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Analysis of Marketing Mix on the Buying Interest of 3 Kg LPG Gas Tubes in Jenne maeja Ponrang Selatan District, Luwu
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Abstract
This study aims to examine the extent of the relationship of Marketing Mix (Product, Price, Promotion, and Distribution) to buying interest in Patimasang Base.
To obtain the data needed for this study, the authors used data collectiontechniques namely observation, documentation, and questionnaires. In the sampling technique used in this study was Simple Random Sampling. The sample of this research is consumers who will be the object of 30 respondents. To process and analyze data, the author uses the help of Multiple Linear Regression Analysis Statistics which is used to find out the relationship patterns that reveal the interrelation of the independent variable and the dependent variable.
Based on the results of the regression analysis, it was found that the product andprice had an effect on buying interest because the cofficient of both was large, namely0,294 and 0,223 respectively, meaning that Ho was rejected, thus the two variables did have a significant relationship to purchase intetion. This is because the coefficients of both are small, namely 032 and 177, meaning that Ho is accepted, thusthe two variabels really do not have a significant relationship to buying interest.
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Abstrak 
Penelitian ini bertujuan untuk mengkaji sejauh mana hubungan bauran pemasaran (Produk, Harga, Promosi, dan Distribusi) dengan minat beli di Patimasang Base.
Untuk mendapatkan data yang dibutuhkan untuk penelitian ini, penulis menggunakan teknik pengumpulan data yaitu observasi, dokumentasi, dan kuesioner. Dalam teknik pengambilan sampel yang digunakan dalam penelitian ini adalah Simple Random Sampling. Sampel penelitian ini adalah konsumen yang akan menjadi objek dari 30 responden. Untuk mengolah dan menganalisis data, penulis menggunakan bantuan Statistik Analisis Regresi Linier Berganda yang digunakan untuk mengetahui pola hubungan yang mengungkapkan keterkaitan variabel independen dan variabel dependen.
Berdasarkan hasil analisis regresi, ditemukan bahwa produk dan harga berpengaruh terhadap minat beli karena cofficient keduanya besar, yaitu masing-masing 0.294 dan 0.223, artinya Ho ditolak, sehingga kedua variabel tersebut memang memiliki hubungan yang signifikan dengan intetion pembelian. Hal ini dikarenakan koefisien keduanya kecil, yaitu 032 dan 177, artinya Ho diterima, sehingga kedua variabel tersebut benar-benar tidak memiliki hubungan yang signifikan dengan bunga beli.

Kata kunci: Produk, Harga, Promosi, Distribusi, Minat Pembelian
1. INTRODUCTION 
The business world demands a marketing role that can support the progress of business ventures. The progress or retreat of a business will be largely determined by the success of the business marketing activity, because marketing activities are business activities that are directly related to the wider community (customers). The importance of the marketing role in question does not mean that it excludes the role of other parts of the business, because all activities are a whole unit in business. Marketing activities are always present in every business, both profit-oriented businesses and social enterprises. It's just that some marketing actors do not or do not understand marketing science, but in fact they have done marketing efforts. This happens because marketers have never learned or have never even listened to marketing words. In carrying out marketing activities, a company has several goals to be achieved, both short-term goals and long-term goals. In the short term it is usually to capture the hearts of consumers especially for newly launched products. Meanwhile, in the long term, it is carried out to maintain existing products to continue to exist. In general, understanding the concept of marketing strategy, it is necessary to introduce an understanding of the concept of marketing strategy. Facing competition in getting customer, Patimasang  Liquefied Petroleum Gas (LPG) base in Luwu Regency without any action in a business in the form of hard work with suitable marketing in increasing the number of customers. Marketing is the main key to an entrepreneur's success in reaching customers for success. Kotler (2009:24) explains that the mix strategy is a way out of its correlation activity with goods to obtain profits. Through a marketing strategy using the concept of a marketing mix strategy, Pangkalan Patimasang Liquefied Petroleum Gas (LPG) is able to develop its vision, mission and objectives in order to foster customer trust and loyalty offered to customers. In the competition demands that every marketing company choose and execute an effective and efficient strategy because many other Liquefied Petroleum Gas (LPG) agents market products of the same type. In general, all companies aim to get optimal profits. Failure to carry out marketing activities will have fatal consequences for the company, therefore every company must be able to follow technological developments in order to expand the market area. Jenne Maeja community is one of the areas in ponrang- selatan district of Luwu Regency which has been affected by modernization with the emergence of modern digital-based technology stimulating and stimulating people to tend to use Liquefied Petroleum Gas (LPG). The object of this study is Jenne Maeja Village, which consists of Pangkalan Patimasang, Pangkalan Rusdi, and Pangkalan Nurdin. The existence of the gas business is very determined by how much marketing activities are carried out in attracting consumers who can offer products at reasonable prices, strategic location, fast service process, friendly, skilled, and competitive human resources, comfortable rooms with complete facilities, reliable information today that increases the interest in buying bases Patimasang promotes to the public about the use of 3 kg Liquefied Petroleum Gas (LPG) cylinders to reduce accidents using 3 kg Liquefied Petroleum Gas (LPG) cylinders. This program aims to provide understanding to residents, so that people do not worry about using gas with a record, must follow good steps to choose a good tube, and use accessories according to national standards.
From the preliminary survey, it is known that recently the number of sales of Liquefied Petroleum Gas (LPG) 3 kg in Pangkalan Patimasang, Pangkalan Rusdi, and Pangkalan Nurdin from January to May 2020 may increase as in table 1.1 below.

Table 1
Liquefied Petroleum Gas (LPG) Sales Amount for January-May 2020
	No.
	Base Name
	Sales in 3 Months

	1.
	Patimasang
	6.400

	2.
	Rusdi
	1.600

	3.
	Dewa
	360



The total population in Jenne Maeja Village is 376 households, from the data it is known that almost 90% use 3 kg LPG gas cylinders. From users of Liquefied Petroleum Gas (LPG) Tubes. Users of 70% Liquefied Petroleum Gas (LPG) cylinders buy at the Patimasang base, 50% at the Rusdi base, 20% at the Dewa base.
Marketing mix is a very important combination that must be used to sell products from the company. Consumer loyalty, consumer satisfaction, consumer buying interest and many more things arising from the strategic implementation of a company's marketing mix. A good product strategy, the right price, consistent distribution and attractive promotions are all things to consider in selling the product. Without the right marketing mix strategy, the company will find it difficult to survive. With a marketing mix strategy, we can take approaches that can help the company to achieve its goals. Thus, the author took the title of the thesis "Marketing Mix Analysis Of Interest In Buying 3 Kg Lpg Gas Cylinders In Jenne Maeja Village, South Ponrang District, Luwu Regency".

2. LITERATURE REVIEW 
Definition of marketing
Kotler (2009:201) argues that marketing is a social and managerial process in which individuals and groups get what they need and want by creating, offering, and exchanging valuable products with others. This understanding shows that marketing contains social aspects both individually and in groups to meet their needs and desires, as a result of these wants and needs, an interaction is created called a transaction of exchange of goods and services. The goal is how to meet the wants and needs of customers both towards individuals and groups.
Marketing Mix
Marketing mix is a combination of variables or activities that are at the core of a marketing system. This means that the marketing mix is a collection of variables that companies can use to influence consumer responses. So that with the variables used by the company, it will create a combination that provides maximum results. In addition, the marketing mix also has the meaning of a collection of tools Marketing controlled tactics that the company combines to produce the response it wants in the target market. The marketing mix consists of all the things a company can do to influence the demand for its products.
Marketing Mix Strategy
Sumarni (2003:21) gives the definition of price, which is the amount of money needed and used to obtain a number of combinations of products and services. Price is a measuring instrument expressed in the form of money to obtain or own a good or service. Selling price is the only element of the marketing mix that results in making purchasing decisions, while the other element indicates cost.
Private (2005:147) posits that price is the amount of money needed to obtain a certain amount of product or service. Things that need to be considered in setting prices are costs, profit from the practice and changes in market desires. The amount of money spent on obtaining or owning an item is determined by an agreement between the buyer and the seller himself. The purpose of product pricing is to get maximum profit, get net purchase decision making, prevent or reduce competition and maintain or improve market prices. Companies must be wise in setting the price of a good or service because this variable is one of the determinants for its market demand.
Buying Interest
Buying interest is the feeling of making a purchase that arises. Pre-purchase activities, can be tangible to find out what is needed on the goods and their adequacy. Gunarso (2008), means that interest is something personal and related to attitudes, individuals who are interested in an object will have the strength or drive to carry out a series of behaviors to approach or obtain the object.
According to Chaplin (2005), saying that interest is an eternal brushing, its attention and the selection of objects that are of interest to its personality. According to Suntara (2008) buying interest is the concentration of attention to something that is accompanied by a feeling of pleasure towards the item, then the individual's interest causes desire so that a convincing feeling arises that the item is by paying or exchanging it for money.
Buying interest is a stage of the occurrence of the decision to buy a product. Hypotesis Based on the formulation of the problem, the purpose of the study and the description above, the hypotheses proposed in this study are:
H1 = It is suspected that the product has an influence on the purchase interest of 3 kg Liquefied Petroleum Gas (LPG) gas at the Patimasang base.
H2 = It is suspected that the price of the bepengaruh on the purchasing interest of 3 kg Liquefied Petroleum Gas (LPG) gas at the Patimasang base.
H3 = It is suspected that the promotion has an effect on the interest in buying gas liquefied Petroleum Gas (LPG) 3 kg at Patimasang base.
H4 = It is suspected that the distribution of bepengaruh on the interest in buying gas liquefied Petroleum Gas (LPG) 3 kg at Patimasang base.
H5 = It is suspected that the marketing mix has an influence on the interest in buying gas liquefied petroleum Gas (LPG) 3 kg at Patimasang base.

3. RESEARCH METHODS
This assessment uses a descriptive analysis assessment design, which is a research method that is carried out, with a description of an objective condition, with the assessment method used in solving the problem faced.
This research was processed using multiple linear regression analysis which is the values of changes that can be expressed in numbers. (Sugiyono, 2014: 23), In quantitative research, researchers usually perform a variable using research instruments. Based on the explanation above, the collection of daa from the field, which was originally arranged with a grid of instruments, was explained and then analyzed, and concluded, thus in this study did not change the situation and conditions as they are without manipulation. However, it only describes the situation as it is about the Marketing Mix Analysis of Buying Interest in 3kg Liquefied Petroleum Gas (LPG).

4. RESULTS AND DISCUSSION
Result
Multiple linear regression analysis
Hypothesis testing in this study used multiple linear regression, in testing the extent of the relationship between product variables, price, promotion and distribution to the buying interest of Liquefied Petroleum Gas (LPG) in patimasang base. Data processing using the help of the SPSS version 12 for windows program based on the primary data obtained.

Table 2
Regression Equation
	
Model
	Unstandardized Coefficients
	Standardized Coefficients
	

T
	

Sig

	
	B
	Std. Error
	Beta
	
	

	1 (Constant)
	.820
	.393
	
	2.086
	.040

	Produk
	.294
	.099
	.298
	2.952
	.004

	Harga
	.223
	.103
	.238
	2.165
	.033

	Promosi
	.032
	.086
	.038
	.371
	.712

	Distribusi
	.177
	.118
	.151
	1.503
	.138



From table 4.10, it can be seen that the results of the regression analysis obtained regression coefficients, namely the variables X1 294, X2 223, X3 0.32 and X4 177 with a constant of 820 so that the regression equation model obtained is as follows:
Y = 0.820 + 0.294 X1 + 0.223 X2 + 0.032 X3 + 0.177 X4
Y : Buying interest 
X1: Product
X2 : Price
X3 :Promotion X4:Distribution
e : Residual variables
Based on the equation of multiple linear regression obtained variables affecting buying interest, described as follows:
The constant 0.0820 (B) expresses if the variables are independent (production, price, promotion, and distribution).
The regression coefficient of 0.294 production (X1) states that there is an increase in buying interest.
The regression coefficient of 0.223 price (X2) is stated that there is an increase in buying interest.
The regression coefficient of 0.032 promotion (X3) states that there is an increase in buying interest.
The regression coefficient of 0.177 distribution (X4) states that there is an increase in buying interest.

Discussion
In this discussion, the author will explain the data that has been processed based on the validity test results of all questionnaire questions declared valid. It is indicated by the value of r count > r table. The results of the reability test of all questions obtained a reability of > 0.6, then all questions in the questionnaire were declared reliable. The t test or partial test that is carried out on each variable is obtained t calculate the product variable, the promotional price is obtained t calculate > t table, partially affecting the buying interest. While t calculate the promotion and distribution variables obtained t calculate < t table, so that the promotion variables and prices partially have no effect on buying interest. Meanwhile, t calculate the promotion variable and the price partially has no effect on buying interest. Test F or simultaneous test on all independent variables obtained F count > F table. So that the product variables (X1), price (X2), promotion (X3), and distribution (X4) together affect buying interest (Y). From the multiple analysis, a constant of 820 was obtained stating that the patimasang base agent uses product, price, promotion, and distribution variables as an indicator of marketing mix of buying interest.
The strategy for the product can be developed by looking at the attributes studied. Marketing Mix is a means of sprinkling method to influence consumer responses from certain business segments that are right from the marketing mix so that the needs of consumers can be satisfactorily met. From the research above, it can be seen that product attributes, prices, promotions, and Distribution (marketing mix) is related to buying interest to buy Liquefied Petroleum Gas (LPG) at the Patimasang base. The better the quality of a product, of course, it will affect consumers' interest in buying Liquefied Petroleum Gas (LPG). Likewise with other variables, namely product, price, promotion, and distribution. Consumers will be attracted to low prices but good products, and consumers will also be happy with attractive promotions and affordable places.
Another thing that affects consumers' interest in buying Liquefied Petroleum Gas (LPG) at the Patimasang base is how much promotion the Patimasang base does introduce to people or the community. The greater the promotion, the greater the interest of consumers to buy Liquefied Petroleum Gas (LPG).



Relationship of Product Variables (X) to Buying Interest (Y)
Based on multiple linear regression analysis, the results were obtained that the product affects the buying interest in the patimasang base. That t calculate the product variable of (2952 > t table (2,048), then Ho is rejected and H1 is accepted. On the basis of the decision if t count > t the table then Ho is rejected and Ha is accepted with the results of the analysis of the value of the variable of significant level 0.05. This means that product variables affect the variables of buying interest. Product variable regression coefficient 294.
Relationship of Price Variables (X) to Buying Interest (Y)
Based on multiple linear regression analysis, the result was obtained that the price affects the buying interest in the patimasang base. That t count variable price of (2,165 > t table (2,048), then Ho is rejected and H1 is accepted. On the basis of the decision if t calculate > t table, Ho is rejected and Ha is accepted with the results of the analysis of the value of the variable of significant level 0.05.This means that the price variable affects the variable of buying interest. Price variable regression coefficient 223.
Relationship of Promotion Variables (X) to Buying Interest (Y)
Based on multiple linear regression analysis, the result was obtained that the distribution had no effect on buying interest in the patimasang base. That t count the promotion variable of 371 < t table 2,048, then Ho is accepted and H1 is rejected. On the basis of the decision if t count < t table then Ho is accepted and Ha is rejected with the results of the analysis of the value of a significant level variable of 0.05. This means that the promotion variable has no effect on the buying interest variable. Regression coefficient of promotion variable 032.
Relationship of Distribution Variables (X) to Buying Interest (Y)
Based on multiple linear regression analysis, the result was obtained that the distribution had no effect on buying interest in the patimasang base. That t calculate the distribution variable of 1503 < t table 2.048, then Ho is accepted and H1 is rejected. On the basis of the decision if t count < t table then Ho is accepted and Ha is rejected with the results of the analysis of the value of a significant level variable of 0.05. This means that the promotion variable has no effect on the buying interest variable. Variable regression coefficient of distribution 177.
5. CONCLUSION
The product has a positive relationship with consumers' buying interest in the patimasang base. This suggests that the count (2952) > t table (2,048). With a significant 0.004, the better the product, the better the consumer's buying interest in the patimasang base.
Price has a positive relationship with consumers' buying interest in the patimasang base. This suggests that then t count (2,165) > t table (2,048). With a significant 0.33. The better the price offered, the better the consumer's buying interest in the patimasang base.
Promotion does not have a positive relationship with consumers' buying interest in the patimasang base. This shows that the count (371) < t table (2,048). With significant 712.The better the promotions carried out, the better the consumer's buying interest in the patimasang base.
Distribution has no effect on consumers' buying interest in the patimasang base. This shows that the count (1503) < t table (2,048). With a significant 136. The existence of a strategic patimasang base location so as to attract consumers' buying interest.
Simultaneous marketing mix (f test) on buying interest because the variables of product, price, promotion and distribution have a significant relationship with buying interest.
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