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Technology, and HRM) make a positive contribution as a grounded theory to explain antecedent 

variables and their correlation to other approaches) 
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1. INTRODUCTION  

 

The decision to buy goods or needs is influenced by various factors, as found in several studies. 
Purchasing decisions can be affected by local government regulations or regulations. Since 2000, 
China has issued restrictions on housing purchase with a minimum requirement of working for 
several years in a city. Of course, this decision will successively influence a person to choose school 
paths, jobs, and locations (Sun, Zhang, Lin, & Zheng, 2021). The decision to buy a house is one of 
the most important considerations when looking for work in various cities when choosing a private 
or government job. Other researchers found that purchasing decisions are also influenced by 
purchasing factors due to prior planning or no planning. If the purchase of necessity is planned, the 
next purchase is likely to repeat itself. In contrast to unplanned purchases, it proved to be very unlikely 
to buyback. Another effect of using heuristics and considering payment methods can be a practical 
retail strategy. This means that the impact of previous purchases will affect subsequent purchases and 
the way of payment (Sohn & Ko, 2021). The easier the payment method, it turns out that the more 
purchases it makes. The planned mindset will further influence the purchasing decision. Activities 
and cognitive thinking patterns affect the effectiveness of actions and goals.   

Green marketing strategies also influence purchasing decisions. This means that entrepreneurs 
need to emphasize the green brand image (environmentally friendly), green brands' linkage with 
services, and green brand equity (Tsai et al., 2020). The green marketing strategy will attract consumer 
attention. Green campaigns are one way to attract buyers. The principle of sustainable development 
of a green transportation system can be explicitly applied to large and medium-sized cities and a 
provision for consumers to change consumer behavior and increase the likelihood of interest in green 
brand products. Likewise, the decision to purchase a vehicle can be influenced by the rate of change 
in oil prices. This further confirms that one product is bound and affects the other (Du & Lin, 2017). 

The appearance or layout will also be a determining factor for consumers. The ease and 
attractiveness of website pages or online sites influence consumer purchasing behavior. Including the 
ease of finding products and other types of identical products that complement each other will 
increase purchase interest. This means that when a product's appearance is aligned with an unrelated 
development, purchasing decisions tend not to affect (Lu et al, 2020). The purchasing decision, 
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according to other researchers, is revealed to be higher online than offline. The level of interactivity 
and spatial visualization information influence consumer interest. The spatial interface relationship is 
an easy choice for consumers to explore their needs and get them. Ease of service for buyers is the 
main thing in influencing buying interest. Style and visual attractiveness affect purchase interest 
(Kang, Shin, & Ponto, 2020). Apart from the factors above that influence purchasing decisions, it is 
also related to the salesperson's performance in delivering the available products and services. It 
means that salespeople and communication strategies, agent or retail characteristics affect the sales 
effectiveness of the group of purchasing decisions by consumers (Hartmann et al, 2020). This further 
shows that the promotion orientation focuses on rational persuasion and attractiveness, and 
inspiration for consumers. 

Another exciting thing is that consumers' direct involvement influences purchasing decisions in 
determining the value of a product or service. When consumers submit complaints or information 
about the product purchased, the input is well responded to by the producer. This will increase 
consumer confidence in remaining loyal to the product. The prerogative of consumers to get 
information about products and services will trigger consumer loyalty (de Carvalho et al, 2020). 
Conjoining analysis states that the relative importance is based on customer perceptions of a particular 
product and the utility value that arises from the related product attributes. A choice-based conjoint 
method is a new approach to analyzing consumer needs based on one specific segment. For example, 
this calorie sensitive group of consumers does not have a significant preference for sugar or cooking. 
Product attributes and specific value requirements influence purchasing decisions (Enneking, 
Neumann, & Henneberg, 2007). 

 

2. Literature Review Procedure 
 

This study uses a bibliometric literature review approach with a sample mapping literature of 10 
articles from 2007 to 2021 under the publisher Elsevier (e.g., LWT, Journal of Retailing and Consumer 
Services, Journal of Interactive Marketing, Regional Science and Urban Economics, Food Quality 
and Preference Journal, Energy Policy, Decision Support Systems Journal, and Industrial Marketing 
Management). Table 1 illustrates the results of the literacy mapping that we have summarized. In 
connection with the presentation in the Introduction section, the proportion of our analysis results 
has also been stated in section 3. 

 

3. Conclusion and Proposition 
 

H1:  By implication, the theory states that there is a robust correlation theoretically linkages Theory 
of Planned Behavior to the purchase-decision; 

H2:  Correlation Theory of planned behavior theory in the aspect of the field of management (e.g., 
marketing, Technology, and HRM) make a positive contribution as a grounded theory to explain 
the variable antecedent and also its correlation to other theories. 
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