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Abstract: The purpose of thas research 15 to explam how mch Product Innovation and Price Influence Purchase
Decisions on Shopee application m Bandung. This study used a quantitative approach with 100 respendents who
used the Shopes application and the process of caleulating multiple regression analysis in the process by SPS525
software. The main data of this study was obtamed from questionnamres, and secondary data obtained through the
publication of journals and textbooks. Based on the results of the study that the variables Produet Innovation amd
Price have a sipmificant mfluence together on the Purchase Decision, but for vanables Product Innovation has a
less sgmficant mfluence on the Price Decision. This shows us that Shopee app uwsers m Bandung have other
perspectives when making purchasmg decisions instead of just Product Innovation that 15 considered.
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L. Introduction

Marketplzce business 15 a business that 15 zrowmg rapidly in recent years. From vear to vear, more and more
marketplaces are present m Indonesia. Starfing with a simple website now marketplace m Indonesia cortinues to
race to develop a vanety of features that can be offered Shopee 15 marketplace-based e-commerce that became
the first mobile-bazed onhne shopping platform in Southeast A=ia and Tamwan. It was first launched in Decomber
2015 simltaneously m 7 countries such as Indonesia, Singapore, Malaysia, Thaland, Vietnam the Plulippmes,
and Taiwan. Shopee 15 a platform specifically tailored to the peeds of the Southeast Asian market, making online
shopping easy, secure and flesable, through a strong payment system and logistics system support. Shopee offers
itz sales products and also offers buyers to be able to shop for vanous attractve offers anyhme, and anywhere,
with puaranteed transaction secuwrity. Shopee 15 an onhne shopping center where nsers can get the latest updates
from the sallers they follow:

Product mnovation 15 somethimg that can be seen as functional progress of products that can bnng the
product to be more advanced than competitors if the product has advantages that are seen as added value for
consumers. The thing that affects the occwrence of product Innovaton 15 the smilanty of s products comng
from competitors. Factors such as produet differentiafion. brand equuty, price, and product innovation can be
factors that influence consumers m electrome product purchase decimons. Purchase decisions are a major
component in consumer behavior, which is a decision that imvvolves a split between two or mere alternatrves.

So-s0 products will be viewed by consumers as bonng products and satwrated, thevefore creatmaty,
modificaton, and moovaton are needed for the development of such products to still get a place m the hearts of
consumers. In addifion to these factors, price factors also play an important role n marketing The strategy of
determining the hugh low price greatly affects the prachee or not of a product m the market. Low or affordable
prices are a tmggzer to mmprove marketng performance. But the pnice can be an indicator of quality, where a
product with kigh quahty will dare to be pegzed at a lugh price as well. Price can also influence consumers m
makmg decisions to make purchaszes of a product. Price 1= one of the marketing morwes that companies can use to
achieve therr markefing zoals.

Bazed on the background of the above problems, this study 15 proposed to examume the extent of the
mfluence of product mpovaton and price on purchasing decisions. The formulation of problems m this study 15,
(1) The influence of product mnovation on purchasing decisions on Shopee users m the city of Bandung, (2) The
mfluence of pnices on puwrchasmg decisions on Shopee users in the city of Bandung, (3} The mfluence of product
mnovation and price on purchasing decisions on Shopee users m the city of Bandung,
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1. Theoretical Studies
1.1 Product innovation

Factors that influence the ccoumence of product moovaton are the siomlanty of the look of spmlar products
commg from competitors. Product innovation 15 somethims that can be seen as fimchional progress of products
that bring products to be more advanced than ther competitors. According to Fobbms and Coulter (2016),
mnovation mself 15 defined as taking creative 1deas and tuming theny mto useful products or working methods=. In
2 business that can make innovatons, the business can lead and mimimize the pesability of compentors
mnovatng early. Luke and Ferrell (2000} explained the existence of several indicators of product mnovation,
namely: Product Expansion (hpe extensions), Product Impersonaton (me-too products), and New Products
{(new-to-the-world products).

1.1, Price

Eotler and Armstrong (2016) stated that: "price the only element m the marketing nux that produces
revenue, all other element reprezent cost”. Prnce 15 the onby element of the marketmp muw that generates
revenue, while the other elements represent costs. Pricing 15 also the most flexable element of the marketing nux.
In contrast to product features and commitment to channels, prices can be changed queckly. But at the same fime,
pricmg 15 the mumber one 155ue faced by marketing executives. A& common problem 15 that companies are too
quick to reduce prices to increase sales rather than convinee buyers that their products are meore valuable at high

prices.
Purchasing decisions are based on how copsumers consider prices and what thewr current actual price 1=, not
the price marketers express. Customers may have a price value below the threshold where prices lower than that

bt are of poor quahity or unacceptable quality, as well 25 an upper linmt on prices where prices higher than that
bt are considered excessive and disproporfionate to the monev spent (Kotler & Kaller, 2016).

Accordng to Kotler and Amvstrong (2012) in Akrnal (2019) explained four sizes characten=s the price, ave:
affordability of price, price conformuty with product quality, price conformuty with benefits, and price accordms
to ability or purchasmg power.

1.3, Purchasze decizion

Accordmg to Eotler and Eeller (2018) explams that smart companies strive to fully understand the behavior
of the purchasing decision process made by customers or consumers, o this case, all forms of consumer
experience through markefing research have developed a form of purchase decision process model.

According to Eotler in Tjiptono (2012), the consumer’s decision to make a purchase 15 a collection of several
decisions. Kotler stated that when consumers make 2 purchase decision, 4 compeonents make the shucture of the
purchase decision, namely Brand Choice, Dealer Chorce, Purchase Toming, and Pavment Method.

1.4, Eesearch conceptual framework and bopothesiz development
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From the above frame of mind, it can be known, that what becomes an independent/free vanable 15 product
muovatton (1) and pnee (3{2). while the dependentbound vanable iz the purchase decizion (Y). The
hypotheses proposed m this study are as follows:

HI: It 15 suspected that there 15 an mfluence between product innovation (K1) parhally on purchasing decisions
(Y} on Shopee app users in Bandung.

H2: It 15 suspected that there 15 an mfluence between the price (X2) partially on the purchase decision (Y) on
Shopee 2pp users m Bandung.

H3: It 15 suspected that there 15 an mfluence between product mnovation (1) and price (2 simmltaneously on
purchasing decisions (Y} on Shopee app users m Bandung.

3. Method:

Thas research will discuss issues related to the mfluence of product moovation apd pnce on purchasing
decisions on Shopee users in Bandung. In this study, the authors used quantitative data tvpes and sources, for the
samples selected m this study amounted to 100 consistimg of Shopee apphication users in Bandung. This research
sampling method uses the Monprobabihty Samplng techmaue. Primary data m thes study was obtamned through
questionnaires, while secondary data was obtamed from jowmal publications and textbooks. Diata analysis used 15
a deseriptive anzly=is by adopting several lnear regression analysis techmques using SPS525 sofrware.

4. Besults and Dizcussion
The results of data obtained from 100 respondents showed the results obtamed are as follows:

Table 1. Profile of respondents

Fespondent Profile Percentaze
Men 56%
Gender  Qoman 16%
=20 vear 1%
21 - 25 year 52%
Age 26 - 30 year 43%
31-35 wear 3%
=35 vear 0%
5D 0%
) SMP 0%
Education  —gypy 9%
College El%
Student 0%
Tah College student 8%
Entrepreneur 65%
PNS 7%
=] million 12%
1-3 million 31%
Monthly Income  3-5 mullion 35%
5-7 mlhion 5%
=T million 1%

Based on the table above, for male gender has 2 zreater percentage than women with a percentage of 56%.
Based on the age of respondents 21-23 years has the hiphest percentage of 32%, which mdicates that thi= age 1=
the productive age. As for the level of educaton, lugher education has a percentage of 81%. Based on zelf-
emploved jobs have the hnghest percentage gain wath 65%., and for the average monthly meome 3-5 oulbon
occupy the lnghest percentage wath 35%.

4.1, Validity test
The results of the Vahdity Test of this study are as follows:

Table 2. Valdity test

Vanable Sub Vanables Statement Countr  Tabler Informaton
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Tatenior 0l 0,56  0.1968 Valid
tensity Q2 D744 0.1966 Vahd
Product Positive Valence Q3 0,603  0,1966 Valid
Innovation Magative Valence Q4 0,548 0,196 Valid
Coxtent Q3 0,588 01966 Valid
Price Affordability 06 0618 0.1066 Valid
Price Conformity With Product Quality Q7 0573 0.1966 Valid
Price Price Conformity With Benefits 08 0699 01066 Valid
Price Following the Aty or Puchasing Power Q9 0.62 0.1566 Valid

of Consumers
. QL0 027 0.1966 Valid
Brand Chaice o1l 0511 01966 Vahd
) . Q12 0532 01966 Valid
E‘ff;: Dealer Choice WK 0691 0.1966 Valid
Purchase Timing Q14 0558 0.1066 Valid
Q15 0,52 01966 Valid
Payment Method 016 047 01968 Valid

Wahdity test 15 used N=100, =o it 15 known Df = N-2, then r table of 0.1966 as the limit of the value of the
statement 15 considered valid For all vanables can be declared vabd because it has passed the mumimonm

according to r table.

4.2, Beliability test

The results of the reliability test of this research are as follows:

Table 3. Beliabulity test

[ariabla Cronbach Alpha (=060} Information
Product [movation 0,651 Ealiable
Price 0,605 Eshable
Purchase Decision 0,758 Eahable

Table 3 shows that the result of Cronbach Alpha vanabla X1 1= 0,651, variable 32 15 0,605 and vanable ¥ 1=
0.758, According to Ghozah (2011}, if the value of Cronbach Alpha 15 greater than 0.6, then the instwment of
this study 15 saud to be Rehable.

4.3, Multcolinearity test

Based on the calculafion resulis usng SPS5 25, there was no problem in the multicollineanty test between
the variables used. The explanation can be seen in the table below.

Table 4. Multcolinearity

Coefficients
Unstandardized  Standardized t Qg Colhneanty
Coefficients Coefficients Statistics
Modsl B Std. Error Beta Tolerance WVIF
1 {Constant) 11732 2104 5.5377 000
Total X1 product -037 079 =034 -465 643 1.063
nnovation
Total X2 pnce 370 097 £87 §.948 000 1.063

4.4, Determination coefficient test

Tahble 5. Deternunation coefficient test
AModel Summary

Model B E Square Adjusted B Square  Std. An exror of the Estimate

1 670

A62 451

1.664
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In the table above, Kolmosorov-Snumoy nommality test results have a spmificance score of 0200 = 005,

This indicates that the data 1= normal for the disinbution process.

4.8, Dizcussion

1. F test results show that the score 15 41,583 = T table 3,090, which means two mdependent vanables,
Product Innovation (1) and Price (32) has a sipmificant effect on Purchase Decision (7).

2. From the results of regression tests previously conducted, obtained the following equations:

¥=11,731-0,037x1 + 0,8T0X2

Meanmg

1. From F test result shows that Purchase Decision (1) Shopee users wall be 41,583 whose pumber has not
been affected by other vanables of Product Innovation (1) and Prce (32). However, this number 15
affected by other variables outside the modsl.

2 fanable Product Inmowation (1) has an mmpact on Shopee's Purchase Decision (YY) — 3.7% and
insignificantly affects purchasing decision making.

3. Prece (2) vanes having a pegative mfluence of 87% on purchasing decisions (¥}, Shopee Users. This
showrs us that Shopee app users m Bandung have a price-oriented perspective.

5. Conclusion

1. Test F test result shows that two mdependent vanables Produet Innovation (M1} and Vanable Prnce (302}

have a mgnificant mffluence simmltanecusly on Y (Price Decizion).

2. DMultiple Regression Test results have been conducted, showing us that the vanable Product Innovation X1
has a negative and insipruficant nopact.
3. Vamnable Prnece (32) has a postive impact on the vanable Purchase Decision (T} Shopee Users m Bandung.
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