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Abstract

This research aims to examine the impact of product quality, perceived price, and promotional
strategies on the purchasing decisions of consumers of the Citra brand bath soap in Kudus City.
The study is motivated by the brand’s recent decline in the Top Brand Index, attributed to
heightened market competition and shifting consumer preferences. Employing a quantitative
method with an explanatory research design, the study surveyed 100 respondents who use
Citra bath soap in Kudus, selected through purposive sampling. Data collection was carried out
via questionnaires and analyzed using multiple linear regression. The findings reveal that
product quality, price, and promotion each exert a positive and significant influence on
consumer purchasing decisions. These results suggest that, in order to remain competitive and
foster customer loyalty, businesses should focus on enhancing product quality, establishing
fair pricing, and executing targeted and impactful promotional efforts.
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