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CHAPTER I 
 

INTRODUCTION 
 
 

 

1.1 Background of the Study  
 

A fundamental distinction between purchase decisions in organizational, 

consumer, and professional-service contexts can be made by simply asking whose 

interests, objectives, and needs the purchase serves. Generally, organizations and 

consumers act in their own interests, whereas professional service providers are 

commissioned to decide for others. Industrial buyers purchase products mainly to 

meet organizational objectives, i.e. reselling to make a profit, whereas consumers 

buy for personal consumption or to meet the collective needs of the household 

unit. On the contrary, consumers hire professional service providers to serve their 

own and not the provider’s or the professional organization’s interests: there is a 

belief in the notion that the service provider can be counted upon to advance the 

client’s best interests, rather than self-seeking interests such as profits or status. 

The development of the cafe business in Indonesia is currently developing very 

fast. This can be seen a number of cafe that have sprung up because the cafe has 

become a lifestyle for most people today, by providing a place with an attractive 

interior design and offers a comfortable and pleasant atmosphere that attracts 

consumers to buy. 

 
At this time the growth of goods and services is growing rapidly and 

increasing a lot, both in quantity and type. This encourages producers to compete 

in improving the quality of products and what strategies are suitable to be able to 

compete with other manufacturers. In the face of increasingly fierce competition, 
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this forces producers to be oriented towards marketing activities by implementing 

appropriate marketing strategies. With a marketing strategy possible achieving 

manufacturers goals to be achieved feels very easy, the marketing strategy. 

 

The marketing strategy of advertising is one of the most important or vital 

strategies in selling products, because advertising can add, stimulate, influence or 

even encourage consumers to buy products. Lately, there are many products / 

services advertised through television, social media such as Instagram and 

YouTube radio, magazines, billboards or banners, all of which are advertising 

media that we can find every day, for example television, this media is advertising 

media the most perfect because of facilities such as audio visuals that are very 

clear and can be enjoyed or understood by everyone. 

 
Research conducted by Amandeep (2017) states that the influence of 

advertising on purchasing decisions. Through advertisement both electronic and 

print more audience can be reached and can have more impact on them, 

advertisements can be used to inform the new audiences, 

 

persuade them to buy the product and it can have huge influence on consumer 

decision making, advertisement can also be used as reminder to the existing 

customer about their connectivity to their products and have long lasting 

association with product or services and helps in brand building creating brand 

loyalty. People are more often are influenced by advertisement especially with 

reference to consumer durables and the current study investigates the impact on 

how different advertising strategies can influence the consumer decision regarding 

purchasing of consumer durables. 
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When consumers decide to buy a product, they actually have certain 

reasons in choosing a product, for example, feeling satisfied with the quality and 

service offered by the product. There are also consumers who buy goods based on 

the need for an item and not a few consumers who buy a product spontaneously, 

meaning that consumers buy the product without any plans to buy beforehand or 

without any special considerations when deciding to buy. Consumers who feel 

satisfaction with a brand image of the product of their choice have an influence in 

the minds of consumers to continue to make purchases of a product or service. 

 
OO Pastries Medan is a restaurant serving Western food and bakery. The 

bakery is known as OO Pastries Medan which is a different brand. OO Pastries 

Medan established on November 2017, the restaurant served food fusion between 

Western and Indonesian foods with good services. The decision to purchase OO 

Pastries Medan has decreased as seen from the declining sales and decreasing 

number of consumers. 

 
Table 1.1 

Sales Data OO Pastries Medan 

January – May 2020 
 

Month Total 

January Rp 75.654.000 

February Rp 71.661.500 

March Rp 34.553.000 

April Rp 18.461.000 

May Rp.25.378.000 

Sources: OO Pastries Medan, 2020 

 

Table 1.1 shows that the decline in sales is reflected in the sales data that 

experienced a decline from January to May 2020. January had total sales of Rp 

75,654,000, February had total sales of Rp 71,661,500 and March had total sales 

of 34,553,000 while April had total sales of Rp 18,461,000 and for May had total 
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sales of Rp 25,378,000. This is due to the lack of advertisements given during the 

 

OO Pastries Medan in conducting promotions during direct sales which are not 

too crowded. 

 
Advertising is a form of corporate communication to consumers who 

convey information about their products. At this time advertising is widely used 

by companies to introduce their products because advertising can reach various 

groups of both the lower-class economic community to upper-class economy 

because advertising can reach remote areas even by using radio and television. By 

using radio and television the company can introduce and inform its products and 

the benefits received by consumers. Companies use television advertisements as 

promotions because advertisements can be seen by consumers and stick to 

consumers' memories. 

 
During low season, Adverts of OO Pastries Medan promote online by 

using Grab-food and Go-food programs. Many consumers don’t know because of 

the lack of media socialization in introducing and informing the customers that 

there is any special offer and promotion at the OO Pastries Medan. Advertising 

that are used only in the form of Instagram and are less attractive to consumers to 

share recommendations to others. OO Pastries Medan does not use influencers to 

introduce and inform promotions to the general public, so it is assumed that the 

promotions are not successful because they have not been able to increase sales 

optimally and optimally. 

 
From the description that has been there before, it encourages researchers 

to discuss in the thesis under the title "Influence of Advertising towards 

Purchase Decision at OO Pastries Medan. 
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1.2 Problem Limitation 

 

Due to limitation of time and budget, this research will be limited on the 

discussion about the relation of advertising towards the purchase decision at OO 

Pastries Medan. This research is also limited based on researcher’s knowledge and 

findings. It is also limited at OO Pastries Medan, having its address at Jl. S. 

Parman No.308 Medan. 

 
 

 

1.3 Problem Formulation 

 

Based on the observation that is done by the writer during the research at 

 

OO Pastries Medan, the writer finds several problems being faced, which is: Does 

advertising influence purchase decision at OO Pastries Medan? 

 

 

1.4 Objective of the Research 

 

The objective of the research is to find out the effect of advertising on 

purchasing decisions at OO Pastries Medan. 

 

 

1.5 Benefits of Research 

 

From doing this research, the company will know how OO Pastries Medan 

employees influence the purchase decision. If the employees give the best 

performance, the purchase decision will be better. 

 
1.5.1 Theoretical Benefit 

 

The research on the management can help students to better 

understand the problems the company is facing and this 
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information might solve the company’s problem and allow 

researchers to achieve their academic mission. 

 

1.5.2 Practical Benefit 

 

a. Writer  
 

The research can help the writer to understand further theories that 

are taught in university. 

 

b. Company 

 

This research can improve purchasing decisions. 

 

c. Future Researchers 

 

This information can be knowledge for future researchers to inspire 

them and help the difficulties of their studies. 


