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Sales volume is the final result achieved by the company from product sales
made by the sales department. Sales volume is calculated based on the assumed
target with the realization achieved. Sales volume does not separate in cash or
credit, but is calculated as a whole from the total achieved. So if the sales
volume increases and distribution costs decrease, the company's profit
achievement level increases. On the other hand, if the sales volume decreases,
the company's profit will decrease. This study aims to determine the effect of
brand, product quality and price on sales volume. This research was conducted
at the Samana Mart Store. Data collection techniques using a questionnaire,
with a sampling technique to 94 consumers. Data analysis used research
instrument test, classical assumption test, multiple linear regression test,
determination test and significance test with t test. The results show that the
brand has a significant effect on sales volume where the more famous the brand
at the Samana Mart Store, the higher the sales volume. The results of the second
study, product quality has a significant effect on sales volume, the better the
quality of the products owned by the Samana Mart Store, the higher the sales
volume. Furthermore, the final result, price has a significant effect on volume,
so it can be said that the higher the price, the more competitive the prices

offered by Samana Mart Stores, the higher the sales volume.

1. INTRODUCTION

In order to be able to survive in the midst of competitive competition like today, the company
must be able to analyze the existing market share (Machfoedz, 2013; Usmara, 2008). Marketers must look
further into the various factors that influence buyers and develop an understanding of how consumers
make purchasing decisions (Kotler & Keller, 2012; Mukiira et al, 2017; Oeyono, 2013). Specifically,
marketing must identify the people who make the buying decisions, and the steps in the buying process.
Problem recognition, information search, evaluation of alternatives, purchase decisions, behavior after
purchase are the stages of consumers deciding to purchase (Anderson et al, 2000; Rachbini, 2018).
Increased consumer decisions to purchase a product will also have an impact on increasing sales volume.
Sales volume is net sales from the company's profit report (Syaputra, 2020). Net sales are obtained
through the sale of all products (product lines) for a certain period of time and sales results achieved from
market share, which is potential sales which can consist of groups of buyers for a certain period of time
(Ella etal., 2020).

One of the factors that can determine the increase in sales is the brand. A brand is a name or
symbol that aims to distinguish and identify the goods or services of one seller or group of sellers who are
their competitors (Lenggogeni & Ferdinand, 2016; Plumeyer et al,, 2019). A brand is a name, term, sign,
symbol, or design or a combination of these, which aims to identify the goods and services of a group of
sellers and to differentiate their products from those of competitors (Dewi & Suprapti, 2018; Wardani &
Wibowo, 2017). Besides being influenced by the brand, sales volume is also influenced by product quality.
To be able to meet the tastes of the community, the company is required to be able to produce goods of
value and quality. Products have an important meaning for companies because without products,
companies will not be able to do anything from their business. Buyers will buy products if they feel
suitable, therefore products must be adjusted to the wishes or needs of buyers so that product marketing
is successful. In other words, the manufacture of products is better oriented to market desires or
consumer tastes. A product is anything that can be offered to a market for attention, purchase, use, or
consumption that can satisfy a want or need (Kotler & Amstrong, 2015).
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Previous study found that product quality has an effect on sales volume (Mokalu & Tumbel,
2015). Another study also found that product quality had a significant effect on sales volume (Ummu &
Sumiati, 2016). Apart from being influenced by brand and product quality, sales volume is also influenced
by price. Today there are many products on the market and provide an opportunity for consumers to be
able to choose good goods according to what consumers are interested in, and of course at an affordable
price. Price here is one element of the marketing mix that is very strategic towards increasing sales
volume, especially to face competition between companies that produce similar products. The price is the
amount of money (plus some goods if possible) needed to get a number of combinations of goods and
services (Kukar-Kinney et al., 2012; Sumiati & Mujanah, 2018). This research was conducted at the
Samana Mart Store. Along with increasing consumer demand, now many companies are starting to
innovate both in terms of quality and price. In order for the goals set by the company to be achieved
properly, the company must design and implement an integrated marketing strategy. Various strategies
that have been carried out by the company include maintaining customer loyalty to the brand,
maintaining product quality and pricing strategies. Based on the data obtained by researchers at the
Samana Mart Store, the sales data of the Samana Mart Store for the last 5 years is shown in Table 1.

Table 1. Sales Tables Samana Mart Store 2016 to 2020

Year Total Sales (Rp) Percentage (%)

2016 1,125,570,000

2017 1,013,446,000 -9.96

2018 1,004,522,100 -0.88

2019 990,578,000 -1.39

2020 1,021,450,000 3.12
Total 5,155,566,100 -9.11

Average 1,031,113,220 -2.28

Based on the data in Table 1, it can be explained that the sales level of Samana Mart Stores for the
last 5 years, namely from 2016-2020 has fluctuated or fluctuated. Average sales for the last 5 years have
decreased by an average of 2.28% each year. Many factors cause a decline in sales, including competitors
offering the same product at a lower price with the same quality. In addition, the decline in sales was also
due to consumer tastes, substitutes and the image of the company. Sales volume is the final result
achieved by the company from product sales made by the sales department. Sales volume is calculated
based on the assumed target with the realization achieved. Sales volume does not separate in cash or
credit, but is calculated as a whole from the total achieved. So if the sales volume increases and
distribution costs decrease, the company's profit achievement level increases. On the other hand, if the
sales volume decreases, the company's profit will decrease. This study aims to determine the effect of
brand, product quality and price on sales volume.

2. METHODS

This research was an explain research that proves the causal relationship between brand, product
quality, and price as independent variables and sales volume as the dependent variable. The research
framework of this study is presented in Figure 1. The method used in this research was quantitative data
(Ferdinand, 2006). In obtained primary data, the author used a questionnaire as a basis for obtaining
answers from respondents. This research was conducted at the Samana Mart Store. This research was
using purposive sampling technique where the data is examined using measurements by considering
individual choices by deliberately selecting respondents, where the population or respondents selected
are respondents who did not believe and can provided the necessary information.

The data collection technique used a questionnaire, with a sampling technique to 94 consumers.
In this research, questionnaire was using as the data collecting method. The questionnaire was created
using a Likert scale. The Likert scale was a scale that used several questions to measure a behavior and
answered from respondents (Ghozali, 2018). On the Likert scale, the measurement used was five points of
choice; (5) strongly agree, (4) agree, (3) neutral, (2) disagree, and (1) strongly disagree. To verified the
proposed hypothesis, validity and reliability were tested to determine the accuracy of the questionnaire.
Then the classical assumption test was carried out using SPSS 18. The classical assumption test includes
the normality test, to measure the dependent variable and the independent variable on a data that is
normally distributed or not. Furthermore, multi collinearity test to see no symptoms of multi collinearity
symptoms. Then the heteroscedasticity test was to determine the variant discomfort in a regression
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Figure 1. Research Framework

3. RESULTS AND DISCUSSIONS

Results
Multiple Linear Regression Results

Multiple linear regression analysis is used to determine the influence of brand, product quality,
and price on sales volume is presented in Table 2.

Table 2. Multiple Regression Analysis Results

Standardized
Model Unstandardized Coefficients Coefficients
B Std. Error Beta
(Constant) -0.496 0.782 -
Brand 0.802 0.110 0.481
Product Quality 0.328 0.114 0.202
"~ Price 0.551 0.115 0.321

Based on the results which presented in Table 2, the multiple linear regression equation can be
prepared as:
Y =-0.496 + 0.802X1 + 0.328X2 + 0.551X3

A constant value of -0.496 illustrates that if the brand, product quality, and price are equal to 0,
the sales volume at the Samana Mart Store is -0.496 units. The regression coefficient of the brand variable
is 0.802, which means that every change or increase of 1 (one) unit brand, the sales volume at Samana
Martakan Stores increases by 0.802, and vice versa, if the brand is reduced (one) unit, the sales volume at
Samana Mart will decrease. These changes indicate a positive influence between brands on the volume at
Samana Mart Stores. The regression coefficient of the product quality variable of 0.328 means that every
change or increase of 1 (one) unit of product quality, the sales volume at Samana Martakan Store
increases by 0.328, and vice versa, if the product quality is reduced (one) unit, then the sales volume at
Samana Mart's shop is also going downbhill. These changes indicate a positive influence between product
quality on sales volume at Samana Mart Stores.

The price variable regression coefficient of 0.551 means that every change or increase of 1 (one)
unit price, then the sales volume at Samana Martakan Stores increases by 0.551, and vice versa, if the price
policy is reduced (one) unit, then the sales volume at Samana Stores Mart will also decrease. These
changes indicate a positive influence between price on sales volume at Samana Mart Stores. This analysis
is used to determine the evenness of the relationship between the variables of brand, product quality and
price on sales volume. The magnitude of the correlation coffecients (R) can be seen from the magnitude of
the R value of 0.941. The value of R = 0.941 has a positive sign, meaning that the relationship is positive or
unidirectional. Furthermore, based on the criteria for the low strength of the relationship according to
(Sugiyono, 2013: 183), the correlation coffecients value is 0.941 above, which is between 0.80 to 1,000,
which means that the correlation is very high. This means that simultaneously the independent variable
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brand, product quality and price, has a very high positive relationship with the dependent variable sales
volume.

T-Test Results

Significant value for brand variable is 0.000 <0.05. This means that partially the brand has a real
influence on sales volume at Samana Mart Stores. Thus, the first hypothesis proposed in this research is
that brand has a positive effect on sales volume received or its validity. (2) The significant value for the
product quality variable is 0.005 <0.05. This means that partially the product quality has a significant
effect on sales volume at Samana Mart Stores. Thus, the second hypothesis proposed in this research is
that product quality has a positive effect on sales volume received or its validity tested. (3) The amount of
significant value for the price variable is 0.000 <0.05. This means that partially the price has a significant
effect on sales volume at Samana Mart Stores. Thus, the third hypothesis proposed in this research is that
price has a positive effect on sales volume received or its validity is tested.

Discussion

The acceptance of the first hypothesis which states that there is a positive influence between
brands on sales volume means that the more famous the brand at Toko Putri Singaraja, the higher the
sales volume. The results of this study are in line with the opinion that states a very important factor in
influencing sales volume is the brand which aims to see whether market opportunities can provide
maximum profit (Chrisandi, 2014; Ella et al., 2020; Fristiana et al., 2012). The results of research found
that there is a strong influence between brands and sales volume. Likewise, brands have a significant
influence on sales volume (Mokalu & Tumbel, 2015). The acceptance of the second hypothesis which
states that there is a positive influence between product quality and sales volume means that the better
the quality of the products owned by Putri Singaraja, the higher the sales volume. The results of this study
are in line with the opinion that the factors that affect sales volume include the quality of the product itself
(Mokalu & Tumbel, 2015; Sumiati & Mujanah, 2018; Sunarto, 2015). The better the quality of the product,
the sale of an item or service will increase.The acceptance of the third hypothesis which states that there
is a positive influence between price on sales volume means that the higher the price, the more
competitive the prices offered by Putri Singaraja Shop are, the higher the sales volume. The results of this
study are in line with the opinion which states that the factors that affect sales volume, one of which is the
price of products or services (Anderson et al.,, 2000; Mokalu & Tumbel, 2015; Saputri et al., 2018; Sigit,
2016). Product quality has an effect on sales volume.

In order to be able to survive in the midst of competitive competition like today, the company
must be able to analyze the existing market share (Machfoedz, 2013; Usmara, 2008). Marketers must look
further into the various factors that influence buyers and develop an understanding of how consumers
make purchasing decisions (Kotler & Keller, 2012; Mukiira et al., 2017; Oeyono, 2013). Specifically,
marketing must identify the people who make the buying decisions, and the steps in the buying process.
Problem recognition, information search, evaluation of alternatives, purchase decisions, behavior after
purchase are the stages of consumers deciding to purchase (Anderson et al, 2000; Rachbini, 2018).
Increased consumer decisions to purchase a product will also have an impact on increasing sales volume.
Sales volume is net sales from the company's profit report (Syaputra, 2020). Net sales are obtained
through the sale of all products (product lines) for a certain period of time and sales results achieved from
market share, which is potential sales which can consist of groups of buyers for a certain period of time
(Ella et al., 2020).

One of the factors that can determine the increase in sales is the brand. A brand is a name or
symbol that aims to distinguish and identify the goods or services of one seller or group of sellers who are
their competitors (Lenggogeni & Ferdinand, 2016; Plumeyer et al., 2019). A brand is a name, term, sign,
symbol, or design or a combination of these, which aims to identify the goods and services of a group of
sellers and to differentiate their products from those of competitors (Dewi & Suprapti, 2018; Wardani &
Wibowo, 2017). Besides being influenced by the brand, sales volume is also influenced by product quality.
To be able to meet the tastes of the community, the company is required to be able to produce goods of
value and quality. Products have an important meaning for companies because without products,
companies will not be able to do anything from their business. Buyers will buy products if they feel
suitable, therefore products must be adjusted to the wishes or needs of buyers so that product marketing
is successful. In other words, the manufacture of products is better oriented to market desires or
consumer tastes. A product is anything that can be offered to a market for attention, purchase, use, or
consumption that can satisfy a want or need (Kotler & Amstrong, 2015).
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4. CONCLUSION

Based on the results of the analysis and discussion of the data that have been described in the
previous chapter, it can be concluded that for the first direct test the results partially the brand has a real
influence on sales volume at the Samana Mart Store. Thus the hypothesis which states that there is a
positive influence between brands on sales volume is proven true. The second test, the results state that
partially product quality has a significant effect on sales volume at Samana Mart Stores. Thus the
hypothesis which states that there is a positive influence between product quality and sales volume is
verified. Furthermore, the third test, the results state that partially the price has a significant effect on
sales volume at the Samana Mart Store. Thus the hypothesis which states that there is a positive influence
between price and sales volume has been proven true.
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