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Abstract
The aim of this research is to analyze the influence of
Payo rice products and prices on consumer repurchase
decisions. This research is quantitative research that
thinks inductively, namely capturing various facts and
social phenomena through observations in the field. The
population of this research is consumers or people who

Article Information: buy Payo rice. The total sample was 150 consumers. The
Received May 15, 2024 data analysis techniques used are descriptive analysis,
Revised June 28, 2024 analysis requirements testing and hypothesis testing with
Accepted July 26, 2024 logistic regression analysis. The results of this research

found that i) Product has a significant effect on the
decision to repurchase Payo rice. Improved consumer

Keywords: Payo rice, perception of Payo rice will encourage consumers to
products, prices, logistic repurchase Payo rice. ii) Price has a significant effect on
regression analysis the decision to repurchase Payo rice. The better consumer

perception of the price of Payo rice will encourage
consumers to repurchase Payo rice. It is hoped that from
these findings, shops selling Payo rice can pay attention to
the quality of Payo rice that consumers want to encourage
consumer loyalty. In addition, setting prices that
consumers consider appropriate will strengthen their
desire to make repeat purchases. This can help rice shop
owners in designing effective marketing strategies to
maintain and increase the Payo rice customer base.

INTRODUCTION

The agricultural sector is a sector that has long been of concern to
many parties, because in reality farmers, as the main actors in agriculture, still
constitute the largest part of the poor population in this country
(Windusancono, 2021; Fajar & Mursyid, 2023; Aluman, 2024). Agricultural
revitalization is needed as an opportunity to bring awareness to the importance
of agriculture, one of which is by empowering agricultural capabilities. Rice is
the staple food for most Indonesian people because 95% of the Indonesian
population consumes rice. The high demand for rice consumption is caused by
the majority of the Indonesian population assuming that rice is a staple food

that cannot be replaced. Rice is part which has been separated from (Pasaribu
& Karo, 2024; Rafidah, 2024).
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The Effect of Payo Rice Products and Prices on Consumer Repurchase Decisions

Rice is a staple food for the majority of Indonesian people, so its
presence on the market is of strategic value to ensure the socio-economic
stability of society. In rice products, the factor that influences consumers in the
decision to repurchase rice is product quality (Wahyuni, 2024).

Quality is the overall description and characteristics of a product or
service that shows its ability to meet specified needs. So, rice quality is a factor
that influences consumers to make decisions. This means that the better the
quality of the rice, the higher the consumer's tendency to consume that rice
(Silvana et al., 2024; Simbolon et al., 2024). In this research, the author took
the Payo Rice type of rice. Payo rice is a superior product from Indonesia and
this type of rice has been patented by the regional government in Indonesia.
Payo rice has superior varieties with a planting or harvest period once a year.
Some Indonesians call it tall rice. Payo rice has the characteristics of large,
white and fragrant rice grains. The development of the number of sales of
Payo rice during one year can be seen in the following table.

Table 1. Development of rice sales volume
No Month Rice Sales Volume (Ton)  Growth Percentage

1 January 118

2 February 96 -24 %
3 March 100 4%
4 April 80 -25%
5 May 82 2,4%
6 June 94 12%
7 July 91 -3,2%
8  August 91 0%
9  September 60 -51%
10 October 76 21%
11 November 55 -38%
12 December 58 5%

Based on the data in table 1 above, it can be seen that the sales volume
of Payo rice experiences fluctuating changes every month, where there is an
increase and decrease in sales volume in certain months. The increase and
decrease in sales volume is of course caused by many economic factors.

Price is the factor that is considered the most sensitive to consumer
purchasing decisions, because price has a negative relationship with purchasing
decisions. The rise and fall of rice prices depends on need, if there is a lot of
rice stock then the price will fall, conversely if there is little stock then the price
of rice will increase. The development of rice prices during the year is as
follows:

Table 2. Development of rice prices unit: IDR/kilogram
No Month Payo Rice = Kusut Rice  Yellow Rice IR64 Rice

1 January Rp.10000 Rp.8100 Rp.7500 Rp.7800
2 February  Rp.10000 Rp.8400 Rp.7500 Rp.7800
3 March Rp.10300 Rp.8400 Rp.7500 Rp.7800
4 April Rp.10000 Rp.8400 Rp.7800 Rp.8000
5 May Rp.10600 Rp.8700 Rp.7800 Rp.8000
6 June Rp.10600 Rp.8700 Rp.8100 Rp.8100
7 July Rp.10600 Rp.8700 Rp.7800 Rp.8000
8 August Rp.11000 Rp.9000 Rp.8400 Rp.8400
9 September _ Rp.11000 Rp.9300 Rp.8400 Rp.8400
10 October Rp.11500 Rp.9600 Rp.8400 Rp.8400
11 November _ Rp.11500 Rp.9600 Rp.8500 Rp.8500
12 December  Rp.11500 Rp.9500 Rp.8500 Rp.8400
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No Month Payo Rice  Kusut Rice  Yellow Rice IR64 Rice
Average Rp.10716  Rp. 8866 Rp. 8016 Rp. 8133

In table 2 it can be seen that the price of rice in Indonesia, for Payo
rice, is an average price of IDR 10,716/kg. Meanwhile, the average price for
kusut rice is IDR 8,866/kg. The average for yellow rice is IDR 8,016/kg and
IR64 rice is IDR 8,133/kg. Among the rice mentioned above, the most
expensive rice is payo rice and the cheapest rice is yellow rice.

Based on the type of product produced, Payo rice includes: consumer
goods namely goods that are usually purchased for personal consumption or
shared with other family members. After purchasing the product, consumers
will evaluate whether the product meets their expectations. In this case,
consumer satisfaction and dissatisfaction occurs. Consumers will be satisfied if
the product meets their expectations and this will further increase demand for
the brand in the future. On the other hand, consumers will feel dissatisfied if
the product does not meet their expectations and this will reduce consumer
demand in the future (Halim, 2024; Rahman et al., 2024; Sukarno et al., 2024).
Based on the analysis that the author carried out by referring to keywords from
Scopus based data related to research on rice carried out by researchers from
various parts of the world, the results were as shown in figure 1.
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Fig 1. Visualization of researchers' keywords
in the world regarding rice

Figure 1 is the result of the analysis that the author used using
VoSviewer software. VoSviewer is an analysis tool that is often used by
previous researchers (Rahman et al., 2024; Rasdiany et al., 2024; Sabrina et al.,
2024), which aims to show network visualization of keywords such as "rice,"
"bean quality -grains," and "chemistry" which appear as the center of the
keywords that appear indicate that this is an important part of the research.
The latest research conducted by previous researchers from various countries
is research that examines rice in general, such as how to produce quality rice,
from examining the grains to the chemical fertilizers used and also many
researchers who study how good soil is to produce rice. which is good, while
no research has been found that discusses how to assess prices and products to
enable consumers to repurchase the rice being sold. In connection with the
above, the author is interested in conducting research entitled the influence of
payo rice products and prices on consumer.
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METHODS

This research is quantitative research that thinks inductively, namely
capturing various facts and social phenomena through field observations
(Rusmini et al., 2024; Samsuddin et al., 2024). Then analyze it and try to
theorize based on what is observed. This type of research is descriptive and
associative research, descriptive research is a form of research aimed at
describing existing phenomena, both natural phenomena and man-made
phenomena. These phenomena can be forms, activities, characteristics,
changes, relationships, similarities and differences between one phenomenon
and another (Nurhidayah, 2018; Saputro, 2022; Gusriani et al., 2024; Rahma &
Azhar, 2024; Putri et al., 2021)). Meanwhile, associative research is research
that aims to determine the influence or relationship between two or more
variables. This research has the highest level compared to descriptive and
comparative because with this research a theory can be built that can function
to explain, predict and control a symptom (Ghadani et al., 2022; Potu et al.,
2022; Tika Silvana, 2022; Manus et al., 2023; Nadhirah et al., 2023; Rahawarin
et al., 2024).

Data sources used in this research i) primary data, primary data is data
directly obtained and collected by researchers from research objects using
survey techniques, namely using questionnaires. i) Secondary data, secondary
data is data taken indirectly from the source. The researchers obtained
information from the department of industry and trade of Sungai Penuh city.
So that this research is focused and does not give rise to misinterpretation, the
researcher will put forward definitions of the variables that will be used in this
research: i) product (x;). Products are everything that can be offered by Payo
rice traders to be owned and consumed that can satisfy consumer wants and
needs. The indicators are product type, product quality, product durability. ii)
Price (x,). The price referred to in this research is the consumet's perception of
the price of Payo rice in Sungai Penuh City. The indicators are as follows. Price
level, price according to quality, payment method.

RESULT AND DISCUSSION
The results and discussion section will begin with the characteristics of
the respondents consisting of gender, age, education level, monthly income
and occupation as in table 3. Next, the results of the descriptive analysis of
each variable and the results of hypothesis testing using logistic regression
analysis are explained.
Table 3. Characteristics of respondents

No Profile Category Total Percentage
1 Gender Male 31 20.67
Female 119 79.33
2 Age < 20 year 7 4.67
20 — 30 year 25 16.67
31 — 40 year 37 24.67
41 — 50 year 51 34.00
> 50 year 30 20.00
3 Education  Elementary 15 10.00
Junior high 26 17.33
High school 77 51.33
Diploma 10 6.67
Undergraduate 21 14.00
Postgraduate 1 0.67
4 Monthly < IDR 2 milion 3 2.00
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No Profile Category Total Percentage
Income IDR 2,1 milion - IDR. 3
milion 24 16.00
IDR 3,1 milion - IDR 4
Milion 46 30.67
IDR 4,1 milion -IDR 5
milion 58 38.67
>IDR. 5 milion 19 12.67
5  Occupation  Civil servant 19 12.67
Farmer 67 44.67
Military/police 6 4.00
Private employee 14 9.33
Trader 34 22.67
Other 10 06.67

Based on gender, most respondents who bought payo rice were
women, namely 119 people (79.33%), while the rest were men, namely 31
people (20.67%). This payo rice is generally purchased by the female
population. The profile of the second respondent is differentiated by age.
Based on this age, the majority of respondents were between 41-50 years old,
namely 51 people (34%), followed by the age group between 31-40 years, 37
people (24.67%), 30 people aged over 50 years (20%), aged between 20-30
years were 25 people (16.67%), and those aged under 20 years were 7 people
(4.67%). This indicates that in general consumers of payo rice are mostly
people of productive age who at this age are already established in life.

The profile of the third respondent is differentiated based on
education. Based on education level, most respondents had a high school
education, namely 77 people (51.33%), followed by a junior high school
education level of 26 people (17.33%), a bachelot's degree of 21 people (14%),
a diploma of 10 people (6.67%), and elementary school as many as 15 people
(10%). Besides that, none of the respondents had a Master's degree. This
shows that the majority of payo rice consumers are high school students. The
profile of the fourth respondent is differentiated based on income or monthly
income. Based on this category, most respondents had incomes between IDR
2.1-3 million, namely 58 people (38.67%), followed by incomes between IDR
3.1-4 million, namely 46 people (30.67%), There are 24 people (16%) with
income between IDR 4.1-5 million, 19 people with income above IDR 5
million (12.67%) and 3 people (2%) with income below IDR 2 million. This
data shows that the income level of payo rice consumers is relatively low.

The final respondent profile is differentiated based on consumer
occupation. Based on this occupation, most respondents work as farmers,
namely 67 people (44.67%), traders as many as 34 people (22.67%), civil
servants as many as 19 people (12.67%), private employees were 14 people
(9.33%), TNI/Polti were 6 people (4%). This shows that the majority of Payo
rice consumers' occupations are farmers.

Description of repurchase decision variables
The repurchase decision is a decision taken by consumers to
repurchase Payo rice. The indicator is to buy or not to buy. The description of
the payo rice repurchase decision variable is presented in table 4 below.
Table 4. Repeat breeding decision variables

Statement Answer Yes Answer No
Make a repeat purchase of Payo Rice at 102 68, 48 300
the Hj Rice Shop. Yusni Full River People 0 People 0
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payo rice. This data shows that in general people re-purchase payo rice.

Based on table 4 it is known that 102 people (68%) of the community
repurchased payo rice and 48 people (32) of the community did not repurchase

Product variable description
Products are everything that can be offered by Payo rice traders to be
owned and consumed that can satisfy consumers' wants and needs. A

description of the product variables is presented in table 5 below.

Table 5. Payo rice product variables

Alternative Answers

Indicator 11:;’(1 ss s R TS STS n fgi’;le avgzge TCR
Fi % F % F % F_ % F %
Product 190 6000 40 2667 20 1333 - - - - 150 670 447 8933
type 2 66 4400 66 4400 18 1200 - - — 150 648 432 86.40
3 57 3800 G4 4267 22 1467 7 467 - -~ 150 621 414 8280
Average 71 4733 57 3778 20 1333 2 156 - - 150 646 431 86.18
Product 478 5200 41 2733 22 1467 9 600 - - 150 638 425 8507
Quality 5 79 5267 47 3133 24 1600 - -~ -~ 150 655 437 8733
6 59 3933 66 4400 22 1467 3 200 - - 150 G631 421 8413
770 4667 61 4067 14 933 5 333 150 0646 431 8613
8 57 3800 68 4533 18 1200 7 467 - - 150 625 417 833
Average 69 4573 57 3773 20 1333 5 320 - - 150 639 4.26 8520
Product 9 62 4133 (8 4533 18 1200 2 133 - 150 G640 427 8533
durability "~ 10 765067 50 3333 18 1200 6 400 - - 150 G646 431 86.13
Average 69 4600 59 3933 18 1200 4 267 - - 150 643 429 8573
Variable 70 4636 57 3828 19 1289 4 247 - - 150 643 429 8570
average

Based on the data in table 5 it is known that the average score for the
product variable is 4.29 with a respondent achievement rate (TCR) of 85.70%.
This shows that the product variable is in the good category. Thus, it can be
said that the public believes that Payo rice is a good product in satisfying
consumers' desires and needs for rice. If described per indicator, it can be
expressed as follows:

The average score for the product type indicator is 4.31 with a
respondent achievement rate (TCR) of 86.18%. This shows that the product
type indicators are in the good category. Thus, it can be said that the public
believes that Payo rice is a good type of product in satisfying consumers'
desires and needs for rice. The average score for product quality indicators is
4.26 with a respondent achievement rate (TCR) of 85.20%. This shows that the
product quality indicators are in the good category. Thus, it can be said that
people think that Payo rice is rice that has good quality and quality. This
research found that the lowest indicator in the product variable was product
quality. This can be interpreted as meaning that the quality of Payo rice in the
future needs to be improved further in order to dominate the rice market. The
average score for the product durability indicator is 4.29 with a respondent
achievement rate (TCR) of 85.73%. This shows that the product durability
indicator is in the good category. Thus, it can be said that people think that
Payo rice has high durability.

Product influence on payo rice repurchase decisions

Based on the results of testing the first hypothesis, it is known that the
product has a significant effect on the decision to repurchase Payo rice. The
better consumer perception of Payo rice will encourage consumers to
repurchase Payo rice. Based on the results of this research, it is known that the
quality of Payo rice is the most important part of the product attributes and is a
component of the company's mix to reach, inform and persuade consumers to
buy the products they offer, so that purchases occur. After making a purchase,
satisfied consumers will tend to make repeat purchases. Thus, it can be stated
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that quality is the overall description and characteristics of a product or service
that shows its ability to meet specified needs. So, rice quality is a factor that
influences consumers to make decisions. This means that the better the quality
of the rice, the higher the consumer's tendency to consume that rice
(Nurhikmah, 2022).

The findings of this research are supported by the opinion of
(Fernanda et al., 2020) that the factors that influence repurchase decisions are
the marketing mix, socio-cultural environment and psychological factors.
(Daya et al., 2022) also stated that product is a factor that can determine
consumers' repurchase decisions. If customers receive a quality product that
meets customer expectations, it will certainly encourage the customer to
repurchase the product. Another opinion that supports the results of this
research is (Firmansyah et al, 2022) who state that product attributes are
product elements that are seen as important to consumers and used as a basis
for making repeat purchase decisions. The findings of this research are relevant
to the findings of previous research which found that products have a
significant effect on repurchase decisions (Mananekke & Maramis, 2022;
[rawan et al., 2024).

Price variable description
The price referred to in this research is the value sacrificed by
consumers to buy Payo rice. A description of the price variables is presented in
table 6 below:
Table 6. Description of price variables

N Alternative Answers S R
Indicator Ite:’n SS S R TS STS n T‘;‘:ﬁ aver: . TCR
Fi % F_ % Fi_ % F % F % g

Price level 1 17 1133 56 3733 50 3333 27 18.00 - - 150 513 342 6840
22 14.67 59 3933 51 3400 17 1133 1  0.67 150 534 3,56  71.20

3 25 1667 59 3933 49 3267 17 1133 - - 150 542 361 7227
Average 21 1422 58 38.67 50 3333 20 1356 0 022 150 530 3.53  70.62
Price 4 23 1533 51 3400 53 3533 23 1533 - - 150 524 349  69.87
foa‘l’ir;mg o 26 17.33 49 3267 60 4000 14 933 1 067 150 535 357 7133
Average 25 1633 50 3333 57 37.67 19 1233 1 033 150 530 3.53  70.60
Payment 6 47 3133 52 3467 38 2533 12 800 1 067 150 582 388  77.60
method 7 27 1800 62 4133 40 2667 20 1333 1 067 150 544 363 7253

8 20 1333 77 5133 41 2733 12 800 - 150 555 370  74.00

Average 31 20.89 64 4244 40 2644 15 978 1 044 150 560 3.74 7471

Variabel

26 1715 57 3815 49 3248 18 1189 1 033 150 540 3.60 71.98
Average

Based on the data in table 4, it is known that the average score for the
price variable is 3.60 with a respondent achievement rate (TCR) of 71.98%.
This shows that the price variable is in the sufficient category. Thus it can be
said that the public thinks that the price of Payo rice is quite high. This means
that the value sacrificed by consumers to buy Payo rice is quite high. If
described per indicator, it can be expressed as follows.

The average score of the price level indicator is 3.53 with a respondent
achievement rate (TCR) of 70.62%. This shows that the price level indicator is
in the sufficient category. Thus, it can be said that the public believes that the
level of payo rice is still quite high. This means that the price of Payo rice is
affordable for the general public. The average score for the price according to
quality indicator is 3.53 with a respondent achievement rate (TCR) of 70.60%.
This shows that the price indicator according to quality is in the sufficient
category. Thus, it can be said that the public believes that the price of Payo rice
is adequate according to the quality. This means that the price of Payo rice
sometimes varies according to its quality and consumers buy Payo rice at
different prices at different places where it is sold. This research found that the
lowest indicator in the price variable is price according to quality. This can be
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interpreted as meaning that Payo rice is different in the shop that sells it. The
average score for the payment method indicator is 3.74 with a respondent
achievement rate (TCR) of 74.71%. This shows that the payment method
indicator is in the sufficient category. Thus, it can be said that payment for
purchasing Payo rice can be made in cash, consumers will get a discount if they
buy Payo rice in large quantities.

The influence of price on the decision to repurchase payo rice

Based on the results of testing the second hypothesis, it is known that
price has a significant effect on the decision to repurchase Payo rice. The better
consumer perception of the price of Payo rice will encourage consumers to
repurchase Payo rice. This research found that the price of Payo rice is the
factor that is considered the most sensitive to consumer purchasing decisions,
because price has a negative relationship with purchasing decisions. The rise
and fall of rice prices depends on need, if there is a lot of rice stock then the
price will fall, conversely if there is little stock then the price of rice will
increase.

Based on the results of this research, it is known that pricing must be in
accordance with other supporting factors, such as service quality, strategic
location and many more. If the price is set high but is not balanced by these
supporting factors, consumers will look for other alternatives in making a
purchasing decision. Pricing must be oriented towards value for customers, not
oriented towards costs incurred. Thus, it can be stated that price is the amount
of money charged for a product or service, or the amount of value exchanged
by customers to obtain benefits from owning or using a product or service.
Indirectly, prices can influence costs, because the quantity sold influences the
costs incurred in relation to production efficiency.

The findings of this study are supported by Fauzi & Inayati, (2021)
states that price is a factor that influences consumers' repurchase decisions.
When customers feel that the price matches the product benefits they obtain, it
will certainly encourage the customer to repurchase the product. Furthermore,
stated that the factors that influence repurchase decisions are the marketing
mix, socio-cultural environment and psychological factors (Prilica & Patrikha,
2024). The findings of this research are relevant to the findings of previous
research which found that price has a significant effect on repeat purchase
decisions (Anam et al., 2020; Hastoko & Stevany, 2022).

CONCLUSION

Based on the results of the research and analysis that has been carried
out, it can be concluded that the product has a significant influence on the
decision to repurchase payo rice. The better consumer perception of payo rice
will encourage consumers to repurchase Payo rice. Product quality, which is
part of the product attributes and is a component of the company's mix, is
one of the company's marketing efforts to reach, inform and persuade
consumers to buy the products they offer, so that purchases occur. After
making a purchase, satisfied consumers will tend to make repeat purchases.
This research also found that price has a significant influence on the decision
to repurchase payo rice. The better consumer perception of the price of payo
rice will encourage consumers to repurchase payo rice. The price of payo rice
is the factor that is considered the most sensitive to consumer purchasing
decisions, because price has a negative relationship with purchasing decisions.
The rise and fall of rice prices depends on need, if there is a lot of rice stock
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then the price will fall, conversely if there is little stock then the price of rice
will increase.

REFERENCES

Aluman, A. (2024). Dampak Urbanisasi Terhadap Perubahan Penggunaan
Lahan , Sosial-Ekonomi Masyarakat Pada Daerah Aliran Sungai Liliba di
Kelurahan Tuak Daun Merah Kota Kupan Ntb. Innovative: Journal Of
Social Science Research, 4(3), 18512-18532.
https://doi.org/10.31004/Innovative.V4i3.12838

Anam, M. S., Nadila, D. L., Anindita, T. A., & Rosia, R. (2020). Pengaruh
Kualitas Produk, Harga Dan Brand Image Terhadap Keputusan
Pembelian Produk Hand And Body Lotion Merek Citra. Jesya (Jurnal
Ekonomi & Ekonomi Syariah), 4(1), 120-130.
https://doi.org/10.36778/Jesya.V4il.277

Daya, J. S., Rosa, T., & Tamba, M. (2022). Pengaruh Harga, Kualitas Produk
Dan Citra Merek Terhadap Keputusan Pembelian Produk “The Sandals”
Dari Pt. Razer Brothers (P. T. R. Brothers, Trans.). Jurmal Administrasi
Dan Manajemen, 12(1), 86-98. https://doi.org/10.52643/Jam.V12i1.2112

Fajar, W., & Mursyid, R. (2023). Kesetaraan Gender Dalam Pembangunan.
Setara:  Jurnal  Studi  Gender  Dan  Anak,  6(01),  181.
https://doi.org/10.32332/Jsga.V6i01.8799

Fauzi, A., & Inayati, N. L. (2021). Implementasi Evaluasi Pembelajaran
Pendidikan Al Islam Di Sekolah Menengah Atas Muhammadiyah.
Munaddhomab: Jurnal Manajemen Pendidikan Islam, 4(2), 272—283.

Fernanda, A., Br Siahaan, S. V., Hapsari, V. R., & Sadewo, Y. D. (2020).
Analisis Strategi Bauran Pemasaran Usaha Kemitraan Gi-Va Fashion Di
Perumahan Kelapa Sawit Wirata. Business, Economics And Entreprenenrship,
2(2), 52-73. https://doi.org/10.46229/B.E.E..V2i2.196

Firmansyah, R., Restuti, S., & Noviasari, H. (2022). Pengaruh Atribut Produk
Dan Harga Terhadap Keputusan Pembelian Dan Kepuasan Konsumen
Produk Smartphone. Jurnal Manajemen Pemasaran Dan Perilakn Konsumen,
1(4), 426—434. https://doi.org/10.21776/]mppk.2022.01.4.01

Ghadani, A., Muhar, A. M., & Sari, A. I. (2022). Pengaruh Brand Ambassador
Dan Brand Image Terhadap Keputusan Pembelian Di Shopee Dengan
Mediasi Brand Awareness. Insight Management Journal, 2(3), 110-118.
https://doi.org/10.47065/1mj.V2i3.200

Gunawan, S, L, P. A. W. (2024). Identifikasi Penyebab Cacat Produk Pada
Mesin Tubing Dan Bottomer Windmoller & Holscher Menggunakan
Pendekatan Statistical Quality Control (Sqc) Studi Kasus: Pt. Indocement
Tunggal Prakarsa Tbk.) Salma Ladira Gunawanl, Dr. Purnawan Adi
Wicaksono, S.T., M. Indocement Tunggal Prakarsa Thk. Industrial Engineering
Online Journal, 13(3).
https://ejournal3.undip.ac.id/index.php/ieoj/article/view /45441

Gusriani, A., Yuniarti, L., Yanti, Z. P., Tatalia, R. G. (2024). Analisis Asosiatif
Pada Lirik Lagu “Jiwa Yang Bersedih.” Jurnal Dialektologi, 9(1), 35—42.
Https://Doi.Org/10.52237 /Jurnal

Halim, E. (2024). Komunikasi Pemasaran Terintegrasi Untuk Meningkatkan
Kesadaran Merek Soto Kudus Pak Minto. Jurnal Sosial Dan Sains, 4(9),
878-899. https://doi.org/10.59188/Jurnalsosains.V4i9.3171

Hastoko, Y. P., & Stevany, S. (2022). Pengaruh Kualitas Pelayanan, Persepsi
Harga, Dan Lokasi Terhadap Keputusan Menginap di Hotel Pop Kelapa
Gading. Fair Valune: Jurnal llmiah Akuntansi Dan Kenangan, 4(9), 4106—
4115. https://doi.org/10.32670/Fairvalue.V4i9.1613

International Journal of Multidisciplinary of Higher Education IJMURHICA) 1 61
Vol. 7, No. 3, pp. 154-164, 2024


https://ejournal3.undip.ac.id/Index.Php/Ieoj/Article/View/45441

The Effect of Payo Rice Products and Prices on Consumer Repurchase Decisions

Irawan, F. D., Ali, H., & Hadita. (2024). Pengaruh Content Marketing,
Kolaborasi Brand Dan Minat Beli Terhadap Keputusan Pembelian Pada
Produk Sepatu Aerostreet Di Kranji Bekasi Barat. Jurmal 1lnn Multidisiplin,
3(2), 155-164. https://doi.org/10.38035/]im.V3i2.593

Mananekke, L., & Maramis, I. (2022). Analisis Pengaruh Citra Merek, Kualitas
Layanan Terhadap Keputusan Pembelian Di Mediasi Oleh Kepercayaan
Pelanggan Apotek Mercke’lkolongan.  Jurnal Ewmba, 10(1), 39-48.
https://doi.org/10.35794/Emba.V10i1.37531

Manus, B., Soegoto, A. S., & Rogi, M. H. (2023). Analisis Pengaruh Kepuasan
Konsumen, Kepercayaan, Dan Reputasi Perusahaan Terhadap Loyalitas
Pelanggan Shopee Bitung. Jurmal Emba: Jurnal Riset Ekononz, Manajemen,
Bisnis Dan Akuntansi, 11(4), 748-757.
https://doi.org/10.35794/Emba.V11i4.52062

Nadhirah, A. N., Kurniawati, T., & Nor, Z. B. M. (2023). Analysis of the
Influence of Investment in Education and Health on Economic Growth
in Malaysia. International  Journal of Multidisciplinary Research of Higher
Edncation (AJMURHICA), 6(2), 65-77.
https://doi.org/10.24036/ijmurhica.v6i2.42

Nurhidayah, W. T. (2023). Analisis Makna Asosiatif Dalam Album Tutur Batin
Karya Yunita Rachman. [urnal Penelitian Pendidikan Bahasa Indonesia,
Daerab, Dan Asing, (1), 176-187.
https://doi.org/10.31540/Silamparibisa.V6i1.2314

Nurhikmah, S. T. (2022). Buku Pemberdayaan Perempuan Dan Kinerja
Pedagang Perempuan Pasar Terapung di Kalimantan Selatan. In
Nurhikmah (Pp. 1-164). https://eprints.unmer.Ac.Id/Id/Eprint/3451

Oktavia, G., Febriani, A., Hasnah, H., Sabrina, V., & Rahman, I. (2024). Enam
Metode Menghatfal Al-Qur'an Mahasiswa di Perguruan Tinggi Al-Qur'an
Indonesia. Jurnal ~ Kepemimpinan —dan — Pengurusan — Sekolah, 9(1), 12-23.
https://doi.org/10.34125/ikps.v9il

Pasaribu, Y. P. P., & Karo, I. M. K. (2024). Analisis Prediksi Harga Beras di
Indonesia Dengan Metode Monte Carlo. LATI (Jurnal Mabasiswa Teknik
Informatika), 8(4), 4418-4423. https://doi.org/10.36040/]ati.V8i4.9962

Putri, V. Y., Nursaimah, N., Farhan, M., & Zen, A. R. (2021). Problems of
Children’s Education on the Coast. International Journal of Multidisciplinary
Research — of  Higher — Education — (IIMURHICA), 4(3),  88-93.
https://doi.org/10.24036/ijmurhica.v4i3.102

Potu, G. A. S., Ogi, 1., & Samadi, R. L. (2022). Peran Amanda Manopo Sebagai
Celebrity Endorsement Terhadap Minat Membeli di Toko Online
Shopee. Jurnal Emba: Jurnal Riset Ekonom:, Manajemen, Bisnis Dan
Akuntansi, 10(3), 122. https://doi.org/10.35794/Emba.V10i3.41890

Rahawarin, Y., Rumlus, C. O., & Ramdhan, R. M. (2024). Identification of
Survival Strategy of Buton Ethnic Group in Ambon Island. International
Journal of Multidisciplinary Research of Higher Education (IIMURHICA), 7(1),
1-12. https://doi.org/10.24036/ijmurhica.v7i1.166

Rahma, T., & Azhar, Z. (2024). Analysis of Economic Growth During the
Crisis in Indonesia. International Jonrnal of Multidisciplinary Research of Higher
Edncation AJMURHICA), 7(2), 82-89.
https://doi.org/10.24036/ijmurhica.v7i2.176

Rahmad, A., Rahmi, R., Nakita, D. S., Akbar, Z., & Rahman, R. P. I. (2021).
Implementation of Learners' Methods of Memorizing the Qur’an at the
Dar El-Iman Indonesia Modern Islamic Boarding School. Islamic
Studies, 2622, 7T41x. https:/ /ijmurhica.ppj.unp.ac.id/index.php/ijmurhica

Rafidah, F. (2024). Determinan Dan Dampak Kebijakan Peningkatan Areal

International Journal of Multidisciplinary of Higher Education IJMURHICA) 1 6 2
Vol. 7, No. 3, pp. 154-164, 2024


https://doi.org/10.24036/ijmurhica.v6i2.42
https://doi.org/10.34125/jkps.v9i1
https://doi.org/10.24036/ijmurhica.v4i3.102
https://doi.org/10.24036/ijmurhica.v7i1.166
https://doi.org/10.24036/ijmurhica.v7i2.176
https://ijmurhica.ppj.unp.ac.id/index.php/ijmurhica

Novia, N., Wardi, Y., Idris, 1.

Irigasi Terhadap Rasio Ketergantungan Impor Beras Indonesia (The
Determinants And Impacts Of The Increasing Irrigated Areas Policy On
The Dependency Ratio Of Indonesia’s Rice Imports. Jurnal Pangan, 33(2),
97-118. https://doi.org/10.33964/]p.V33i2.664

Rahman, E. A., Wahyuni, 1., & Praja, Y. (2024). Pengaruh Word Of Mouth,
Keragaman Produk Dan ILokasi Dalam Membentuk Minat Beli Ulang
Pada Toko Andin Cemilan Situbondo Dengan Kepuasan Konsumen
Sebagai Variabel Intervening. Jurnal Mahasiswa Entrepreneurship (Jme, 3(10),
2025-2039. https://doi.org/10.36841/Jme.V3i10.5292

Rahman, 1., Kaema, M. T., Nurhapipah, N., Nelwati, S., Sabri, A., &
Rahmanda, R. (2024). Systematic Literature Review: Analysis Of Project-
Based Learning Models From Elementary To High School. A/~Ashri:
Imu-Ilmn  Keislaman,  9(2), 53—66. https://doi.org/Https://Ojs.Stai-
Bls.Ac.Id/Index.Php/Al-Ashri/Article/View/119

Rasdiany, A. N., Akmal, F., Pasaleron, R., Dafrizal, D., Ningsih, R., & Rahman,
I. (2024). Systematic Literature Review: The Impact Of Social
Competence  On  Teacher Communication Intelligence.  Jurnal
Kepemimpinan Dan Pengurnsan Sekolab, 9(2), 239-251.
https://doi.org/10.34125/Jkps.V9i2

Rusmini, R., Hasratuddin, H., Sinaga, B., Armanto, D., & Mukhtar, M. (2024).
Pengaruh Model Pembelajaran Berpikir Induktif Berbantuan Geogebra
Terhadap Kemampuan Pemecahan Masalah Matematis. Idegurn: Jurnal
Karya Liniah Guru, 9(3), 1402-1407.
https://doi.org/10.51169/1deguru.V9i3.1085

Prilica, R. R. T., & Patrikha, F. D. (2024). Analisis Perilaku Pembeli Pada
Aplikasi Pembelian Makanan Secara Online di Surabaya. Jurmal Ilmiah
Wabana Pendidikan, 10(6), 754-769.
https://doi.org/10.5281/Zenodo.10652740

Rahmah, H., Rahman, I., Nurhapipah, N., Erman, E., & Hasnah, R. (2023).
Dinamika Pemikiran Ahlussunnah Wal Jama’ah Dalam Membangun
Pemahaman Holistik Terhadap Moderasi Beragama. Unes Journal Of Social
and Economics research, 8(1), 027-034.

Sabrina, V., Alias, M. F. B., Lenggogeni, P., Oktavia, G., Asril, Z., & Rahman,
I. (2024). Analysis Of The Relationship Between Self-Regulated Learning
And Students” Quran Memorizing Activities In Junior High Schools.
Muaddib: International Journal Of Islamic Teaching And Learning, 1(1), 40—48.
https://doi.org/10.63061/Muijte.V1i1.12

Samsuddin, Nur Shamsul, M., Patahuddin, A., & Jabar Idharudin, A. (2024).
Pemikiran Pendidikan Hasan Langgulung Tentang Tujuan Pendidikan
Dan Relevansinya Dengan Tujuan Pendidikan. Cons-Iedn, 4(1), 46-57.
https://doi.org/10.51192/Cons.V4i1.820

Saputro, M. H. (2022). Analisis Pengaruh Tingkat Kemiskinan Terhadap
Indeks Pembangunan Manusia (Ipm) Dengan Model Regresi Linier
(Studi Kasus Di Kabupaten Bengkulu Utara Pada Tahun 2010-2021).
Ekombis Review:  Jurnal Ilmiah Ekonomi Dan Bisnis, 10(2), 809-816.
https://doi.org/10.37676/Ekombis.V10i2.2647

Simbolon, I. R., Sthombing, L., Pasaribu, A. G., Samosir, L., & Sitompul, A. S.
(2024). The Relationship Between Principal Managerial Skills And
Teacher Teaching Competence With Student Graduation Rates For State
Universities In Sma Negeri In Tarutung District. Indonesian Journal Of
Christian Education And Theology, 3(2), 147-162.
https://doi.org/10.55927 /Tjcet.V3i2.9567

Wahyuni, S. (2024). Dinar Sebagai Komoditas Jual Beli Di Komunitas Magnet

International Journal of Multidisciplinary of Higher Education IJMURHICA) 1 6 3
Vol. 7, No. 3, pp. 154-164, 2024



The Effect of Payo Rice Products and Prices on Consumer Repurchase Decisions

Rezeki Menurut Undang- Undang Nomor 7 Tahun 2011 Tentang Mata
Uang dan Mabi’ Pada Akad Bai’ Musawwamah. https://Repository. Ar-
Raniry.Ac.1d/1d/Eprint/34507

Sukarno, H. F., Arifianti, R., & Hakim, R. M. A. (2024). Peran Customer
Satisfaction Sebagai Variabel Mediasi Pada Pengaruh Customer
Experience Terhadap Brand Loyalty. Jurnal Iimiah Manajemen, Ekononsi, &
Akuntansi (Mea), 8(3), 474-500.
https://doi.org/10.31955/Mea.V8i3.4465

Silvana, T., Kindangen, P., & Rumokoy, J. L. (2022). Pengaruh Kepemilikan
Kas, Pandemi Covid-19 Dan Struktur Aset Terhadap Profitabilitas Pada
Perusahaan Telekomunikasi Di Bursa Efek Indonesia Periode 2014-
2021. Jurnal EMBA:  Jurnal Riset Ekonomi, Manajemen, Bisnis  dan
Akuntansi, 10(4), 1567-1576.
https://doi.org/10.35794/Emba.V10i4.44085

Windusancono, B. A. (2021). Upaya Percepatan Pertumbuhan Usaha Mikro
Kecil Dan Menengah (Umkm) Di Indonesia. Mimbar Administrasi Fisip
Untag Semarang, 18(2), 32. https://doi.org/10.56444 /Mia.V18i2.2528

Copyright holder:
© Novia, N., Wardi, Y., Idris, I. (2024)

First publication right:
International Journal of Multidisciplinary of Higher Education (IJMURHICA)

This article is licensed under:

CC-BY-SA

International Journal of Multidisciplinary of Higher Education IJMURHICA) 1 6 4
Vol. 7, No. 3, pp. 154-164, 2024



