

exploratory factor analysis with principal factor extraction, six factors are extracted with 22 

remain significant variables. The six factors that contributed to the preference in selecting senior 

high school were variety of school programs, discipline, school environment, academic quality, 

focus on spiritual, sport facilities.  The highest preference in selecting senior high school was 

variety of school programs while the least variance was sport facilities.  No significant difference 

was found between male and female students in selecting senior high school.  

Keywords: Students’ selection, variety of school programs, discipline, school environment, 

academic quality. 

INTRODUCTION 

In essence, if a company can become a market leader through a long struggle in winning 

business competition so that it can control the largest market share; creative innovation; or 

indeed the first party in entering the market with its specific products (Tjiptono, 2015). If in 

order to stay better among the competition, then the company must take three steps that must be 

done, namely: the company must find a way to expand its marketing network based on market 

demand,  take defensive and offensive actions to protect its market share, and trying to increase 

its market share (Kotler, & Keller, 2016). Therefore, the importance of understanding consumer 

desires in laptop products that he wants has become a concern for various education worlds 

ranging from junior high school, junior high school and even to college level. The existence of 

technological developments at this time many people are not far from the existence of laptops in 

every day. Market potential in Indonesia, Acer-produced laptops are laptops with brands that are 

included in a good product class, and are offered at relatively cheap prices when compared to 

competitors, such as HP, Dell, Lenovo; Toshiba, Sony and Compaq. Good image for Acer 

because it is a consumer preference for laptops and supports the value of Acer itself. Acer ranked 

first in the market choice from 2010 to April 2011 with a brand share of 39.2% with a total 

satisfaction score (TSS) of 4.399 can be seen Table 1. 
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Table 1 

Level of Customer Satisfaction Against Laptop Brands 

  
Brand Year 2013 Year 2014 

Brand Share 

(%) 
TSS 

 

 

Acer 1 1 39.20 4.399 

 

 

Toshiba 2 2 16.20 4.246 

 

 

Levono 3 - 3.00 4.145 

 

 

HP 4 7 10.70 4.116 

 

 

Sony 5 6 2.80 4.094 

 

 

Apple 6 3 5.10 4.073 

 

 

Axioo 7 5 3.10 4.015 

 

 

Asus 8 8 3.60 4.005 

 

 

Compaq 9 - 5.20 3.918 

 

 

Dell 10 4 2.70 3.858 

                    Source: Data Processing 2017. 

Top Brand Award is an award given to brands that receive the Top or best title. Top Brand 

Award is given to brands in certain product categories that meet two categories, namely: (1) 

Brands that obtain Top Brand Index minimum of 10%, and (2) Brands that according to survey 

data are in the top three positions in their product categories. Top Brand Index measurement 

using 3 parameters, namely: (1) top of mind awareness, which is based on the brand first 

mentioned by the respondent when the product category is mentioned, (2) last used, which is 

based on the brand that was last used / consumed by respondents and (3) future intention, which 

is based on the brand that you want to use or consume in the future. 

 

Table 2. 

Data Top Brand Index (%) Laptop Category for 2011 – 2014 

 
Brand Year 2011 Year 2012 Year 2013 Year 2014 

 

Acer 42.1 41.60 39.30 40.20 

 

Asus 3.00 6.90 9.40 11.00 

 

Lenovo 2.50 3.40 3.70 7.00 

 

Toshiba 15.90 14.60 13.60 12.10 

 

Dell 2.20 3.50 3.50 3.60 

Source: Data Processing 2017. 

 

Based on Table 2 it can be seen that Toshiba laptops experienced a significant decrease from 

2011 to 2014, namely in 2011 its market share of 15.90% decreased to 12.10% in 2014. While 

those experiencing an increase in market share were Asus and Lenovo laptops, but the one that 

experienced a significant increase was the Lenovo laptop in 2011 with a market share of only 

2.5%, an increase to 7.0% in 2014. Its main competitor Acer remains a market leader in 2014. 
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LITERATURE REVIEW 
Purchasing Decisions:According to Rachmayanti&Ady (2018) the broad process of purchasing 

decisions is the most complete type of decision making. Starting from the introduction of 

consumer problems that can be solved through the purchase of several products. Whereas 

(Schiffman &Kanuk, 2007; Kotler & Keller, 2016: 195; Harahap, 2015; Oladepo& Abimbola, 

2015) the purchasing decisions is the selection of two or more alternative decision choices, 

meaning that a person can make a decision and there must be several alternative choices. 

Purchasing decision decisions for everyone is basically the same, it's just that all of these 

processes are not carried out by consumers (Sumiati, 2014). While Ansah (2017) consumers 

form the intention to buy the most preferred brand.The purchasing decisions will be made when 

the consumer has chosen a product that fits their needs (Putra, et al., 2017). 

 

Product Design: According to Rachman & Santoso (2015), product design can be defined as 

idea generation, concept development, testing and implementation of goods or services. Research 

on product design carried out by (Poturak, 2014)results in product design having a positive 

influence on purchasing decisions. A good design reflects the usefulness and appearance of the 

product. A good designer considers external forms but also creates products that are easy, safe, 

inexpensive for use and services, easy and economical to produce and distribute (Kotler & 

Armstrong (2016: 276). 

 

Brand Image: According to Li, et al. (2011) there has been general agreement that brands at 

least some brand do have images. But other opinion of (Kotler & Armstrong, 2014: 257; 

Prasetyo&Purwatini, 2017) a brand is a name, term, sign, symbol, design, or a combination of 

these, that identifies the products or services of a seller of groups of sellers and differentiates 

them from those of competitors. Bastian (2014) brand image is a hidden vision and trust in the 

minds of consumers and at the same time an example of an association that is remembered by 

consumers. According to (Tjiptono, 2015: 105; Kotler & Armstrong, 2016: 227; Kotler & Keller, 

2016: 263) brand image is the perception or response from the community to the company or the 

product of the company.Malik, et al. (2013) as brand image is playing an important role in any 

business to make it successful therefore the core purpose of this study is to explore the impact of 

brand image on consumer buying behavior. The company hopes that consumers will buy 

products because of the specific brand messages and products (Suwarni, et al., 2017) Results of 

the study (Dharma &Sukaatmaja, 2015; Larasati, et al., 2013) brand image has a positive effect 

on purchasing decisions. 

 

Product Quality: According to Kotler & Armstrong (2016: 223) the quality of the product is 

how the product has a value that can satisfy consumers both physically and psychologically 

which refers to the attributes or traits that contain the nature of an item or result. Supriyadi, et al. 

(2016) the quality of the product in question is an understanding that the product offered has 

more selling value that is not owned by a competitor's product, therefore the company tries to 

focus on the quality of its products and compare it with the products offered by competing 

companies. One of the advantages of this competition is mainly the quality of products that can 
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meet consumer desires (Fure, et al., 2015). Research conducted by (Alfred, 2013; Wulansari, 

2013) product quality has a positive influence on consumer purchasing decisions. 

 

Analysis Model 

The concept from the above framework can be collided into the model in Figure 1below: 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1. Analysis Model 

Source: Data Processing 2017 

 

RESEARCH METHODS 

 

Population: According to Ferdinand (2006), the population is a combination of all elements in 

the form of events, things or people who have similar characteristics that are the center of 

attention of a researcher because it is seen as a research universe. In this study the population is 

all consumers there are 50 consumers. 

 

Sample:  According to Ferdinand (2006), the sample is part of the population, consisting of 

several members of the population. In determining the sample researchers determine for 

consumers who have bought a laptop product is 50 consumers. Therefore the population used is 

the same as the number of samples, so the sampling technique is a census because the number of 

population and the same sample is 50 respondents. 

Method of Collecting Data: Respondents were asked to answer the research instruments in the 

form of closed questions by selecting one answer from the answers provided in each question. In 

the research instrument given to respondents using a Likert scale with a 1-5 scale in answering 

the questions given. 
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Validity Test: According to Ghozali (2011), validity testing is used to measure the validity or 

validity of a research instrument. A research instrument is said to be valid if the question or 

statement on the instrument is able to reveal something that will be measured by the instrument. 

The level of validity can be obtained by comparing (Pearson correlation value with a significant 

level) and if the significant value is <0.05, then the measuring instrument is declared valid. 

 

Reliability Test: A scale or instrument for measuring data and data produced is reliable or 

reliable if the instrument consistently raises the same results every time it takes measurements 

(Ferdinand, 2011). A construct or variable is said to be reliable if it gives the value of Cronbach 

Alpha > 0.60 (Ghozali, 2011) 

 

RESULT AND DISCUSSION 

In this study, it is necessary to describe the characteristics of respondents, to find out the 

characteristics of the respondent, then it is collated in Table 3 below: 

 

Table 3 
      Characteristics of Respondents by Gender  

Attribute Category Number Percentage 

(%) 

Gender 
Male 36 72 

Female 14 28 

Total 50 100 

Source: Data Processing 2017. 

 

Validity Test : An instrument is said to be valid (valid) if all statements in a research instrument 

are able to express something that will be measured by research instruments or questionnaires. 

The criteria of the instrument are declared valid if the correlation value (pearson correlation) is 

positive, and the significance value is < 0.05. The test was carried out using the SPSS version 

21.0 statistical program. Based on the analysis carried out, the results of validity testing can be 

shown in Table 4 
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Table 4 

Validity Test Results 

Variable Indicator 
Pearson 

Correlation 
Sig. Remarks 

Product 

Design (X1) 

X1.1 0.603 0.000 valid 

X1.2 0.623 0.000 valid 

X1.3 0.619 0.000 valid 

Brand Image 

(X2) 

X2.1 0.654 0.001 valid 

X2.2 0.636 0.000 valid 

X2.3 0.610 0.000 valid 

Product 

Quality 

(X3) 

X3.1 0.651 0.000 valid 

X3.2 0.636 0.003 valid 

X3.3 0.620 0.012 valid 

Purchasing 

Decisions 

(Y) 

Y1 0.651 0.000 valid 

Y2 0.517 0.000 valid 

Y3 0.450 0.000 valid 

Source: Data Processing 2017. 

 

Based on the results of the validity test of 30 respondents, all items of statements or questions 

for all variables (X1), (X2), (X3), and (Y) results are valid because the item has a significance 

value < 0.05 which means that all statements can measure what you want to measure. 

 

Reliability Test: To test the reliability of the instrument, each variable (X1), (X2), (X3) and 

(Y) can be analyzed using SPSS version 21.0, the results see Table 5. 
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Table 5 

Reliability Test Results 

Variable 
Indic

ator 

Cornbrash’

s Alpha If 

Deleted 

Cornbras

h’s Alpha. 
Remarks 

Product Design  

(X1) 

 

X1.1 0.704  

0.706 

reliable 

X1.2 0.686 reliable 

X1.2 0.696 reliable 

Brand Image 

(X2) 

 

X2.1 0.696 

0.723 

reliable 

X2.2 0.707 reliable 

X2.3 0.721 reliable 

 

Product Quality 

(X3) 

X3.1 0.586 

0.657 

reliable 

X3.2 0.621 reliable 

X3.3 0.656 reliable 

Purchasing 

Decisions 

(Y) 

Y1 0.717 

0.718 

reliable 

Y2 0.698 reliable 

Y3 0.699 reliable 

Source: Data Processing 2017. 

 

Based on the results of the reliability test in Table 5 of 30 respondents, the result is that all 

indicators are declared reliable. 

 

Results of Multiple Linear Regression Analysis: From the results of multiple linear regression 

analysis that will be calculated here is to determine the standard value of the regression 

coefficient that is owned by the independent variable to determine the level of significance of the 

dependent variable. The results obtained from the analysis using SPSS version 21.0 can be seen 

in Table 6 below: 
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Table 6 

Results of Multiple Linear Regression Analysis 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

B Std. Error Beta 

1 

(Constant) .133 .523  

X1 .305 .084 .387 

X2 .228 .072 .308 

X3 .459 .119 .414 

a. Dependent Variable: 

 

From the regression results obtained, it can be made the regression equation as follows: 

 

 Y = a + b1X1 + b2X2 + b3X3 + e 

  Y = 0.133 + 0.305 X1 + 0.228 X2 + 0.459 X3 + e 

 

The regression coefficient a has a value of 8.931, this shows that if a has decreased by 

one unit, then the Purchasing Decision (Y) will increase by 0.133. Regression coefficient of 

Product Design (X1) has a value of 0.305 this indicates that if the Product Design variable (X1) 

has an increase of one unit, then the Purchase Decision (Y) will increase by 0.305. Regression 

coefficient of Brand Image (X2) has a value of 228, this shows that if the Brand Image variable 

(X2) has an increase of one unit, then the Purchasing Decisions (Y) will increase by 0.228. 

Regression Coefficient of Product Quality (X3) has a value of 0.459, this indicates that if the 

Product Quality variable (X3) has an increase of one unit, then the Purchasing Decisions (Y) will 

increase by 0.459. 

 

Hypothesis Testing: Research hypothesis this is done by testing both simultaneously (F test) 

and partially(t test):  

F test (Simultaneous Test): to find out whether the independent variables are Product Design 

(X1), Brand Image (X2), Product Quality (X3) have a significant effect on the dependent 

variable namely Purchasing Decisions (Y), then the F test is tested. The results of the F test for 

Product Design (X1), Brand Image (X2), Product Quality (X3) on the Purchasing Decisions (Y) 

can be seen in the results in Table 7. The following: 
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Table 7 

F Test Analysis 

ANOVAb 

 

Model Sum of 

Squares 

df Mean Square F Sig. 

1 

Regression 3.334 3 1.111 20.301 .000b 

Residual 2.518 46 .055   

Total 5.852 49    

a. Dependent Variable: Y 

                     Source: SPSS Analysis Results 

 

Data distribution for independent variables with a significance value of 0.000 < 0.05, it can be 

concluded that the independent variable (X) has a simultaneous influence on Purchasing 

Decisions (Y). 

 

t test (Partial Testing):  Partial testing (t test) in this study was used to determine the effect of 

the independent variables of Product Design (X1), Brand Image (X2), and Product Quality (X3), 

on Purchase Decisions (Y). The results of the t test of the dependent variable can be seen in the 

results in Table 8 below:   

  Table 8 

         t Test Analysis 

Coefficients a 

 

Model Unstandardized 

Coefficients 

Standardize

d 

Coefficients 

t Sig. 

B Std. Error Beta 

1 

(Constant) .133 .523  .255 .799 

X1 .305 .084 .387 
3.60

9 
.001 

X2 .228 .072 .308 
3.17

4 
.003 

X3 .459 .119 .414 
3.86

7 
.000 

a. Dependent Variable: Y 

                      Source: SPSS Analysis Results 

 

Based on Table 8 can be explained as follows: 
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[1] Product Design (X1) with a value of t = 3.609 and a significance value of 0.001 < 0.05, it 

can be explained that the Product Design variable (X1) has a significant influence on 

Purchasing Decisions (Y). 

[2] Brand Image (X2) with a value of t = 3.174 and a significance value of 0.003, < 0.05, it 

can be explained that the Brand Image variable (X2) has a significant influence on 

Purchasing Decisions (Y). 

[3] Product Quality (X3) with a value of t = 3.867 and a significance value of 0.000 < 0.05, it 

can be explained that the Product Quality variable (X3) has a significant influence on 

Purchasing Decisions (Y). 

 

Results of Analysis of Determination Coefficient:  The coefficient of determination (R2) in the 

study was used to measure and identify how strong the influence of Product Design, Brand 

Image, and Product Quality had  a positive influence on Purchasing Decisions (Y). For more 

details, see Table 9. below: 

 

Table 9 
Determination Coefficient Analysis Results (R2) 

   Model Summary 

 Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

1 
.755

a 
.570 .542 .23397 

a. Predictors: (Constant), X3, X2, X1 

Source: SPSS Analysis Results 

                Based on the results of calculations with the help of the SPSS program, it can be seen 

that the R2 obtained is equal to 0.570 or 57%. This number means that the Purchasing Decisions 

is influenced by Product Design (X1), Brand Image (X2), and Product Quality (X3) factor of 

57%, while the remaining 43% is influenced by other factors or variables outside this research. 

 

CONCLUSION 

     Conclusion: Based on the results of the analysis and discussion, it can be concluded as follows: 

[1] Based on the results of the analysis and discussion that product design variables 

significantly influence laptop purchasing decisions, the effect is quite dominant when 

compared with the brand image variable. 

[2] Based on the results of the analysis and discussion that the brand image variable has a 

significant effect  on the purchase decision of the laptop, the effect is not dominant 

when compared to the brand image and product quality variables. 
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[3] Then the results of the analysis and discussion show that the product quality variable in 

addition to significantly influencing the purchase decision but also has the most 

dominant influence among other researched variables such as product design variables 

and brand image. 

[4] While the results of the analysis and discussion that the product design variables, brand 

image and product quality simultaneously or together have a significant effect on laptop 

purchasing decisions. 

 

Suggestion: Based on the results of the conclusions that have been stated, then the suggestions 

in this study are: 

[1] In relation to the results of the analysis and discussion, that the product design variable 

has a fairly dominant influence, the researcher gives advice to a distributor of laptop, at 

least the product design can be maintained and or add another brand by prioritizing the 

design factors. 

[2] Based on the results of the analysis and discussion, that the brand image variable has the 

lowest influence compared to other variables studied, so the researcher suggests to be a 

distributor of laptop items sales can increase the brand image and one of the alternatives 

is promotion media. 

[3] It is necessary to maintain the product quality variable, because all consumers have 

provided statements and the average response is that the quality of the product is stated 

to be very dominant (the results of multiple regression analysis). 

 

Future Research: Based on the conclusions and suggestions above, then to further optimize 

the business / business of laptop brans some suggestions or further research include: 

[1] Further research is needed to examine other variables that have not been studied, among 

others, variables: service quality, price whether it is competitive, aspects of promotion, 

display design of goods, location factors (easy to reach, parking, etc.) 

[2] Conducting forecasting to determine demand, market share and growth of new players 

(new competitors). 

[3] Increase cooperation with the Education sector, Government Environment and Industrial / 

Office Environment. 
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