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ABSTRACT

This research aims to study the factors of price, product quality, service quality, and brand
reputation influencing the purchasing decisions for aluminum ingot products of Metalcom Co., Ltd. in
the B2B industrial market. The sample consisted of 60 business owners or purchasing decision-
makers in the automotive, electronics, electrical appliance, and construction industries. The research
instrument was a questionnaire, and data were analyzed using percentage, mean, standard deviation,

and Multiple Regression Analysis.

The results showed that the majority of respondents were in the automotive industry (56.70%)
and held the position of purchasing manager. Overall, all factors influenced purchasing decisions at
the highest level, with service quality having the highest mean score, followed by product quality and
brand reputation. Hypothesis testing revealed that all four factors significantly influenced purchasing
decisions at a statistical level of p< 0.001, collectively accounting for 91.2% of the variance in
purchasing decisions. When considering the influence weights, Brand Reputation and Credibility had
the highest influence (B = 0.350), followed by Product Quality (B = 0.324), Price (B = 0.310), and
Service Quality (B = 0.227), respectively. These insights enable the company to prioritize marketing
strategies, focusing on building brand trust alongside maintaining product quality standards to create

a sustainable competitive advantage.

Keywords: Purchasing Decision. Industrial Market (B2B), Brand Reputation and Credibility,
Product Quality, Metalcom Co., Ltd.
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