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ABSTRACT 

This research is motivated by the increasing number of distribution 
businesses in major cities in Indonesia. One of which is the distro districtsides 
semarang. Where Districtsides Semarang Distro is first established distribution 
outlets in the city of Semarang, from time to time we continue to grow and 
develop into the largest in the city of Semarang. In 2009 the number of customers 
or consumers Districtsides distribution has increased compared to 2008. Thus 
increasing the level of sales during the year. And in 2010 is decreased. This 
decline indicates a decrease in the purchasing decisions of consumers about the 
distro Districtsides products. Therefore, the research was carried out to determine 
how the variables that influence the motivation of the consumer, the perception of 
the consumer and the attitude of consumers to purchase decisions. 

After reviewing the literature and formulation of hypotheses, data 
collected through questionnaire method on 100 consumer respondents in 
Semarang Districtsides distribution obtained by using non-probability sampling 
technique. We then conducted an analysis of data obtained by using multiple 
regression analysis. This analysis includes: validity and reliability, the classic 
assumption test, multiple regression analysis, hypothesis testing via the F test and 
t test, and analysis of coefficient of determination (R2). Of the analysis obtained 
by the regression equation: 

Y = 0,431  X1 + 0,241  X2 + 0,404  X3 

Where the purchase decision variable (and), the motivation of consumers 
(X 1), the perception of consumers (X 2), and the attitudes of consumers (X 3). The 
test of hypothesis using the test t showed that the three studied independent 
variables were variables of consumer motivation, the perception of the consumer 
and the attitude of consumers proved to have a positive and significant impact on 
purchasing decisions as dependent variables. Then, through the test of F can be 
seen that well deserved third independent variable to test dependent variable 
purchase decisions. Figures Adjusted R Square of 0.515 indicates that 51.5 per 
cent of the purchase decision variables can be explained by the three independent 
variables in the regression equation. While the rest equal to 48.5 per cent 
explained by other variables outside of the three variables used in this study. 

Keywords: Purchase decisions, the motivations of consumers, the perception of 

                  consumers and consumer attitudes. 

 

 


