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A B S T R A C T 

Technological developments, especially in the field of digital marketing, in the 
new normal era this time had become a phenomenon that is no longer rare in 
society to carried out various activities, such as buying and selling online. The 
development of digital marketing in the new normal era is currently very fast. 
Several online shops that use digital marketing techniques such as Shopee and 
Tokopedia. This study aims to analyzed the effect of promotion and product 
innovation on purchasing decisions with price as an intervening variable. The 
research method used purposive sampling technique where the data is 
examined using measurements by considering individual choices. The sample 
collection used a questionnaire, and the number of samples used is 100 
respondents. The analysis technique used multiple linear regression and 
multiple test. The results showed that the first hypothesis did not have a 
significant influence between the promotional variables on purchasing 
decisions. While the second hypothesis there is a significant influence between 
product innovation variables on purchasing decisions. Furthermore, the third 
and fourth hypothesis of the price variable mediate the relationship between 
promotion and product innovation on purchasing decisions.  

 
1. INTRODUCTION 

 Technological developments, especially in the field of digital marketing, in the new normal era 
this time had become a phenomenon that is no longer rare in society to carried out various activities, such 
as buying and selling online (Hamdani et al., 2020; Handayani, 2018). As we knew, the internet is a 
promotional tool that has the aim of carried out various kinds of promotional activities and selling various 
kinds of products effectively and efficiently by using advertisements on the internet through social media 
which are currently growing very rapidly (Masda, 2019; Reza, 2017; Ainiyah, 2018). One of the online 
stores that are currently using digital marketing strategies is Tokopedia. William Tanuwijaya as CEO of 
Tokopedia revealed that millions of Indonesians have started individual businesses in the Tokopedia 
platform. In 2014, it can be seen from the number of visits by Tokopedia application users that it has 
reached 56 percent, but the transaction rate is around 29 percent. In 2016, it can be seen from the number 
of visits by Tokopedia application users of 79.55 percent, and the transaction rate has reached 73.58 
percent. Furthermore, the online store that is well known among the public, both young people and the 
elderly, is Shopee. This online shop already provides a wide range of quality products, both National and 
International products where these products are marketed through the online market. Shopee entered the 
Indonesian market in May 2015, this online shop facilitates sellers to sell their products very easily and 
this online shop also facilitates buyers with a secure payment process (Margaretha, 2017 ; Japarianto, 
2020). 

Promotional variables had a significant effect on purchasing decisions. Because in making 
purchasing decisions, consumers are always focused on the promotions they get (Solihin, 2020).  The 
promotion variable has an insignificant effect on purchasing decisions (Abdillah, 2017). This is important 
to research to see whether promotions had a positive or negative influence on the Tokopedia and Shopee 
platforms. So it is expected that the results of further research will provide new information about 
promotion as a variable that influences online purchasing decisions. Based on the resulted of the previous 
research where product innovation has a significant effect on purchasing decisions (Setiawan et al, 2018). 
Meanwhile, product innovation did not have a significant effect on purchasing decisions (Sekar, 2017). So 
that the two resulted above can be used as a research gap in research. Did product innovation had a 
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positive or negative impact when it comes to purchasing decisions on the Tokopedia and Shopee 
platforms. 

Based on previous research, the price used as an intervening variable had a positive and 
significant effect on online purchasing decisions (Dharma, 2017). So that when the price is increased or 
decreased it will affect the purchasing decisions. Price as an intervening variable did not have a positive 
effect on online purchasing decisions (Setyarko, 2016). Based on the resulted of calculations in the 
examiner's journal where the resulted of the regression analysis test showed a positive coefficient value of 
0.088. This can be concluded with a sig value> 0.05, so that prices cannot mediate between promotions, 
product innovation and decisions. This research is important because it can apply that the price variable 
has the ability to determine the quality of promotion and the price of innovation which has an important 
role in influencing purchasing decisions. Based on the resulted of the research above, when there was a 
price changed, it will greatly affected purchasing decisions (Widyastuti, 2018). When a marketplace was 
promoting by attracting artists as brand ambassadors, it will affected the price of a product and purchase 
decision (Sriyanto, 2019). Likewise, if a product has continuous innovation every period, it will also 
affected the price (Akhiri, 2018). Therefore, the price chosen is the variable that intervenes which will be 
built by product innovation and promotion variables and influences consumers in deciding to buy through 
the Tokopedia and Shopee platforms. 

By looking at this background, the goal of this research is to analyzed the effect of promotion to 
purchasing decisions, to analyze the effect of product innovation to purchasing decisions, to analyzed the 
effect of price as an intervening between promotions to purchasing decisions, to analyzed the effect of 
price as an intervening between product innovation to purchasing decisions. This research is expected to 
be useful for online shop companies Tokopedia and Shopee to choose products with prices, promotions 
and product innovation as references. In addition, this research is expected to provided information for 
companies in conducting company goods/services. The resulted of this research are expected to be used 
to deepen similar research for further research.  
 

2. METHODS  

 This research was an explain research that proves the causal relationship between promotion 
factors and product innovation as independent variables and price as an intervening variable and 
purchasing decisions as the dependent variable (Kharis, 2017; Christian, 2013). The method used in this 
research was quantitative data. The data source used was primary data because the objects used are 
students who used shopee and tokopedia at Satya Wacana Christian University. In obtained primary data, 
the author used a questionnaire as a basis for obtaining answers from respondents. For every variable, the 
definition is taken from multiple sources written in Table 1. 
 
Table 1. Operational Variable Definition 

Variable and Variable Definition Indicator Source 
Promotion 
is a means of communication that has a 
persuasive nature of a product being 
marketed? 

1. Social media 
2. Provide information 
3. Provides knowledge 

about the product 

(Prilano & Sudarso, 
2020; Setyarko, 
2016)  

Product Innovation 
is a company mechanism to adapt to the 
environment so as to generate new ideas 
for potential customers in a sale? 

1. Complexity 
2. Relative Advantage 
3. Observability 
4. Trial ability 

(Rasyid & Indah, 
2018)  

Purchase Decisions 
is an integration process that is used to 
evaluate the product to be purchased so 
that consumers can decide whether the 
product is feasible or not? 
 

1. Searching for 
information 

2. Evaluating the product 
3. Recommend to Others 

After Making Purchases 

(Schiffman & Leslie, 
2006) 

Price 
is the amount paid by the 
buyer/consumer, which is a value that 
should be obtained by consumers from the 
services provided by the seller? 

1. Conformity 
2. Affordable 
3. Balanced with the quality 

obtained 

(Christian, 2013; Siti 
et al (2020) 
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This research was using purposive sampling technique where the data is examined using 
measurements by considering individual choices by deliberately selecting respondents, where the 
population or respondents selected are respondents who did not believe and can provided the necessary 
information. In taking the sample the researcher chose the respondent with the criteria; Are active 
students of class 2017-2020 and class of 2016 who are still active as students of the faculty of economics 
and business with a target of 100 respondents. This research was conducted for students of the faculty of 
economics and business with the aim of providing information to the faculty regarding e-commerce usage 
data, so that it can be used as reference data for further research. The determination of the number of 
respondents in this study was determined based on the theory of previous experts, namely Roscoe (1975), 
where according to Roscoe a sample size of more than 30 and less than 500 is appropriate for most 
studies; Students who understand the ins and outs of the Tokopedia and Shopee platforms, understand all 
kinds of promotions and product innovations made by Tokopedia and Shopee; and students who used the 
Shopee and Tokopedia platforms who have made transactions at least 1 month prior to the research.  

In this research, questionnaire was using as the data collecting method. The questionnaire was 
created using a Likert scale. The Likert scale was a scale that used several questions to measure a behavior 
and answered from respondents (Ghozali, 2012). On the Likert scale, the measurement used was five 
points of choice; (5) strongly agree, (4) agree, (3) neutral, (2) disagree, and (1) strongly disagree. To 
verified the proposed hypothesis, validity and reliability were tested to determine the accuracy of the 
questionnaire. Then the classical assumption test was carried out using SPSS 18. The classical assumption 
test includes the normality test, to measure the dependent variable and the independent variable on a 
data that is normally distributed or not. Furthermore, multi collinearity test to see no symptoms of multi 
collinearity symptoms. Then the heteroscedasticity test was to determine the variant discomfort in a 
regression. Furthermore, to carried out the influence of the mediating variables, an analysis was carried 
out first. Simple regression aims to prove research directly and indirectly. Then after that the 
determination coefficient test (R Square) was carried out which aims to test the Gooness-fit regression 
model, then T test to showed that the big influence from one variable to another. Furthermore, the Sobel 
test was carried out to test the effect of the intervening variable (Prayoga, 2020) 

 
 

3. RESULTS AND DISCUSSIONS 

Sources of research data used 100 respondents. From the data obtained, the largest number of 
respondents were women with a total of 78 respondents (78%) and the remaining 22 male respondents 
(22%). Furthermore, based on age, the largest number is 21 years with a total of 39 respondents (39%). 
Second was the age of 20 with a total of 33 respondents (33%). Meanwhile, based on the 2016-2020 class 
year, the most respondents were class 2018 with 44 respondents (44%). The second is the 2017 class 
with 42 respondents (42%). Respondent characteristics distribution is presented in Table 2. 
 
Table 2. Respondent Characteristics Distribution 

Respondent Characteristic  Frequency Percentage 
Gender Male 22 22% 

 Female 78 78% 
 TOTAL 100 100% 

Age ≤ 18 3 3% 
 19 11 11% 
 20 33 33% 
 21 39 39% 
 ≥ 22 14 14% 
 TOTAL 100 100% 

Class 2016 2 2% 
 2017 42 42% 
 2018 44 44% 
 2019 10 10% 
 2020 2 2% 
 TOTAL 100 100% 

 

Hypothesis Test 

The result of regression test in this study is presented in Table 3. 
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Table 3. Regression Test Result 

 Coefficients    
Model Unstandardized Coefficients Standardized Coefficients t Sig. 

 B Std. Error Beta   
1 (Constant) 11.294 1.673  6.749 0.000 
     Promotion -0.086 0.095 -0.105 -0.910 0.365 
     Innovation 0.320 0.098 0.379 3.263 0.002 

Y=11.294 + (-0.086) X1 + 0.320 X2 + e 
 

Based on the simple linear regression equation, the regression coefficient value is 11.294, which 
means if the promotion variable (X1) and product innovation (X2) are 0, then the purchased decision 
variable (Y) will still be 11.294 and each additional unit in the promotional variable will reduced the 
purchase decision by -0.086 units; in the product innovation variable will increased the purchased 
decision as much as 0.320 units. Furthermore, the result of coefficient of determination in this study is 
presented in Table 4. 
 
Table 4. Model Summary 

Model R R Square Adjusted R Square 
Std. Error of the 

Estimate 
1 0.567a 0.321 0.300 1.90242 

 
Based on Table 4, there is a coefficient of determination which can be seen from the R square 

value of 0.321. From these results, it shows that the ability of the promotion variable (X1), product 
innovation (X2) and price (Z) to purchase decisions (Y) is 32.1%, while 67.9% can be explained outside the 
variables 
 
Sobel Test Result 

Testing the mediation hypothesis can be done by using the Sobel test, which was developed by 
Sobel in 1982 (Selda & Ömer, 2019). Sobel test can be done by testing the indirect effect of the 
independent variable with the dependent variable through the mediating variable. The p value is <0.05 
significance, so the effect of mediation can be ignored (Sunyoto, 2017). The result of Sobel Test is 
presented in Figure 1. 

Figure 1. Sobel Test Result 
 

Direct Effect 
X1 → Z = 0.379 
X2 → Z = 0.390 
X1 → Y = -0.105 
X2 → Y = 0.379 
 

Indirect Effect 
X1 → Z → Y = 0.122 
X2 → Z → Y = 0.126 
Total Effect 
X1 → Z → Y = 0.379 + 0.323 = 0.702 
X2 → Z → Y = 0.390 + 0.323 = 0.713 

 
From the calculation formula, p-value X1 → Z → Y is 0.022 and p-value X2 → Z → Y is 0.021. Based 

on these resulted, it can be seen that this research variable had a mediating effect by the price variable 
between the promotion and product innovation variables on purchasing decisions. 
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Discussions 
Hypothesis tested needs to be done in order to determine the directed relationship between 

variables. With this hypothesis tested, the previously proposed hypothesis can be known directly. The 
alternative hypothesis will be accepted if the probability is less than or equal to the significance level of 
0.05 (Kotler, 2009). 

 
Promotion Towards Purchase Decisions 

Based on the resulted of the hypothesis in table 3 above, it can be seen that the first hypothesis 
the promotion variable did not have a positive effect on purchasing decisions, using a significance level of 
0.05. In this case, the hypothesis from H1: There was a positive and significant relationship between 
promotion and purchasing decisions is rejected. This hypothesis is supported by previous research which 
concluded that promotion variables had an insignificant effect on purchasing decisions (Abdillah, 2017). 
This can be seen in Table 3 where the significance level is 0.365, where 0.365 > 0.05 means the variable 
was declared insignificant and the hypothesis is rejected. This showed that the promotions carried out by 
the Tokopedia and Shopee platforms do not affect consumer purchasing decisions. This was because the 
promotions carried out cannot stand alone if they are not juxtaposed with price variables, where 
consumers from Tokopedia and Shopee see prices instead of promotions as a reference in determining 
purchasing decisions. This means that people who used the Tokopedia and Shopee platforms admit that in 
buying their products they have no reference based on the promotions given. 

 
Product Innovation Towards Purchase Decisions 

The second hypothesis was that the product innovation variable had a positive effect on 
purchasing decisions, used a significance level of 0.05. So the hypothesis of H2: There was a positive and 
significant relationship between Product Innovation and purchasing decisions is accepted. It can be seen 
from table 3 where the significance level is 0.002, where 0.002 < 0.05, the variable is declared significant 
and the hypothesis is accepted. This is in line with the research which states that there was a significant 
effect of product innovation on purchasing decisions. If the product has an interesting product innovation, 
consumers will be interested in made a purchase (Setiawan et al., 2018). This showed that the product 
innovation carried out by the Tokopedia and Shopee platforms greatly influences consumer purchasing 
decisions directly without going through the price variable. This is because the product innovations 
carried out by the two platforms are very varied and can form the basis for decision making. This means 
that people who used the Tokopedia and Shopee platforms admitted that in buying products they always 
see what product innovations are provided by Tokopedia and Shopee so that if they feel that the 
innovation provided is in accordance with their needs, consumers will buy it regardless of the price given 
by the platform. 

 
Price Mediate Between Promotion and Product Innovation on Purchase Decisions 

Based on Sobel test resulted, it can be concluded that the third hypothesis and the fourth price 
variables mediate the relationship between promotion and product innovation on purchasing decisions 
are accepted. The resulted displayed in Sobel test indicate that the p-value is less than the significance 
level of 0.05 where the p-value is 0.022 < 0.05; 0.021 < 0.05. Thus, that there was a price mediation 
effected which is related to product promotion and innovation on purchasing decisions so that H3 and H4 
were accepted. This was in line with research which states that there was a positive and significant 
relationship between product promotion and innovation on purchasing decisions with price as an 
intervening variable (Dharma, 2017). This showed that the promotion and product innovation carried out 
by the Tokopedia and Shopee platforms also greatly influences consumer purchasing decisions through 
price variables. The reason is, the product prices provided by the two platforms are very appropriate 
when juxtaposed with the promotions and product innovations given. This means that people who used 
the Tokopedia and Shopee platforms admitted that in buying products, they always see price as a 
benchmark, whether the price given is in accordance with the promotions and innovations that are 
obtained. Consumers will buy products if the price paid is reasonable with the promotion and product 
innovation they get 
 

4. CONCLUSION 

Based on the resulted and discussion above, it can be seen based on 4 research problems. The 
resulted of this study prove that there is no positive influence on purchasing decisions on the Tokopedia 
and Shopee platforms, then product innovation has a positive effect on purchasing decisions directly on 
the Tokopedia and Shopee platforms. However, in this study, the role of price as a mediating variable is 
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proven to mediate product promotion and innovation. Promotions carried out by Tokopedia and Shopee 
cannot have a direct impact on consumers without going through prices, because they will make 
purchasing decisions by looking at prices, not just from promotions made by Tokopedia and Shopee. On 
the other hand, the product innovations carried out by Tokopedia and Shopee have a direct and indirect 
impact through price. Consumers can make purchasing decisions directly without looking at the price 
provided that the product innovation is provided according to their needs, but consumers can also make 
purchasing decisions by looking at prices assuming a reasonable price and in accordance with the product 
innovation given. 
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