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ABSTRACT 

Purpose: This research aims to determine the influence of price, product variety and service quality on purchasing 

decisions at the Shopee market place at the As-Sya'roniyyah Islamic boarding school. 

 Design/methodology/approach: This research method uses a quantitative approach. The population in this study 

was an unlimited number of students at the As-Sya'roniyyah Islamic boarding school. The sampling technique 

used Purposive Sampling Technique, with the criteria being that respondents had made purchases at the Shopee 

market place, at least twice, were at least 15 years old, male or female. Data collection techniques through 

distributing questionnaires to respondents who meet the criteria. The data analysis method used is Multiple Linear 

Analysis with SPSS (Statistical Product and Service Solution) version 25. 

Findings: This research proves that the more and higher the product variety and service quality, the more 

purchasing decisions will increase, while price is not able to increase purchasing decisions. 

Research limitations/implications: There are many more variables that influence purchasing decisions that were 

not examined in this research. This research focuses on one object and the results of this research cannot be 

generalized to other objects that are not the same. 

Practical implications: Improving knowledge in making a strategy or decision in reaching potential consumers 

and retaining consumers in purchasing products in this research object 

Originality/ value: This research focuses on the shopee market place object at the As-Sya'roniyyah Islamic 

boarding school with the variables price, product variety and service quality which are the variables that influence 

consumer purchasing decisions at that object. 
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I. INTRODUCTION 

In the era of development technology and information in the world especially internet experience 

enhancement Which very rapidly. Phenomenon Which happens moment This that is trend use gadgets and activity 

in this world virtual like shop in a manner on line. His height amount user Internet, has interesting various business 

business with provide or make shop on line as part from e-commerce. Strategy determination price in business e-

commerce become Wrong One matter important Which should be considered by employers. Apart from price, 

product variety is the development of a product to create various choices (Indrasari, 2019). Basically, consumers 

will be interested in a product because of the many variations provided by the seller on the product (Yassine, 

2019).  service quality is also good consideration Which can influence decision purchase. Service can be said to 

be good or quality if the service provided by a company can satisfy consumers. If the consumer is satisfied with 

services provided, it is possible that consumers will be loyal against the company. 

According to research conducted by Janah (2017) stated that quality service influential significant to decision 
purchase online shop goddess Headscarf Surabaya A purchasing decision is a consumer's action in choosing 

something product with all developer Which There is. According to Kotler and Keller (2009) state that 

characteristics buyer and process taking decision will lead to purchasing decisions and increasingly fierce 

competition in online business. This research is important to examine because e-commerce players need to know 
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the factors that can influence such as price, product variety, and service quality to be able to continue to make 

online stores survive, grow and develop. This is utilized by e-commerce Shopee, which is mobile commerce and 

one of the leading online marketplaces in Indonesia (also known as an online store network). 

Table 1 Data on purchases at Shopee 

Year Number of people (Number of unit items) 

2021    340 634 

2022 430 918 

2023 394 898 

Source: as-sya'roniyyah Islamic boarding school, 2023 

 

Based on Table 1. Purchases using the Shopee market place in 2021-2023 seem to have fluctuated. In 2020 

the number of people who made purchases at the Shopee market place was 340 people. In 2022 the number of 

people who buy using the Shopee application will be 430 people, and in 2023 the number of people who will buy 

using the Shopee market place will be 394 people. Due to fluctuations in purchases using the Shopee online store, 

entrepreneurs have to look for the right strategy in running their business so that it can increase so that targets can 

be achieved. Based on the background above, the researcher took the title ''the effect of price, product variety 

and service quality on purchasing decisions at the shopee market place (study at the as-sya'roniyyah Islamic 

boarding school)''. 

According to Kotler and Armstrong (2012) price is the amount of money paid, or the amount of value 

that consumers exchange in order to get the benefits of owning or using goods or services. Price is the amount 
of money that consumers have to pay to get a product. According to Kotler (2019), price is the amount of 

money charged for a particular product. According to Kotler and Armstrong (2018), price is the amount of money 

exchanged for a product or service. Product variation is the development of a product to create various choices 

(Indrasari, 2019). Basically, consumers will be interested in a product because of the many variations provided by 

the seller on the product. Many product variations make a product have diversity. The research of product 

configuration impact mainly focusses on meeting customer requirements (Custódio et al. 2018; Li et al. 2018; 

Meng et al. 2019; Zhao et al. 2020). According to Kotler (in Indrasari 2019) product assortment is a collection of 

all products and goods offered by certain sellers to buyers. Apart from that, Kotler (in Indrasari 2019) also stated 

that product diversity includes the completeness of the products and goods sold, the types of brands sold, variations 

in the sizes of goods sold, and the availability of goods sold. According to Tjiptono (2011) found that quality 

service is level condition Good or bad dish Which given seller in framework satisfying consumers by giving 
or conveying desires or requests beyond What Which expected consumer. Quality service (service quality) 

can know with method compare perception para consumer on service Which accepted order get with service. 

Which indeed consumer expect or want. If service Which accepted or perceived service is in accordance 

with what is expected, then the perceived quality of service is good and satisfying and if the service received 

exceeds expectations consumer, then quality highly perceived service Good and quality. 

Related with Buying Decision in decision purchase, consumer often time faced on several alternative 

products available. There are many factors that influence consumers in make purchasing decisions. Factors 

is then processed become various alternatives Which become material consideration for consumer For Then 

chosen to be the most appropriate purchasing decision. Purchasing decisions as selection of two or more 

alternative choices. In other words, consumers want to do choice must determine choice from various 

alternatives Which There is. If there is no alternative choice then the action is taken without that choice No 

can said make decision (Schiffan & Kanuk, 2008). According to Armstrong & Gary (2018), the purchase 
decision is to buy the most preferred brand, with the appearance of purchase intention and purchase decision. 

According to Tjiptono (2019) purchasing decisions are a process in which consumers recognize the problem, seek 

information about a particular product or brand and evaluate how well each of these alternatives can solve the 

problem, which then leads to a purchase decision.  

Previous research discussing the effect of price, product variety, and service quality on purchasing decisions 

has been carried out by various researchers, namely, Sudjatmika (2017); setyarko (2016) ; pitaloka (2015) ; 

setiowaty (2017). Proving that price, product variety and service quality simultaneously affect purchasing 

decisions. Based on the description of the previous research, the following models and hypotheses can be built. 
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H1: There is an effect of price on purchasing decisions 

H2: There is an effect of product variation on purchasing decisions 

H3: There is an effect of quality of service on purchasing decisions 
H4: There is an effect of price, product variation, quality of service on purchasing decisions 

 

Figure 1. Framework Research 

II. METHODS 

This type of research is associative, according to Sugiyono (2012), an associative approach is an approach 

using two or more variables to determine the relationship or influence of one another. Quantitative research is 

research by obtaining data in the form of numbers or qualitative data. The data collection technique in this study 

is to use a survey. The data collection instrument used in this study was a questionnaire. This research discusses 

the influence of price, product variety and service quality on purchasing decisions at the Shopee market place, 

case study at the As-Sya'roniyyah Islamic boarding school. 

The population is a generalization area consisting of objects/subjects that have certain qualities and 

characteristics determined by researchers to be studied and then drawn conclusions (Sugiyono, 2010). The 

population in this study were the as-sya'roniyyah Islamic boarding school students. The population of this study 
is not limited. The sample is part of the characteristics possessed by the population. If the population is large and 

it is impossible for the researcher to study everything in the population, for example due to limited funds, 

manpower and time, the researcher can use samples taken from that population (Sugiyono 2012). 

On study This using the Sampling Technique Saturated that is that is determination sample with certain 

considerations. Certain considerations for the sample in this study are respondents who meet the following 

criteria: Respondents are Assya'roniyyah Islamic boarding school students. (2) Respondent has do purchase 

in a manner on line on shopee. (3) at least 15 years old. The researcher determined that the sample size was 

100 respondents which considered that 100-150 respondents represented the existing population. Determining the 

sample size is based on the opinion of Gay and Diehl (2010) which states that the minimum sample size for a 

study is 100 respondents because the minimum number is close to perfect or the minimum sample limit. Therefore, 

the researchers set the size of the sample unit for this study to be 100 samples with the assumption that the 100 
samples could represent the entire population. 

Data collection techniques in this study can be done using a questionnaire, namely collecting data using a 

list of questions/questions that have been prepared in advance and given to respondents. Where respondents 

choose one of the answers that have been provided in the list of questions or statements regarding the indicators 

of the variables in this study. 
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III. RESULTS AND DISCUSSION 

Table 2. Demographic Characteristics of Respondents 

Profile of respondents Amount Percentage (%) 

(1) (2) (3) 

Gender: 

Male 

Female 

 

42 

58 

 

 

42 

58 

 

Age: 

14-16 

17-19 

20-23 

>24 

 

16 

26 

31 

27 

 

16 

26 

31 

27 

        Source : processed primary data (2023) 

 

Based on Table 2, it can be seen that the classification of respondents aged between 14-16 years was 16 

people (16%) . Respondents aged between 17-19 years were 26 people (26%), and those aged 20-23 years were 

31 people , (31%) . Meanwhile, there were 27 people (27%) aged ≥ 24 years. It can be concluded that the highest 

number of respondents are aged 20-23 years and at least 14-16 years old .   

Table 3. Instrument Validity Test Results 

Variables Items 

Corrected 
Question Item 

Total 

Correlation 

r Table validity 

price (X1) 

p 1 0.522 0.197 Valid 

p 2 0.540 0.197 Valid 

p 3 0.488 0.197 Valid 

P 4 0.642 0.197 Valid 

Product variation (X2) 

PV 1 0.492 0.197 Valid 

PV 2 0.661 0.197 Valid 

PV 3 0.453 0.197 Valid 
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PV 4 0.714 0.197 Valid 

Quality of service 

(X3) 

Qs 1 0.447 0.197 Valid 

Qs 2 0.632 0.197 Valid 

Qs 3 0.692 0.197 Valid 

Qs 4 0.692 0.197 Valid 

Qs 5 0.632 0.197 Valid 

Buying decision (Y) 

BD 1 0.755 0.197 Valid 

Bd 2 0.480 0.197 Valid 

Bd 3 0.772 0.197 Valid 

Data source: processed SPSS output (2023) 

Table 4. Instrument Reliability Test Results 

Variables Cronbach Alpha Information 

Price (X1) 0.197 reliable 

Product variations (X2) 0.352 reliable 

Quality of service (X3) 0.599 reliable 

Buying decision (Y) 0.396 reliable 

Data source: processed SPSS output (2023) 

 

 Based on Table 4 it can be seen that each variable has a Cronbach Alpha > 0.60. Thus the variables (price, 

product variety, service quality, and purchasing decisions) can be said to be reliable. 

 

A. Multiple Linear Regression Analysis 

This analysis is used to measure quantity about price, product variety, and service quality. The analysis used 

was multiple linear regression with the help of SPSS version 2 5 with a confidence level used in multiple 

regression calculations of 95% or a significance level of 0.005 ( = 0.05) . 

Table 5. Multiple Linear Regression Calculation Results 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1,247 .682  1,829 .071 
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x1 ,025 042 .028 0.607 .545 

x2 ,854 042 ,977 20.158 ,000 

x3 .164 ,025 ,246 6.542 ,000 

 

Based on Table 5 to determine the formulation of the multiple linear regression equation, the effect of price, 

product variety and service quality on purchasing decisions at the shopee market place. carried out regression 

coefficient analysis. The result is as follows. Regression constant: 1.247 Price variable constant (X1) : 0.025 

Product variety constant variable (X2) : 0.854 Service quality variable constant (X3) : 0.164. Based on the results 

of the regression coefficient analysis, the formula for the multiple linear regression equation is: Y= 

1.247+0.025(X1) + 0.854(X2) + 0.164(X3). This multiple linear regression equation can be interpreted as follows. 

The constant value means that if the values X1, X2, and X3 = 0 then the purchase decision at the Shopee market 
place is 1.247 units, assuming that price, product variety, and service quality are constant/fixed. The regression 

coefficient values of price, product variety, and service quality on purchasing decisions at the shopee market place 

are (X1) = 0.025, (X2) = 0.854, and (X3) = 0.164 

 

B. Hypothesis Testing Results 

To test the hypothesis partially, the t test is used, namely to partially test the independent variable on the 

dependent variable. The sample used was 100 people, so the test used the t test and the significance level ( ) = 

5% or 0.05, a T table of 1.985 was obtained. By testing criteria: 

t table  = t (a/2; n – k ) 

= t (0.05/2 ; 100 - 4) 

= t (0.025;96) = 1.985 

Table 6. Partial Hypothesis Test Results ( t - test ) 

Coefficients a 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B 
Std. 

Error 
Beta 

1 

(Constant) 1,247 0.682   1,829 0.071 

Price 0.025 0.042 0.028 0.607 0.545 

product variations 0.854 0.042 0.977 20.158 0 

service quality 0.164 0.025 0.246 6,542 0 

a. Dependent Variables: y 

Data source: processed SPSS output (2023) 

 

Based on Table 4.12, the test can be explained using a partial test (t test) for each variable, namely: 

1. The calculated t value for the price variable (X1) is 0.607 and the value for the 5% distribution is 1.9 85 so 

the calculated t is 0.607 < t table 1.9 85 and also a significant value of 0.545 greater than 0.05 (0.545 > 0.05). 

This means that price (X1) has no significant effect on purchasing decisions (Y). 
2. The calculated t value for the product variation variable (X2) is 20.158 and the value in the 5% distribution 

is 1.985, so t count is 20.158 > t table 1.985 and also a significant value of 0.000 is greater than 0.05 (0.000 

<0.05). This means that product variation (X 2 ) has a significant influence on purchasing decisions (Y). 
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3. The t value for the service quality variable (X3) is 6.542 and the value at the 5% distribution is 1.985, so t 

count -6542 < t table 1.985 and also a significant value of 0.000 which is less than 0.05 (0.000 <0.05). This 

means that service quality (X 3 ) has a significant influence on purchasing decisions (Y). 
 

C. Simultaneous Test (F Test) 

The F test is carried out by comparing the calculated F value with the F table value. If the calculated F > F 

table then there is a simultaneous (together) influence and vice versa. The results of simultaneous regression 

calculations are obtained as follows: 

F table = F(k-1;nk) 

= F(4-1;100-4) 

= F(3;96) = 2.70 

Table 7 Results of Simultaneous Hypothesis Testing (f Test) 

ANOVAa 

Model Sum of Squares df MeanSquare F Sig. 

1 Regression 214,982 3 71,661 242,168 .000 b 

residual 28,408 96 ,296   

Total 243,390 99    

a. Dependent Variables: y 
b. Predictors: (Constant), x3, x1, x2 
Data source: processed SPSS output (2023) 

 

Based on Table 7, it shows that the calculated F value is greater than the F table value, namely F count 

242,168 > F table 270 and also a significant value of 0.000 less than 0.05 (0.000 <0.05). This means that the 

variable price (X1), product variety (X2) and service quality (X3) together (simultaneously) have a positive and 

significant effect on the purchase decision variable (Y). 

 

D. Koefesien Determination ( R² )  

Table 8 Determination Coefficient Test Results 

Model Summaryb 

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

Estimate Durbin-Watson 

1 ,940 a .883 ,880 .54398 1,678 

a. Predictors: (Constant), x3, x1, x2 

b. Dependent Variables: y 
Data source: processed SPSS output (2023) 

  

Based on Table 8 above, it is known that the R Square value is 0.883. This means that the influence of 

variables X1, X2, and X3 simultaneously on Y variable is 88.3% with the rest influenced by other variables not 
present in this study. 

 

E. Discussions 

This study attempts to obtain an overview, the effect of price, product variety, and service quality on 

purchasing decisions at the Shopee market place . The price variable has no effect on the purchase decision but 
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the product variation and service quality variables have an influence on the purchase decision . Proven by data 

analysis using predetermined research methods. From the test results, the following discussion was obtained: 

 
1. Effect of price on purchasing decisions. 

The results of the research that has been carried out by researchers can be concluded that the price variable 

(X1) is tested partially on purchasing decisions at the shopee market place to produce a calculated t value for the 

price variable (X1) of 0.607 and a value in the 5% distribution of 1,985, so t count 0.607 <t table 1.985 and also 

a significant value of 0.545 greater than 0.05 (0.545 > 0.05). This means that price (X1) has no significant effect 

on purchasing decisions (Y).  

 

2. Effect of product variations on purchasing decisions  

The results of the research that has been carried out by researchers can be concluded that the product variation 

variable (X 2 ) was tested partially on purchasing decisions at the shopee market place to produce a t calculated 

value for the product variation variable (X2) of 20.158 and a value in the 5% distribution of 1.985 then t count is 
20.158 > t table 1.985 and also the significant value of 0.000 is greater than 0.05 (0.000 < 0.05). This means that 

product variations (X2) have a significant influence on purchasing decisions (Y).  

 

3. The influence of service quality on purchasing decisions 

The results of the research that has been carried out by researchers can be concluded that the variable service 

quality (X3) is tested partially on purchasing decisions at the shopee market place to produce a calculated t value 

for the service quality variable (X3) of 6.542 and a value in the 5% distribution of 1.985, so t count -6542 <t table 

1.985 and also a significant value of 0.000 is less than 0.05 (0.000 <0.05). This means that service quality (X3) 

has a significant influence on purchasing decisions (Y). 

 

4. Effect of price, product variety and service quality on purchasing decisions.  

The results of the research that has been carried out by researchers can be concluded that the variable price, 
product variety and service quality are tested simultaneously on purchasing decisions at the shopee market place 

to produce a calculated F value that is greater than the F table value, namely F count 242 ,1 68 > F table 2.70 and 

also the significant value of 0.000 is smaller than 0.05 (0.000 < 0.05). This means that the variable price (X1) , 

product variety (X2) , and service quality (X3) together (simultaneously) have a positive and significant effect on 

the purchasing decision variable (Y). The results of this study support previous research that price, product variety, 

and service quality have a positive effect on purchasing decisions (sudjatmika 2017; setyarko 2016; pitaloka 2015; 

janah 2017). 

IV. CONCLUSION 

Based on the results and discussion, it can be concluded that product variation and service quality have a 

positive and significant effect on purchasing decisions, price has no significant effect on purchasing decisions, 

and price, product variety, and service quality simultaneously have a positive effect on purchasing decisions. For 

marketplace place shopee companies , it is necessary to pay attention to product variations and service quality 

because they greatly influence purchasing decisions made by consumers. In addition, what must be considered is 

the age of consumers based on the demographic results of research respondents who are dominated by consumers 

aged 20-23 years, and are female. Consumers aged 20-23 years and female gender have characteristics and 

behaviors that are different from other age ranges and male gender. Therefore, market place shop owners and 

other companies should pay more attention to the variety of products and the quality of service that is tailored to 

their needs. For future researchers, they can re-examine the variables of this study with other types of businesses. 
In addition, further research can add other variables which are factors that influence sales decisions. 
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