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Abstract 
Abstract: The purpose of this study is to analyze the increase in Tayo Bus users through advertising 

attractiveness, product information and price discounts . This research is quantitative in nature, the population 

in this study is Tayo Tangerang Bus users. The sample was determined by the Nonprobability Sampling method 

and obtained 115 respondents as a sample. With purposive sampling technique using SPSS software version 

26. The results showed that partially the power variable pull advertising and product information have a 

positive effect on increasing Tayo Bus users. the higher the advertisement attracts the attention of consumers, 

the more creativity is needed in making an advertisement, besides that the clarity of product information 

provided will have an impact on the increasing demand for the products offered because product information 

provides consumers with a better understanding of the products offered. while the partial price discount has no 

positive effect on increasing Tayo Bus users. Price has an important element in the interests of consumers, but 

the influence of discount policies can be one of the other factors. The proof is that the Tayo Tangerang Bus has 

a relatively low price policy so customers don't need a discount. while simultaneously the attractiveness of 

advertisements, product information and price discounts have a positive effect on increasing Tayo Bus users. 

Advertising appeals, product information, and price discounts interact to shape customer perceptions, interests, 

and motivations in making purchasing decisions. Customers need good information to understand and compare 

products, while advertising attractiveness and price discounts can affect their interest and desire to buy the 

product. 
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INTRODUCTION  

The development of a city has become 

a community need for the continuity of 

everyday life. Urban development will run 

better if it facilitates complete mobility to 

support development. The transportation 

aspect is one of the important points for 

development in an area to make it easier for 

people to carry out their daily activities. The 

population density of Tangerang City requires 

fast and efficient modes of transportation, one 

of which is fast, cheap and safe transportation. 

The following is data on road traffic density 

in recent years which can be seen in the 

following table: 

 

 

 

 
Table.1. Tangerang City Traffic Density 

 

To deal with the increasing number of 

traffic jams, the Tangerang City Government 

through the Tangerang City Transportation 

Service began operating the Tangerang Ayo 

Car 

2019 2020 2021 

233 458 213 264 215 812 

Bus 

2019 2020 2021 

1 042 795 2 197 

Tru ck _ 

2019 2020 2021 

48 351 43 582 44 417 

M motorcycle 

2019 2020 2021 

1 114 765 976 223 965 854 

mailto:eelfayasri@gmail.com
mailto:asri.immawati@umt.ac.id


THE 1st INTERNATIONAL CONFERENCE ON SOCIAL SCIENCE HUMANITIES ARTS (INCOSHA) 

Pekalongan, 7 – 8 Juni 2023 

 

 20 

(Tayo) Bus on December 24 2019. With this 

choice of public transportation, it is a safe, 

comfortable and fast alternative. transit 

transportation because it stops at the specified 

stop. The thing that underlies the people of 

Tangerang City choosing to use the Tayo Bus 

is the attractiveness of the advertisements 

delivered which are very attractive which 

describe the contents of the Tayo Bus, apart 

from the attractiveness of product information 

it is also a decision. clearly regarding the route 

and operational hours of the Tayo Tangerang 

Bus so that prospective passengers don't feel 

confused. In addition, the strengthening of the 

discount presented is the influence of the 

customer's decision in choosing the Tayo 

Tangerang Bus mode of transportation which 

provides discounts at certain moments that 

provide added value in the minds of 

consumers. 

 

RESEARCH METHODS 

The population in this study were 

customers of the Tayo Tangerang bus at least 

three times. The sample was determined by 

the Nonprobability Sampling method and 

obtained 115 respondents as a sample. with 

purposive sampling technique using SPSS 26 

software. 

 

FINDINGS AND DISCUSSION  

Results of Submission of Validation 

The results of submitting validity 

noticed that all indicators had a calculated 

value > 0.361 so that it was concluded that all 

indicators were valid for use in the next 

process. With these results it can be 

concluded that the respondents understand 

each of the indicators proposed so that these 

indicators are valid to be used to explain each 

variable they represent. 

Reliability Test Results  

The results of the reliability test show 

that all Cronbach's alpha values are in all 

indicators higher than the minimum limit of 

0.6 so that what is required is said to be 

reliable. Thus, all indicators can be used in the 

next discussion process. 

Descriptive Analysis 

That the attractiveness variable of 

consumer advertising consists of the theme 

displayed, the visual (image) displayed, from 

the results of the respondents' answers 

indicate that the respondent agrees with the 

visual (image) displayed, with a total of 43. 

The product information variable 

consists of five indicators, namely product 

class, product form, product brand, product 

model/characteristic, product meaning, the 

highest score is the product 

model/characteristic with a total of 56. This 

proves that the message conveyed by the Tayo 

Tangerang Bus is communicative and 

informative, so that consumers are interested 

in the Tayo Tangerang Bus 

Classic assumption test, normality test 

From the PP Plots graph, it can be seen 

that the similarity between the expected 

probability and observation probability values 

is shown by the diagonal line which is the 

intersection of the expectation probability line 

and the observation probability line. The P-

Plots values are located around the diagonal 

line and do not deviate far from the diagonal 

line, so that it can be said that the data 

distribution is normal, meaning that the 

distribution of data X 1 , X 2 , X 3 and Y is 

normal or the sample data comes from a 

normally distributed population . 

Multicolonicity Test 

From the test results obtained a 

tolerance value of more than 0.10 and the 

variance inflation factor (VIF) is less than 10, 

so it can be concluded that there is no 

multicollinearity between all the independent 

variables contained in the study . 

Heteroscedasticity Test 

Scatterplot on the results of the analysis 

is known that the distribution of residuals is 

irregular. This can be seen in the scattered 

plots and do not form a certain pattern. So that 
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it can be said that the multiple regression 

model does not show symptoms of 

homoscedasticity and the regression equation 

meet the assumption of heteroscedasticity. 

 

Multiple Regression Analysis 

Table2. Multiple Regression Test Results 

 

Model 

Nonstandard 

coefficients 

Standard 

Coefficien

t 

Q 

S

i

g

. B St. Error Betas 

1 (Constant) 23,055 5052  4,564 ,

0

0

0 

Ad Appeal ,251 .080 ,297 3.148 ,

0

0

2 

product 

informatio

n 

,371 .085 ,405 4,351 ,

0

0

0 

Discount -.093 ,129 -.058 -,719 ,

4

7

3 

 

Based on the research results, it can be 

formulated a multiple regression equation 

between advertising attractiveness (X1 ) , 

product information ( X2 ), and price 

discounts (X3 ) on customer decisions (Y) as 

follows: Y = 0.251 + 0.371 + -0.93 . Multiple 

regression equations between attractiveness 

advertising (X 1 ), product information (X 2 ) 

and price discounts (X 3 ) on customer 

decisions (Y) are as follows: Y = 28,912 (X 1 

) + 24,957 (X 2 ) + 39,922 (X 3 ). 

 

Hypothesis test 

The t test was conducted to see the 

partial effect of the independent variables on 

the related variables. Based on the results of 

the analysis using SPSS Version 26 obtained: 

The first hypothesis in this study is that 

there is a significant influence between 

advertising attractiveness and customer 

decisions. From the processed data in the 

table, it can be seen from the results of the t 

test that the value of t count > ttable is 6.275 

> t table 2.240 (sig. 0.000 <0.05) meaning that 

Ho is rejected and Ha is rejected. accepted. So 

that the alternative hypothesis proposed in 

this case learning is It is accepted that there is 

a positive and significant influence between 

advertising attractiveness and customer 

decisions for the Tayo Tangerang Bus . 

The first hypothesis in this study is that 

there is a significant influence between 

advertising attractiveness and customer 

decisions. From the processed data in the 

table, it can be seen from the results of the t 

test, the value of t count > t table is 7.124 > t 

table 2.240 (sig. 0.000 <0.05) meaning that 

Ho is rejected and Ha is accepted. So that the 

alternative hypothesis proposed in this study 

is accepted, namely that there is a positive and 

significant influence between product 

information on customer decisions of Tayo 

Tangerang Buses. 

The first hypothesis in this study is that 

there is a significant influence between 

advertising attractiveness and customer 

decisions. From the processed data in the 

table it can be seen from the results of the t 

test that the value of t count > t table is 

obtained, namely count 1.772 < t table 2.240 

(sig. 0.075 <0.05) meaning that Ho is 

accepted and Ha is rejected. So that the 

alternative hypothesis proposed in this study 

is rejected, namely there is no positive and 

significant influence between discounts on 

customer decisions of Tayo Tangerang Buses. 

 

Interpretation of Results 

The first hypothesis states that 

advertising attractiveness affects customer 

decisions. These findings support the research 

results of Septiyono Aji Nugroho which states 

that advertising appeal influences customer 

decisions. The results of this study state that 

the higher the advertisement attracts the 
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attention of consumers, the more creativity is 

needed in making an advertisement. 

The second hypothesis states that 

product information influences customer 

decisions. These findings support the results 

of research from Jacob which states that 

product information influences customer 

decisions. The results of this study state that 

product information has a strong relationship 

with customer decisions. Customers tend to 

gather information about products before they 

make a purchase decision. This means that the 

clearer the product information will have an 

impact on the more attractive the products 

offered because product information provides 

consumers with a better understanding of the 

products offered. 

The third hypothesis states that rebates 

have no effect on customer decisions. These 

findings support the results of research from a 

Christian who claims that price cuts have no 

effect on customer decisions. The results of 

this study state that it does not have a strong 

relationship with customer decisions. Price 

has an important element in consumer 

interest, but policy influence can be another 

factor. The proof is that the Tayo Tangerang 

Bus has a relatively low price policy so 

customers don't need a discount. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

CONCEPTUALLY BASED TITLE 

AND SUB-TITLE 

 

Framework 

 

                                           
 

H1 

                                          H 1 

 

                                         

H 2 

 

 

H 3 

 

 

                                  

 

 

 

 

 

 

1. Advertising attractiveness influences 

customer decisions 

2. Product information influences 

customer decisions 

3. Discounts affect customer decisions 

 

CONCLUSION 

1. There is a positive and significant 

influence between the attractiveness of 

advertising on customer decisions, this is 

based on the results of hypothesis testing 

which states that tcount 6.275 > ttable 

2.240 and a sig of 0.000 (<0.05) . 

2. There is a positive and significant 

influence between product information 

on customer decisions, this is based on 

the results of hypothesis testing which 

states that tcount 7.124 > ttable 2.240 and 

a sig of 0.000 (<0.05). 

3. There is no positive and significant 

influence between rebates on customer 

decisions, this is based on the results of 

Advertising  

Appeal  

(X1) 

Product 

Information (X2)                                                             

Discounts  

(X) 

Customer 

Decision (Y) 

ℇ 
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hypothesis testing which states that the 

calculation is 1.772 < table 2.240 and the 

sig is 0.079 (> 0.05). 

 

SUGGESTION 

1. Based on the company's research results, it 

is recommended to always pay attention to 

the advertisements presented and the 

accuracy of product information both in 

terms of discounts and other matters. So 

that it can influence customer decisions. 

2. PT. Tangerang Nusantara Global 

(Perseroda) must continue to improve the 

transportation services provided both from 

advertisements, product information, 

discounts and others. So that the Mayor of 

Tangerang's program in an effort to reduce 

congestion through the Tayo Tangerang 

Bus transportation service runs more 

optimally and further increases the 

decision of the Tayo Tangerang Bus 

customers. 
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