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ABSTRACT 

This study aims to find out how online promotions, product packaging and prices 
affect purchasing decisions for culinary products "Cau Nugget" and to determine the effect 
of price moderation on online promotions in determining purchasing decisions. This study 
used a quantitative method involving consumer Instagram followers 'Cau Nugget' as a 
population and a sample of 121 respondents. The results of the study found that, of the 
three existing factors, online promotions did not have a significant influence o n purchasing 
decisions. Meanwhile, product packaging and price have a significant effect on purchasing 
decisions. This study proves that price negatively moderates online promotions on 
purchasing decisions, as well as being the indicator that has the highest impact on 
purchasing decisions. 
   
Keywords : Online Promotion; Product Packaging; Price; Buying Decision; 

Home Industry 
 

ABSTRAK 
Penelitian ini bertujuan untuk mengetahui bagaimana promosi online, kemasan 

produk dan harga mempengaruhi keputusan pembelian produk kuliner “Cau Nugget” serta 
untuk mengetahui efek moderasi harga terhadap promosi online dalam menentukan 
keputusan pembelian. Penelitian ini menggunakan metode kuantitatif dengan melibatkan 
follower Instagram konsumen ‘Cau Nugget” sebagai populasi dan sampel sebanyak 121 
responden. Hasil penelitian menemukan bahwa, dari tiga faktor yang ada, promosi online 
tidak memberi pengaruh signifikan terhadap keputusan pembelian. Sementara kemasan 
produk dan harga berpengaruh signifikan terhadap keputusan pembelian. Penelitian ini 
membuktikan bahwa harga secara negatif memoderasi promosi online pada keputusan 
pembelian, sekaligus merupakan indikator yang memiliki dampak tertinggi terhadap 
keputusan pembelian. 

   
Kata Kunci  : Promosi Online; Kemasan Produk; Harga; Keputusan Pembelian; 

Industri Rumahan 
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INTRODUCTION 
 

The existence of the Internet plays a very important role in increasing a company's 
ability to run the business more quickly, and accurately, and covers a wider range of time 
and space (Sugiarti et al., 2018). "Cau Nugget" is a brand name for one of the culinary home 
industries in the city of Bandung, which already uses the internet to promote and market 
its products. Namely by using Instagram, as well as several links such as; gokuliner.com 
and ayobandung.com, to communicate their brands and products to the public. This 
condition is one of the changes in supplier or consumer behavio ur that is one of the drivers 
of changes in the field of marketing strategy carried out by companies (Tjahjono & Subagio, 
2013). 

In the culinary business, packaging has a very important role, therefore the 
manufacturing process must pay attention to selling values for consumers and product 
promotion values for businesses. The packaging does not only function as a product 
wrapper, according to (Wijayanti, 2012) there are approximately four aspects related to 
the function and purpose of making packaging, namely 1) the aesthetic aspect to beautify 
the product; 2) the safety aspects so that the product is not damaged either when it is 
displayed in the store or when it is distributed; 3) information aspects for consumers to 
know, and; 4) aspects of product design that show the condition of the product.  

Packaging that has been designed according to the function and purpose of a 
product, even taking into account the four aspects above, will not have the impact expected 
if it is not promoted. As with packaging, product promotion activities as a means of 
communication between producers and consumers also have a very important role. 
(Rangkuti, 2009) in his book says, "Promotion is one of the elements in the company's 
marketing mix that is utilized to notify, persuade, and remind about the company's 
products". Concerning promotion, "Cau Nugget" has implemented it through online 
promotion as explained above. 

In addition to packaging, price is also a material consideration for research, how does 
price affect purchasing decisions price plays a very important role and determines the 
occurrence of a transaction. As explained by Kotler and Armstrong in their book, that price 
is a value or nominal amount of money billed and exchanged for a product or service by 
customers to get the benefits of the product or service (Kotler & Armstrong, 2008). Th is 
price becomes one of the attributes in determining the decision-making of purchasing a 
product by a consumer. The important position of price like this affects competition in 
every type of business so that there is a term price war between business actors and their 
competitors to get the attention of consumers. 

Purchasing decision is a decision taken by consumers and is influenced by factors: 
economics, finance, technology, politics, culture, product, price, location, promotion, 
physical evidence, people and process, thus forming an attitude in consumers to process 
all information and draw conclusions in the form of a response that appears what product 
to buy (Alma, 2011). Based on this understanding, it can be seen that purchasing decisions 
are closely related to consumer behaviour, especially the relationship with the factors that 
influence a consumer's purchasing decision. 

Analysis of the factors that influence consumer purchasing decisions on a product 
will provide clear information to producers as evaluation material regarding consumer 
expectations for the products they produce. So that the manufacturer can guarantee that 
the product it offers meets consumer expectations. In general, there are five roles that a 
person plays in making a buying decision. The five roles according to (Kotler & Amstrong, 
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2008, p. 203) are: the role of the initiator, the influencer, the decision maker, the buyer and 
the user. 

Based on the explanation above, the purpose of this study is illustrated in Figure 1 ., 
which is to evaluate how online promotions, product packaging and prices affect 
purchasing decisions, and whether prices can mediate the relationship between online 
promotions and purchasing decisions. 

Source: Processed data, 2022 

Figure 1. Research Model 
 

RESEARCH METHOD 
 

Data, Population, and Sample 
The data needed in this study consisted of primary data and secondary data. Primary 

data was obtained from respondents' answers to questionnaires made using the Google 
form and distributed directly on Instagram "Cau Nugget". Secondary data is in the form of 
a literature review of other similar studies as well as source books related to the theme of 
this research. The main target population in this study is Instagram followers as well as 
"Cau Nugget" customers. Selection of the sample using a simple random sampling 
technique taken from the target population. In this study, the samples analyzed as input 
totalled 121 samples (Ferdinand, 2002), based on 122 questionnaires collected bu t one 
questionnaire was invalid for processing. 

The primary data in the form of the questionnaire above was adapted and developed 
from previous studies and adapted to the context of this study. Assessment of the variables 
and or constructs of this study uses a five-point Likert scale item. This research 
questionnaire consists of five main parts. The first part involves questions regarding the 
respondent's description, including gender; age; occupation; and place of residence as well 
as screening questions in the form of confirmation whether or not the respondent has seen 
the promotion on Instagram "Cau Nugget". The second part concerns online promotion, 
adapted from research (Kuspriyono, 2017) which consists of seven statements: 3 
statement items regarding personal relevance, 1 item regarding online interactivity, 2 item 
statement Message and 1 item statement regarding brand familiarity. The third section 
regarding product packaging was adapted from research (Badjamal, 2013), consisting of 
7 statement items, namely: 2 statement items regarding portability, memorable 2 
statement items, 1 statement item about easy to read and 2 statement items regarding 
visual protection. Furthermore, the fourth section concerns product prices, (Zeithaml, 
1988) explains that there are 3 dimensions of price, namely price acceptance, price 
evaluation, and perceived worth. Statements related to the price dimension consist of 5 
statement items, namely: 3 statements for price acceptance and 1 statement item each for 
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price evaluation and perceived worth. The fifth section concerns purchasing decisions 
with 7 item statements consisting of attention 1 item statement; interest 2 item 
statements; search 2 item statements; and action 2 item statements.  

 
Data analysis 

The process of an initial analysis of primary data obtained through questionnaires is 
following the provisions, namely by conducting validity tests which aim to ensure valid 
data by looking at the Loading factor values of indicators that measure constructs and 
reliability testing to measure respondent consistency. According to (Ghozali, 2014) in 
testing validity, the criteria for a significant loading factor are worth more than 0.5. As for 
reliability testing, in PLS there are two testing methods, namely Cronbach alpha and 
Composite reliability. The Composite reliability value must be > 0.7 even though a value of 
> 0.6 is still acceptable (J.T. Roscoe, 1971) (Imani, Nugroho, & Winarno, 2017).  
 
RESULTS AND DISCUSSION 
 
Respondent Profile 

Respondents in this study were Instagram followers as a promotional media for the 
culinary home industry "Cau Nugget", after previously the authors distributed 
questionnaire forms via Google form. Based on the results of processing the questionnaire 
form data, the profile of the respondents is shown in Table 1., where the majority of 
respondents are mostly male (60.3%). Based on age, most respondents were aged 15 -25 
years (39.7%), followed by 26-35 years (24.8%), then 36-45 years (21.5%) and finally 
over 45 years 14%. Meanwhile, based on occupation, most respondents work as private 
employees (43.8%), followed by students with student status (36.4%), then self -employed 
(9.1%), and civil servants (8.3%). Based on the place of residence, the majority of 
respondents came from the city of Bandung (70.2%) 

Table 1. Profile of Respondents 

No Characteristics  Total Percentage 
1 Gender :   

 Male 73 60,30% 
 Female 48 39,70% 

2 Age :   
 15 – 25 Years 48 39,70% 
 26 – 35 Years 30 24,80% 
 36 – 45 Years 26 21,50% 
 Over 45 Years 17 14,00% 

3 Work :   
 Civil servants  10 8,30% 
 Private Employees 53 43,80% 
 Entrepreneur 11 9,10% 
 Student 44 36,40% 
 Not filling 3 2,50% 

4 Residence (Domicile)   
 Bandung City 85 70,20% 
  Outside Bandung City 36 29,80% 

Source: SPSS Outputs, 2022   

 
Validity and Reliability of the Research Model 

Variant-based Structural Equation Modeling (SEM) application or Partial Least 
Square (PLS) known as Smart-PLS is used in measuring validity and reliability testing. The 
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SEM validity technique used is convergent validity, which is measured by determining 
whether each estimated indicator validly measures the dimensions of the concept being 
measured, (Minto Waluyo, 2016, p. 34) says, an indicator shows significant convergent 
validity if the coefficient of the indicator variable greater than twice the standard error 
(C.R > 2. SE). Furthermore, the results from the structural model will also be used to test 
causality, such as testing a hypothesis with a predictive model. In Smart-PLS, to test the 
construct validity and reliability of the instrument using the outer model value. 

Figure 2. and Table 2. are the results of the Smart-PLS program used to measure 
validity using the convergent validity method. 

Source: SmartPLS, 2022 

Figure 2. Loading Factor First Iteration Diagram 

Table 2. First Iteration of Loading Factor 

Variable Indicator Items Loading Factor 

Online Promotion 

Personal Relevance 

1. X1.1 0,866 

2. X1.2 0,829 

3. X1.3 0,855 
Online Interactivity 4. X1.4 0,802 

Message 
5. X1.5 0,848 
6. X1.6 0,866 

Brand Familiarity 7. X1.7 0,794 

Product Packaging 

Portability 
8. X2.1 0,73 
9. X2.2 0,83 

Memorable 
10. X2.3 0,789 
11. X2.4 0,811 

Easy to Read 12. X2.5 0,79 

Visual Protection 
13. X2.6 0,815 
14. X2.7 0,819 

Price (moderation) 

Price Acceptance 
15. X3.1 0,854 
16. X3.2 0,884 

17. X3.3 0,81 

Price Evaluation 18. X3.4 0,495 
Perceived Worth 19. X3.5 0,425 
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Buying decision 

Attention 20. Y.3 0,742 

Interest 
21. Y.4 0,883 
22. Y.5 0,88 

Search 
23. Y.6 0,69 
24. Y.7 0,872 

Action 
25. Y.3 0,823 

26. Y.4 0,704 
Source: Results of Construct Reliability and Validity SmartPls, 2022 

From Table 2., it can be seen that not all loading factor instrument values have a 
value above 0.5. It can be seen that X3.4 and X3.5 instruments must be removed because 
they have a loading factor value below 0.5. Further measurements were taken again, the 
results of which are shown in Figure 3. and Table 3. 

Source: SmartPLS, 2022 

Figure 3. Loading Factor Second Iteration Diagram 
 

Table 3. Second Iteration of Loading Factor 

Variable Indicator Items Loading Factor 

Online Promotion 

Personal Relevance 

1. X1.1 0,866 

2. X1.2 0,829 
3. X1.3 0,855 

Online Interactivity 4. X1.4 0,802 

Message 
5. X1.5 0,848 

6. X1.6 0,866 
Brand Familiarity 7. X1.7 0,794 

Product Packaging 

Portability 
8. X2.1 0,73 

9. X2.2 0,83 

Memorable 
10. X2.3 0,789 

11. X2.4 0,811 
Easy to Read 12. X2.5 0,79 

Visual Protection 
13. X2.6 0,815 

14. X2.7 0,819 

Price (moderation) Price Acceptance 

15. X3.1 0,865 

16. X3.2 0,909 
17. X3.3 0,789 

Buying decision 
Attention 18. Y.1 0,737 

Interest 19. Y.2 0,881 
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20. Y.3 0,879 

Search 
21. Y.4 0,692 

22. Y.5 0,872 

Action 
23. Y.6 0,824 

24. Y.7 0,707 
Source: Smart PLS Outer Loading Results, 2022 

Table 3. shows the convergent validity test with the second loading factor 
measurement. The test results show that all loading factor values are above 0.5. After the 
validity test, then the reliability test was carried out. Reliability testing is intended to prove 
the level of accuracy, level of consistency and accuracy of the instrument when measuring 
the construct reliability of each indicator (Latan & Ghozali, 2012). Construct reliability is 
determined by looking at the value of the composite reliability criteria and Cronbach alpha 
from the indicator block that determines the construct. And the construct is declared 
reliable if the value of composite reliability or Cronbach alpha is greater than 0.6 
(Permanasari, Setyaningrum, & Sundari, 2014). 

Based on Table 4., it can be seen that the composite reliability and Cronbach alpha 
values all show numbers above 0.6, meaning that all instruments are reliable. Thus it can 
be said that the questionnaire is valid and reliable, and therefore the hypothesis testing 
process can be carried out. 

Table 4. Reliability Test 
 

Indicator 
Composite 
Reliability 

Cronbach Alpha 
Average Variance Extracted 

(AVE) 

Online Promotion 0,943 0,929 0,702 
Product Packaging 0,925 0,905 0,637 
Price (moderation) 0,854 0,849 0,768 
Buying decision 0,911 0,906 0,645 
Source: Results of Construct Reliability and Validity SmartPls, 2022 

Table 5. is the result of this study, which shows that the diagonal elements are taller 
than the off-diagonal elements in the row and column respectively. The results confirm 
that discriminant validity is valid because the square root of each AVE construct is higher 
than the other constructs. 

 Table 5. Discriminant Validity Results (Fornell-Larcker Criterion) 

 Price (moderation) 
Product 

Packaging 
Buying decision 

Moderating 
Effect 1 

Online 
Promotion 

Price (moderation)  0.876     
Product Packaging 0.673 0.798    
Buying decision 0.786 0.733 0.803   
Moderating Effect 1 -0.341 -0.242 -0.390 1.000  
Online Promotion 0.681 0.746 0.688 -0.477 0.838 

Source: Discriminant Validity SmartPls results, 2022 

 
Hypothesis testing 

Hypothesis testing is done by running Bootstrapping on SmartPLS, the results of 
which are shown in Table 6. 
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Table 6. Hypothesis Testing 

No Connection 
Original 

Sampel (O) 

Std. 

Deviation 
(STDEV) 

T Statistics 
(O/STDEV) 

P Values Decision 

1 
Online Promotion à Buying 
decision 

0,041 0,100 0,409 0,683 Rejected 

2 
Product Packaging à Buying 
decision 

0,349 0,109 3,306 0,001 Accepted 

3 
Price (moderation) à Buying 
decision  

0,482 0,087 5,531 0,000 Accepted 

4 
Moderating Effect à Buying 
decision 

-0,071 0,038 1,854 0,064 Rejected 

Source: Smartpls bootstrapping results, 2022     

 
Table 6. shows, the effect of online promotion on purchasing decisions has a direct 

positive effect but is not significant with the original sample value or beta value = 0.041, t 
= 0.409, p > 0.05. The finding rejects H1, which indicates that online promotions do not 
influence purchase decisions. The results of other studies show that product packaging 
directly has a positive and significant influence on purchasing decisions with values: 
original sample or beta (β) = 0.349, t = 3.306; p<0.05. The findings support H2, which 
indicates that product packaging positively influences purchasing decisions. Furthermore, 
price directly has a positive and significant influence on purchasing decisions with a value 
of original sample or beta value (β) = 0.482; t = 5.531; p<0.05. The finding supports H3, 
which indicates that price positively influences purchasing decisions. Meanwhile, the price 
that moderates online promotions has a negative and insignificant effect on purchasing 
decisions (β = -0.071, t = 1.854, p > 0.05). This finding rejects H4, which indicates that price 
negatively affects the relationship between online promotions and purchase decisions .  
 
CONCLUSION 
 

The results of this study can be concluded that: 1) With results that show no 
significance, online promotion is now a natural thing because respondents are followers 
of Instagram "Cau Nugget" so for other entrepreneurs, it can be a reference that online 
promotion is a must as a current promotional medium. 2) What is more important in 
online promotion is the content and services in the online promotion itself as evidenced 
by product packaging and prices that show results or provide accurate effects that can 
influence purchasing decisions. 3) Price as a moderating variable negatively affects the 
purchasing decision of a prospective "Cau Nugget" buyer. 4) Price shows the strongest 
influence on purchasing decisions because it is an important factor besides packaging and 
deserves special attention from other culinary entrepreneurs. 
 
RECOMMENDATION 
 

The findings recommend product packaging and prices that are proven to positively 
influence purchasing decisions. This is important to maintain even if possible so that the 
quality of the packaging can be further improved. Likewise, with prices, they always pay 
attention or be adjusted to competitors. Regarding online promotions, the manager of "Cau 
Nugget" always updates the content and adds several alternative online promotion media 
by participating in advertising and selling in several marketplaces that are well known to 
the public, such as Lazada, Tokopedia, Shopee, etc. 
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This study is still in the form of a mini-research with a narrow scope and scope of 
research objects. Therefore, for subsequent research to consider taking a broader research 
object, to be able to find the right online marketing patterns, especially for home 
industries. 
 
REFERENCES 
 
Alma, B. (2011). Manajemen Pemasaran dan Pemasaran Jasa. Bandung: Alfabeta. 
Amirul, Sukirno, & Andari. (2018). Pemahaman Pentingnya Kemasan Terhadap Pelaku 

Usaha Berdasarkan Rentang Variasi Lama Usaha. Jurnal Mitra Manajemen (JJM 
Online), Vol. 2 No. 6 , 610-618. DOI: https://doi.org/10.52160/ejmm.v2i6.163   

Badjamal, F. A. (2013). Pengaruh Dimensi Kemasan Terhadap Keputusan Konsumen 
Dalam Membeli Rokok Merek Clas Mild Di Kota Parigi. e-Jurnal Katalogis Volume 1 
Nomor 7, 1-13. 
http://jurnal.untad.ac.id/jurnal/index.php/Katalogis/issue/view/1012 

Dr. Minto Waluyo, I. M. (2016). Mudah Cepat Tepat Penggunaan Tools Amos Dalam Aplikasi 
(SEM). Surabaya: UPN "Veteran" Jawa Timur. 

Ferdinand, P. A. (2002). Structural Equation Modeling Dalam Penelitian Manajemen, Edisi 
Kedua. Semarang: Undip Press. 

Ghozali, I. (2014). SEM Metode Alternatif dengan Menggunakan Partial Least Squares (PLS). 
Semarang: Badan Penerbit Universitas Diponegoro. 

Griffin, R. W., & Ebert, R. J. (2007). Bisnis Edisi Kedelapan Jilid 2. Jakarta: Erlangga. 
Imani, Y. M., Nugroho, E., & Winarno, W. W. (2017). Peran Promosi dan Rekomendasi 

Dalam Pembentukan Harapan Pembeli Online Terhadap Penjual Online Yang 
Memiliki Kredibilitas (Studi : Beteng Trade Center Solo). Prosiding Seminar Nasional 
Geotik (pp. 31-38). Yogyakarta: Geotik. 
https://publikasiilmiah.ums.ac.id/bitstream/handle/11617/9077/geotik2017_4.p
df?sequence=1&isAllowed=y 

Jamaludin, A., Arifin, Z., & Hidayat, K. (2015). Pengaruh Promosi Online dan Persepsi Harga 
Terhadap Keputusan Pembelian (Survei Pada pelanggan Aryka Shop di Kota 
Malang). Jurnal Administrasi Bisnis (JAB) Vol. 21 No.1, 1-7. 
http://administrasibisnis.studentjournal.ub.ac.id/index.php/jab/article/view/853 

Kalwani, M. U., & Yim, C. K. (1992). "Consumer Price and Promotion Expectations". 
American Marketing Association Stable, 90-100. https://doi.org/10.2307/3172495  

Kotler, P. (2002). Manajemen Pemasaran. Jakarta: Prenhallindo. 
Kotler, P. (2009). Manajemen Pemasaran Edisi Ke Dua Belas Jilid I. Jakarta: PT. Macanan 

Jaya Cemerlang. 
Kotler, P., & Amstrong, G. (2008). Prinsip-prinsip Pemasaran Edisi 12. Jakarta: PT. Gelora 

Aksara Pratama. 
Kotler, P., & Keller, K. L. (2009). Manajemen Pemasaran Edisi 13 Jilid 1. Jakarta: Erlangga. 
Kuspriyono, T. (2017). Pengaruh Promosi Online dan Kemasan Terhadap Keputusan 

Pembelian Kosmetik Merek Sariayu Martha Tilaar. Perspektif Vol. XV No.2, 147-154. 
DOI: https://doi.org/10.31294/jp.v15i2.2231  

Latan, & Ghozali. (2012). Partial Least Squares : Konsep, Teknik dan Aplikasi SmartPLS 2.0 
M3 Untuk Penelitian Empiris. Semarang: Badan Penerbit Universitas Diponegoro. 

Nurgayatri, A. R. (2016). Pengaruh Promosi Online Pada Media Sosial Terhadap Keputusan 
Pembelian Konsumen Brand Elmeira. (pp. 2679-2687). Bandung: e-Proceeding of 
Management. 

https://doi.org/10.52160/ejmm.v2i6.163
https://doi.org/10.31294/jp.v15i2.2231


 
 
 

 

JURISMA : JURNAL RISET BISNIS DAN MANAJEMEN      58 

https://openlibrarypublications.telkomuniversity.ac.id/index.php/management/a
rticle/view/3042/2887 

Permanasari, R., Setyaningrum, R. M., & Sundari, S. (2014). Model Hubungan Kompetensi 
Profesionalisme dan Kinerja Dosen. Jurnal Bisnnis Manajemen Perbankan Vol. 1 No. 
2, 157-174. DOI: https://doi.org/10.21070/jbmp.v1i2.270  

Pribadi, W. (2010). 16 Cara Efektif Mendatangkan Pelanggan Lewat Internet Edisi-1. 
Jakarta Selatan: Kawah Media. 

Rangkuti, F. (2009). Strategi Promosi yang Kreatif dan Analisis Kasus Integrated Marketing 
Communication. Jakarta: PT. Gramedia Pustaka Utama. 

Sugiarti, Susanto, E. M., & Yulandari, A. (2018). Strategi Promosi dan Strategi Pengemasan 
Produk Dalam Rangka Meningkatkan Tingkat Penjualan Pada Usaha Home Industri 
Di Kelurahan Kadipiro Banjarsari Surakarta. Jurnal Pengabdian Kepada Masyarakat 
Vol.2 No.2 , 1-8. DOI: https://doi.org/10.31001/dimasbudi.v2i2.570 

Tjahjono, & Subagio, d. (2013). Business Crime and Ettics: Konsep dan Studi Kasus Fraud di 
Indonesia dan Global. Yogyakarta: ANDI. 

Tjiptono, F. (2008). Strategi Bisnis Pemasaran. Yogyakarta: ANDI. 
Wibowo, S. F., & Karimah, M. P. (2012). Pengaruh Televisi dan Harga Terhadap Keputusan 

Pembelian Sabun Lux (Survei Pada Pengunjung Mega Bekasi Hypermall). Jurnal Riset 
Manajemen Sains Indonesia (JRMSI) Vol. 3, No. 1, 1-15. 
https://journal.unj.ac.id/unj/index.php/jrmsi/article/view/771 

Wijayanti, T. (2012). Marketing Plan! Perlukah? Managing Marketing Plan (Teori dan 
Aplikasi) . Jakarta: Elex Media Komputindo. 

Yazia, V. (2014). Pengaruh Kualitas Produk, Harga dan Iklan Terhadap Keputusan 
Pembelian Handphone Blackberry (Study Kasus Blackberry Center Veteran Padang). 
ECONOMICA, 165-173. DOI: 10.22202/economica.2014.v2.i2.229  

Zeithaml, V. A. (1988). Consumer Perceptions of Price, Quality, and Value: A Means-End 
Model and Synthesis of Evidence. Journal of Marketing Volume 52, 2-22. DOI: 
https://doi.org/10.2307/1251446  

 

https://doi.org/10.21070/jbmp.v1i2.270
https://doi.org/10.31001/dimasbudi.v2i2.570
https://dx.doi.org/10.22202/economica.2014.v2.i2.229

