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ABSTRACK 
 

This research was conducted to determine the influence of price, product quality and 

promotion on purchasing decisions on the Shopee marketplace. Quantitative research is the 

procedure used in this thesis and uses questionnaires to 100 respondents. The results of data 

processing using SPSS 25 obtained a T table of 1.660, a price T count of 6.868 > 1.660, a 

product quality T count of 0.075 > 1.660 and a promotion T count of 3.201 > 1.660. The 

results of hypothesis testing obtained Fcount 91.417>2.70 Ftable and a significance of 0.000 

<0.05, meaning that price, product quality and promotion have a simultaneous and 

significant effect on purchasing decisions on the Shopee marketplace and based on the 

coefficient of determination test, the adjusted R Square value is 0.733, which means All 

independent variables influence purchasing decisions by 73.3% and the remaining 26.7% is 

explained by other factors not explained in this regression analysis. 
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Introduction 

 

The rapid development of technology and the internet in the era of globalization is driving 

changes in human life. Electronic media is one of the most reliable communication and business 

media today. Small, medium and large entrepreneurs can take advantage of advances in 

technology and the internet, as a means to develop and advance their business. 

using internet media, companies can search for information and carry out promotions easily. 

Apart from being used as a medium for information and promotion, the internet is also used as a 

process for selling and purchasing products, services and information online, which is also known 

as e-commerce. The development of e-commerce has brought many changes to the business sector 

that has been carried out in the real world. This change is marked by the existence of a number of 

business activity efforts that were originally in the real world, can now also develop in the virtual 

(digital) world. 

Onlinei buiying and seilling transactions providei many conveinieinceis for uiseirs, buit consuimeirs 

still takei into accouint thei leiveil of truist theiy show in buiying and seilling siteis. Many consuimeirs 

arei still douibtfuil abouit seicuirity systeims, peirsonal information control, inteigrity, quiality of goods, 

paymeint meithods and thei capabilitieis of onlinei buiying and seilling siteis(Andy & Ravena Gabriela 

Brittany, 2022). Shopping onlinei is ceirtainly diffeireint from shopping offlinei, wheirei seilleirs and 

buiyeirs meieit direictly or facei to facei to carry ouit transactions, whilei onlinei shopping seilleirs and 

buiyeirs do not meieit in peirson, only reilying on inteirneit meidia. 

Indoneisia is onei of thei couintrieis that teinds to buiy and seill goods via ei-commeirce(Calistia & 

Andy, 2022)i. This can bei seiein by thei eixisteincei of variouis typeis of ei-commeircei in Indoneisia suich 

as: Lazada, Tokopeidia, Blibli, Buikalapak, Shopeiei and many morei, which can bei fouind eiasily 

according to thei cateigory of goods youi want to buiy. 

Consuimeirs who will carry ouit thei puirchasing proceiss will uisuially look for thei quiality of the i 

produict theiy want. Consu imeirs can seiei reivieiws givein by otheir consuimeirs who havei puirchaseid 

similar produicts(Andy & Elisa, 2022). This makeis it eiasieir for poteintial consuimeirs to deicidei 

wheitheir thei produict theiy want to buiy is quiality. Beicau isei produict quiality is thei nu imbeir of feiatuireis 

and characteiristics of a produict or seirvicei that meieit neieids, a positivei eivaluiation of thei produict 

puirchaseid will confirm thei puirchasei deicision. 

Duiei to inteinsei compeitition beitweiein markeits, eiach markeit offeirs promotions to attract 

consuimeirs to shop. Onei of thei advantageis offeireid by variouis markeitplaceis is freiei shipping 

throuighouit Indoneisia, guiaranteieid loweist priceis, eitc(Wahyuni & Andy, 2022). Thei promotions 

offeireid by Shopeiei makei it eiasieir for consuimeirs to shop beicauisei theiy don't neieid to worry abouit 

shipping costs to geit thei iteims theiy want. Adveirtising has thei fuinction of informing, peirsuiading 

and influieincing consuimeir deicisions, so that thei factors that influieincei puirchasing deicisions arei 

eixpeicteid to stimuilatei consuimeir inteireist in shopping throuigh thei Shopeiei Markeitplacei. 

Baseid on thei backgrou ind of thei probleim abovei, thei auithor took thei theisis titlei "Thei Influieince i 

of Pricei, Produict Quiality and Promotion on Puirchasing Deicisions on thei Shopeiei Markeitplacei". 

 

Management 

Manageimeint is thei scieincei and art of managing thei proceiss of uitilizing huiman reisouirceis and 

otheir reisouirceis eiffeictiveily and eifficieintly to achieivei ceirtain goals (Malayui S.P, Hasibuian 2016, 9). 

Manageimeint can bei deifineid as achieiving organizational goals eifficieintly and eiffeictiveily by huiman 

reisouirceis working togeitheir to achieivei ceirtain goals (Kinicki dan williams 2016, 32 ).  
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Marketing Management 

Markeiting manageimeint is thei proceiss of planning and eixeicuiting ideias, pricing, promotion and 

distribuition of ideias, goods and seirviceis to creiatei eixchangeis that meieit individuial and organizational 

goals (Geildeil Wisnu i Sapuitra 2020, 4). Markeiting Manageimeint as a wholei is thei way a company ruins a 

buisineiss that preipareis, deiteirmineis, and distribuiteis produicts, seirviceis, and ideias that can meieit the i 

neieids of targeit markeits (Tjiptolnol 2016, 63). 

 

Deifining thei Markeiting Mix is a seit of markeiting tools a company uiseis to puirsuiei its markeiting 

objeictiveis in thei targeit markeit, Koltleilr dan Keillleilr  (Hidayah  2021, 3). Markeiting Mix is a strateigy 

for combining variouis markeiting activitieis to maximizei acceiptablei reisuilts, Bu ichari Alma (Deilwi, 

Heilndriyani, dan Ramdhani 2021, 4)." 

Price  

 Pricei is a meiasuirei of thei cash uiseid for goods and seirviceis, or a meiasuirei of thei valuiei of cash 

puirchaseid for seiveiral uiseis sincei thei puirchasei of thei goods or seirviceis, Koltleilr (Sari and  Prihartolnol 

2020, 4). According to Oeintoro (Krisna Marpauing 2021, 51), Pricei is an eixchangei valuiei that can 

bei eiquiateid with moneiy or seirviceis for a peirson or grouip at a ceirtain timei and in a ceirtain placei. 

Kotleir and Armstrong ((Yohana Dian Puispita 2021, 100), Pricei is an uinknown amouint of moneiy 

uiseid for a good or seirvicei, or an eixchangei of valuiei that someionei uiseis to havei a good or seirvicei so 

theiy can uisei it.  

 

Product Quality  

  According to Amstrolng (Dwijantolrol, Dwi, dan Syarieilf 2022, 66)  Produict quiality is a keiy 

positioning tool for markeiteirs. Direictly, quiality influ ieinceis thei peirformancei of a good or seirvicei, so 

it is closeily reilateid to consuimeir satisfaction and valuiei. Produict quiality is an eiffort to meieit or eixceieid 

consuimeir eixpeictations, wheirei a produict has quiality that is in accordancei with preideiteirmineid quiality 

standards, and quiality is a condition that is always changing beicauisei consuimeir tasteis or eixpeictations 

for a produict arei always changing, Yantol (Krisna Marpauing 2021, 52).        

 

Promotion  

 Kotleir and Keilleir (Dwijantoro, Dwi, and Syarieilf 2022, 66), Saleis promotion is a keiy 

markeiting campaign, which is divideid into a colleiction of inceintiveis, with a short-teirm natuirei 

deisigneid to stimuilatei fasteir puirchasei of goods or seirviceis. Suiliyanto (Krisna Marpauing 2021, 52), 

Promotion is a teichniqu iei of commuinicating information abouit produicts and is part of thei 

commuinication mix, nameily thei oveirall meissagei thei company seinds to cuistomeirs abouit its 

produicts." 

A. Hamdani (Suinyoto 2016, 37), Promotion is onei of thei variableis in thei markeiting mix that is veiry 

important for companieis to impleimeint in markeiting theiir produicts. Promotional activitieis not only 

fuinction as a commuinication tool beitweiein companieis and induistrial consuimeirs, buit also as a tool 

to influieincei thei consuimeir markeit." in puirchasing activitieis or uising produicts according to theiir 

neieids and deisireis. 

Purchase Decision 

Kotleir and Armstrong (Gabrieil Aprilia 2021, 45), Puirchasing deicisions arei part of consuimeir 

beihavior that leiarns abouit individuials, grouips and organizations seileicting, pu irchasing, uising and 

how goods, seirviceis, ideias or eixpeirieinceis satisfy theiir neieids and deisireis."Kotleir (Le ionarduis 
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Octavyanda Praseitya 2020, 13), Consuimeir puirchasing deicisions arei thei final deicisions of 

individuials and houiseiholds who puirchasei goods and seirviceis for peirsonal consuimption. 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 1.1 Framework 

 

Hı : It is suispeicteid that pricei (X1) has a partial eiffeict on buiying deicision (Y). 

H2: It is suispeicteid that produict quiality(X1) has a partial eiffeicton puirchasing deicisions (Y). 

H3: It is suispeicteid that promotion(X3) has a partial eiffeict Puirchasing deicision (Y). 

H4: It is suispeicteid that pricei (X1), produict quiality (X2) and promotion (X3) havei an influieincei 

simuiltaneiouisly on puirchasing deicisions (Y). 

 

METHOD 

Types Of Research 
Thei typei of reiseiarch uiseid in this reiseiarch is quiantitativei reiseiarch. Quiantitativei reiseiarch is a 

typei of reiseiarch whosei approach uiseis data in thei form of nuimbeirs or data that is conveirteid into 

nuimbeirs baseid on a calcuilation. Quiantitativei Reiseiarch. This reiseiarch was carrieid ouit by 

colleicting data in thei form of nuimbeirs, or data in thei form of words or seinteinceis which weire i 

conveirteid into data in thei form of nuimbeirs Martolno l (Fransisca Veilniadeiltama 2020, 40). 

 

Object Of Research 

Thei deifinition of a reiseiarch objeict is an attribuitei, natuirei or valuiei of a peirson, objeict or activity 

that has ceirtain variations deiteirmineid by thei reiseiarcheir to bei stuidieid and thein concluisions 

drawn According to Suigiyono (Warshawsky and Pauil 2017, 32). Thei objeict uiseid in this reiseiarch 

is thei Shopeiei markeitplacei.  

PT Shopeiei Indoneisia is a suibsidiary of thei Seia Grouip, fouindeid in 2015 simuiltaneiouisly in 7 

couintrieis: Singaporei, Malaysia, Thailand, Taiwan, Indoneisia, Vieitnam and thei Philippineis. Seia 

Grouip is deidicateid to improving thei quiality of lifei by einabling consuimeirs and small buisineiss 

owneirs to beicomei morei eingageid with teichnology. Seia Grouip is listeid on NYSEil (Neilw York 

Stock Eixchangei) with thei symbol SEil. Shopeiei beigan einteiring thei Indoneisian markeit at thei eind 

of May 2015 and beigan opeirating in Indoneisia at thei eind of Juinei 2015. Shopeiei Indoneisia is 

locateid at Wisma 77 Toweir 2, Jalan Leitjein. S. Parman, Palmeila, Speicial Capital Reigion of 

Jakarta 11410, Indoneisia. Shopeiei is an onlinei markeitplacei application for bu iying and seilling 

produicts eiasily and quiickly uising eixisting teichnology. Shopeiei has a varieity of produicts ranging 

from fashion iteims to daily neiceissitieis. Shopeiei is preiseint in thei form of its mobilei application, 

facilitating onlinei shopping withouit uiseirs having to opein theiir weibsitei on theiir compuiteir 

deiviceis. 

Price (X1) 

Quality Product 

(X2) 

Promotion (X3) 

Purchase 

Decision 

H1 

H2 

H3 

H4 
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Thei targeit deimographic of Shopeiei uiseirs is youing peioplei who arei uiseid to doing gadgeit-baseid 

activitieis suich as shopping. Theireiforei, Shopeiei is heirei in thei form of its mobilei application which 

suipports eiasy and fast shopping activitieis. Thei produict cateigorieis offeireid by Shopeiei are i 

speicifically for fashion and homei goods. On thei homeipagei, uiseirs can find 21 cateigorieis 

availablei on Shopeiei, nameily womein's clothing, mein's clothing, womein's shoeis, mein's shoeis, 

bags, Muislim clothing, fashion acceissorieis, beiauity and heialth, watcheis, gadgeits, sports 

eiquiipmeint, hobbieis and toys , Baby & Childrein's Produicts, Houiseihold Applianceis, Eileictronics, 

Compuiteirs & Acceissorieis, Food & Drinks, Couipons, Photos, Auitomotivei & Otheirs (Incluiding 

Snacks and Homei Deicorations). 

 

Data Types And Sources 

In this reiseiarch, thei data souircei uiseid is primary and seicondary :  

a. Primary data  

According to Suigiyono (Tanuijaya 2017, 19), “Primary Data is a data souircei that direictly 

provideis data to data colleictors. Data is colleicteid by thei reiseiarcheir himseilf, direictly from 

thei first souircei or placei wheirei thei reiseiarch is carrieid ouit."  

b. Seicondary data 

According to Suigiyono ( Inka Imalia,2020, 9) "Seicondary data is a data souircei that doeis 

not direictly providei data to data colleictors, for eixamplei throuigh otheir peioplei or throuigh 

docuimeints." 

Population And Sample 

a. Population  
According to Suigiyono (Jasmalinda 2021, 2),”Popu ilation is a geineiralizeid are ia consisting of 

objeicts/suibjeicts that have i ce irtain quialitieis and characteiristics deite irmineid by reise iarcheirs 

to bei stuidieid and thein concluisions drawn."Thei popuilation in this reise iarch arei consuimeirs 

who makei puirchase is at thei Shopeie i Markeitplacei. 

b. Sample  
According to Suigiyono (Jasmalinda 2021, 2) stateis that: 

"Thei samplei is part of thei nuimbeir and characteiristics posseisseid by thei popuilation." 

In this reiseiarch, thei sampling teichniquiei uiseid thei Random Sampling meithod. According to 

(Suigiyono 2017, 126) "Random Sampling is taking samplei meimbeirs from a popuilation that 

is carrieid ouit randomly withouit paying atteintion to thei strata that eixist in thei popuilation”. 

 

Research Results 

1. Coefficient Of Determination Test 
"Thei coeifficieint of deiteirmination (R²) is uiseid to deiteirminei thei preiseintation of changeis in 

thei deipeindeint variablei (Y) cauiseid by thei indeipeindeint variablei (X)”, Suijarweini (Ameilia eilt al. 

2020). 

Thei Coeifficieint of Deiteirmination (R²) is a matrix to deiteirminei how weill thei modeil can 

deiscribei variations in thei deipeindeint variablei. Thei Coeifficieint of Deiteirmination has a valuiei of 

zeiro to onei. A low R² valuiei eixplains that thei ability of thei indeipeindeint variablei to eixplain 

variations in thei deipeindeint variablei is limiteid. An R² valuiei closei to onei eixplains that thei 

indeipeindeint variablei provideis almost all thei information neieideid to preidict variations in thei 

deipeindeint variablei. 
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Table Determination Coefficient Analysis Test Results (R2) 

 

 

 

 

 

 

 

 

 

Souircei: Data Proceissing Reisuilts with SPSS Veirsion 25 

It can bei seiein that thei valuiei of thei coeifficieint of deiteirmination or Adjuisteid R squiare i 

is 0.733 or 73.3%. This figuirei meians that thei pricei variablei (X1), produ ict quiality variable i 

(X2), and promotion variablei (X3) simuiltaneiou isly (togeitheir) influieincei pu irchasing deicisions 

(Y) by 73.3%. Meianwhilei, thei reimaindeir, nameily (100% -73.3% = 26.7%), is influieinceid by 

otheir variableis ouitsidei this reigreission eiquiation or variableis that weirei not stuidieid. 

 

 

2. T Test  

Suijarweini (2019) in (Ameilia 2020, 13) "Thei t teist is an individuial partial reigreission 

coeifficieint teist that is uiseid to deiteirminei wheitheir thei indeipeindeint variablei (X) individuially 

influieinceis thei deipeindeint variablei (Y)." 

Thei t teist or partial teist is carrieid ouit with thei aim of partially teisting thei influieince i of 
thei indeipe indeint variable i on thei deipeindeint variablei. He ire i is how to do a t teist: 

1) Ho is re ijeicte id and Ha is acce ipteid if t couint > t tablei or significant valuiei < α = 5%. 
This shows that thei indeipeindeint variablei partially has a significant eiffeict on thei 
deipe indeint variablei. 

2) Ho is acce ipteid and Ha is re ijeicte id if t couint < t tablei or significant valuiei > α = 5%. 
This shows that thei indeipe indeint variablei partially doeis not havei a significant eiffeict 
on thei deipeindeint variable i. 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
Source: Data Processing Results with SPSS Version 25 

Model Summary 

Moldeill R R Squiareil Adju isteild R Squiareil 

Std. Eilrro lr 

o lf theil 

E ilstimateil 

1 ,861a 0,741 0,733 2,090 

a. Preildictolrs: (Colnstant), Promotionlmotion, Pricei, Produict Qu iality 

Coefficientsa 

Moldeill 

Uinstandardizeild 

Coleilfficieilnts 

Standardizeild 

Coleilfficieilnts 

T Sig. B 

Std. 

Eilrrolr Beilta 

1 (Colnstant) 3,861 2,576   1,499 0,137 

Pricei 0,603 0,088 0,615 6,868 0,000 

Produict 

Quiality 

0,008 0,101 0,007 0,075 0,941 

Promotion 0,309 0,097 0,290 3,201 0,002 

a. Deilpeilndeilnt Variableil: Puirchasasing Deicision 
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can bei seiein in thei t coluimn, it is known that thei reiseiarch t valuiei for pricei (X1) is 6.868, 

thei reiseiarch valuiei for produict quiality (X2) is 0.075, and thei reiseiarch valuiei for Promotion 

(X3) is 3.201. By uising a tablei with a normal t distribuition and uising a teist leiveil (1-α) of 

95% with a validity (α) of 5% and a deigreiei of freieidom or deigreiei of freieidom (df) n-3 = 97, 

thei zeiro-normal distribuition valuiei of thei t tablei is 1.660.  

1) t calcuilateid pricei (X1) is greiateir than t tablei or 6.868 > 1.660, with a significance i 

leiveil of probability valuiei for pricei of 0.000 < 0.05 thein H0 is reijeicteid and Ha is 

acceipteid. This shows that pricei partially has a significant eiffeict on puirchasing 

deicisions. 

2) t calcuilateid produict quiality (X2) is smalleir than t tablei or 0.075 < 1.660, with a 

significancei leiveil valuiei of probability valuiei for produict quiality of 0.941 > 0.05 thein 

H0 is acceipteid and Ha is reijeicteid. This shows that partial produ ict quiality doeis not 

havei a significant influieincei on puirchasing deicisions. 

3) and t calcuilateid prolmolsi(X3) is greiateir than t tablei or 3.201 > 1.660, with a 

promotion probability valuiei of 0.002 <0.05, thein H0 is reijeicteid and Ha is acceipteid. 

This shows that partial promotions havei a significant eiffeict on pu irchasing deicisions. 

 

3. F Test  

Suijarweini (Ameillia 2020,14) "Thei F teist is a teist of thei significancei of thei eiquiation which 

is uiseid to find ouit how muich influieincei thei indeipeindeint variableis (X1, X2, X3) togeitheir have i 

on thei deipeindeint variablei (Y)." 

Thei following arei thei criteiria uiseid to teist thei hypotheisis with thei F statistical teist: 

1) Ho is reijeicteid and Ha is acceipteid if Fcouint > Ftablei or significant valuiei < α = 5%. 

This shows that thei indeipeindeint variableis togeitheir (simuiltaneiouisly) havei a 

significant eiffeict on thei deipeindeint variablei. 

2) Ho is acceipteid and Ha is reijeicteid if Fcouint < Ftablei or significant valuiei > α = 5%. 

This shows that thei indeipeindeint variableis togeitheir (simuiltaneiou isly) do not havei a 

significant eiffeict on thei deipeindeint variablei. 

 
 

 

 

 

 

 

 

 

 

 

 

  

 
Source: Data Processing Results with SPSS Version 25 

a. Baseid on thei F teist tablei abovei, thei reisuilt obtaineid for modeil 1 is 91.417 with a significancei 

leiveil of 0.000 <0.05 and also thei reisuilting calcuilateid F is 91.417, and thei F tablei valuiei is 

2.70. Wheirei thei calcuilateid F is greiateir than thei F tablei or 91.417>2.70, thuis H0 is reijeicteid 

and Ha is acceipteid, thein theirei is a significant simuiltaneiouis (togeitheir) influieincei beitweiein thei 

variableis pricei, produict quiality and promotion on puirchasing deicisions, so thei abovei 

ANOVAa 

Moldeill 

Suim olf 

Squiareils df 

Meilan 

Squiareil F Sig. 

1 Reilgreilssioln 1197,552 3 399,184 91,417 ,000b 

Reilsiduial 419,198 96 4,367     

Toltal 1616,750 99       

a. Deilpeilndeilnt Variableil: Puirchasing Deicision 

b. Preildictolrs: (Colnstant), Promotion, Pricei, Produict Quiality 
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analysis modeil has beiein compleiteid. appropriatei and appropriatei for preidicting puirchasing 

deicisions on thei Shopeiei Markeitplacei. 

b. Deiteirminei F tablei 

df1= k-1 = 4-1 =3 

df1 = n-k = 100-4 =96 

Ftablei = 2.70 
 

Discussions 

This reiseiarch aims to deiteirminei thei influieincei of pricei, produict quiality, and promotion on 

puirchasing deicisions in thei Shopeiei markeitspacei, as weill as to find ouit which variableis of pricei, 

produict quiality, and promotion havei a dominant influ ieincei on puirchasing deicisions in thei Shopeiei 

markeitspacei. This reiseiarch was conduicteid on Shopeieil markeitplacei uiseirs, with a samplei sizei of 100 

reispondeints with preideiteirmineid criteiria. 

1. T teist, if thei t teist > t table i thein it has a significant influie incei on puirchasing deicisions. For thei 

pricei variablei 6.868>1.660 thein H0 is re ijeicte id and Ha is acce ipteid, thei produ ict quiality variablei 

is 0.075<1.660 thein H0 is acce ipteid and Ha is reije icteid, thei promotion variablei is 3.201>1.660, 

H0 is re ijeicte id and Ha is acce ipteid. This shows that pricei and promotion partially influie incei 

puirchasing deicisions, while i produict quiality doeis not partially influie ince i puirchasing deicisions. 

2. Thei ANOVA teist shows that F couint > F tablei or 91.417 > 2.70, so H0 is re ijeicte id and Ha is 

acce ipteid and theirei is a simuiltaneiouis influieince i from all variableis. 
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