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Abstrak
This study aims to analyze the influence of Prog

as possible. ? course the company can get a big profit as well.

One of the many that people consume is ice cream. The market potential is quite
good and will continue to grow because people's desires increase in line with the
increasing standard of living and also the influence of the climate that often occurs in
Indonesia, namely hot weather.

At first, the ice cream consumed by humans was only in the form of ice milk, but
along with the times, the milk underwent updates tailored to market tastes. Starting
from types, tastes, functions to various branding. So that in general, ice cream product
processing companies create products with brands that have differentiation with other
companies as a force in competition to seize the market. So that in consuming a product,
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consumers usually change brands to compare which product really suits their needs both
in terms of convenience, availability and price. After the consumer shows a positive
attitude towards a brand, he will have a commitment and intend to continue to buy it in
the future brand loyalty.

High demand for ice cream in recent years has made ice cream manufacturers
compete to boost sales growth, including PT. Unilever Indonesia Tbk. One of the largest
and first milk processing companies in Indonesia, PT. Unilever Indonesia Tbk needs to
take action that is used as a strategy to maintain national ice cream market share.
Here is the market share data of the ice cream industry in Indonesia for 3 years:

Table 1. Market Share of South Jakarta Ice Cream Indust

#2046 - 2018

No Brand 2016 2017
1 Wall's 72,1 %

2 Campina 23,0 %

3 Glico Wings 1,7 %

Data Source: PT. Lotte Mart Indonesia
From the data figure 1. we can see in the

ground descr

interested in cond rese ent CE OF PRODUCT

respondents. Respondents in this study were consumers who made purchases at Lotte
Mart stores in South Jakarta and made their own purchasing decisions.

Data type

The type of data used in this study is primary data. Primary data is data obtained from
surveys collected based on the distribution of questionnaires. In this study, researchers
used cross-section data. Cross-section data design is research activities carried out at a
certain time. Furthermore, based on these facts, conclusions are made about research
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problems that want to be proven or sought for relationships, thus the type of data in this
study is "primary data that is cross section".
Operational Definition and Variable Measurement

Table 2. Operational Definition

Variable Variable Definition Tndircatare B
Product  Differentiation Product Differentiation Advanced Table 3.4
(X1) the creation of a product e Feature

or product image that is e Adjustment
quite  different from e Performancg
products that have been e
circulating with  the e
intention to attract e
consumers

Price Perception (X2) Price percg
view q@#’perceptio
cus

Brand Ip@ge (X3) e Advantages of brand

associations

. .
; e The power of brand
consumerg association
@M the consumer's e Peculiarities of brand
ory when seeing / associations
emembering the brand.

al
N\

Source: Juliani (2012:4)

Purchase dec Purchasing decisions are e Stability in a Product
decisions taken by e Habits in buying products
consumers to buy after e Give recommendations to
potential customers others
consider factors. ¢ Evaluation of Products

e Make a repurchase

Source : Arsita (2016:4)

Analysis Methods
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Descriptive Analysis Method

Descriptive analysis is to provide an empirical picture of the data collected in
Ferdinand's research (2013: 72) the data comes from respondents' answers to the items
contained in the questionnaire processed by grouping and to discuss then given an
explanation.
Inferential Analysis Methods

Inferential analysis is an analytical technique used to analyze data and samples
whose results apply to the population (Arifin 2017: 201).
Test Instruments

The validity test is used to measure whether or not a g ioNmire is valid
Ghozali (2011: 53). According to Ghozali (2011: 47) Reliability
a questionnaire that has indicators of variables
Classical Assumption Test
This classical assumption test aims to test

Y=a+blX1+blX2+blX3+e

Information:

Y = Purchase Decision

a = Constant

bl1+b2+ b3= Multiple Regression Coefficient
X1 = Product Differentiation

X2 = Price Perception

X3 = Brand Image
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e = Standard Error
Model Due Diligence

The F test basically shows whether all the independent variables included in the
model have a shared influence on the dependent variable. According to Ghozali (2013),
the coefficient of determination (R2) is used to measure how far the model is able to
explain the variation of independent variables.

The t test is to determine the significance of the influence of the independent
variable hypothetically or individually on the dependent variable

RESULTS AND DISCUSSION A

Table 1. Validity Test Results
Variable R Calculate R Tal

Product Differentiation
Statement 1.1 0,757
Statement 1.2 0,774
Statement 1.3 0
Statement 1.4 0,773
Statement 1.5 0,739
Price Perceptiog
Statement 2.
Statemen
Statepg 2.2
B#nd Image
Btatement 0,196 Valid
Stateme 0,196 Valid
State t 37 0,196 Valid

b 3Siflg PECision

StatS@eRC%" 0,588 0,196 Valid

tatemeént 4.2 0,689 0,196 Valid
gtement 4.3 0,596 0,196 Valid
Sta@ment 4 0.617 0,196 Valid
Statemgft 4.5 0,644 0,196 Valid

Table 2. Reliability Test Results

Variable Cronbach's Alpha Result
Purchase Decision (Y) 0.828 Reliable
Product Differentiation 0.897 Reliable
(X1)

Price Perception (X2) 0.835 Reliable
Brand Image (X3) 0.830 Reliable

Journal of Social Science, Vol. 05, No. 03, May 2024 143



Sri ni, Elwisam, Kumba Digdowiseiso

Classic Asusmtion Test
Table 3. Normality Test Results

One-Sample Kolmogorov-Smirnov Test
Unstandardiz

ed Residual
N 100
Normal Parameters®*® Mean .0000000
Zted\;iation 1.96482049
Most Extreme Absolute .079
Differences Positive .052
Negative -.079
Test Statistics .079
Asymp. Sig. (2-tailed) .125c

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

ed) of 0.125 he data is normally

S R
% e sed on the research, it is known
DWYi

s2.103, we will compare this value with the
%, the n

Table 4. Glacier test
Coefficientsa
Unstandardized Standardized

Coefficients Coefficients
Type B Std. Error Beta t Sig.
L gCO”Sta”t -.582 611 952 344
X1 .067 .028 251 2.102 118
X2 .008 .053 .018 .147 .884
X3 .078 .061 159 1.284 .202

a. Dependent Variable: Abs_Res
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Table 4. shows that all variables have a significant value greater than 0.05 so that
it can be concluded that the regression model in this study did not occur
heteroscedasticity.

Table 5. Multicollinearity Test Results

Coefficients®

Collinearity
Statistics

Toleranc
Type e VIF
(Constant)
dD:Jfli:renS|a5|_Pro 833 1.201
Persepsi_Harga 587 1.703
Citra_Merek 598 | 1.673

From table 5, it ca
tolerance value greate

able€’6.
ANOVA
Sum of
<Type Squares Df Mean Square F Sig.
1 Regression 185.449 3 61.816 15.527 .000b
Residuals 382.191 96 3.981
Total 567.640 99

a. Dependent Variable: Keputusan_Pembelian
b. Predictors: (Constant), Citra_Merek, Diferensiasi_Produk, Persepsi_Harga
Source: processed data SPSS 23.0 (2020)

Based on table 6, it can be known that the F value is cacuiated > Ftable Or 15.527 >
2.70 and a significant value of 0.000 < 0.05, then the variables of product differentiation,
price perception and brand image together have a significant effect on the variable of
purchasing decisions

Table 7. Multiple Linear Regression Analysis
Coefficientsa
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Unstandardized Standardized
Coefficients Coefficients
Type B Std. Error Beta t Sig.
1  (Constant)  14.540 1.162 12.511 .000
X1 119 .053 .205 2.233 .028
X2 221 .100 241 2.209 .030
X3 283 115 .266 2.452 .016

Y = 0.205 X1 + 0.241 X2 + 0.266 X3

Information:

Y = Purchase Decision

X1 = Product Differentiation
X2 = Price Perception

X3 = Brand Image

es of 0.266 and positive. This
of Wall's ice cream, the faster

Coefficientsa

Unstandardized Standardized
Coefficients Coefficients
Type B Std. Error  Beta t Sig.
1 (Constant) 14.540 1.162 12.511 .000
X1 119 .053 .205 2.233 .028
) 221 .100 241 2.209 .030
X3 283 115 .266 2.452 .016

Product Differentiation Hypothesis Testing
Based on table 8, it can be seen that the caicuiated t value is greater than tne table t
or 2.233 > 1.984 and the significance value is below the error rate (a/jpha) of 0.028 <
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0.05. So it can be concluded that there is a significant influence between product
differentiation on purchasing decisions.

Price Perception Hypothesis Testing

Based on table 4.16, it can be seen that the cacuated t value is greater than e tavie t Or
2.209 > 1.984 and the significance value is below the error rate (ajpha) of 0.030 < 0.05.
So it can be concluded that there is a significant influence between price perception and
purchasing decisions.

Brand Image Hypothesis Testing

Based on table 4.16, it can be seen that the cicuatea t value is greater
2.452 > 1.984 and the significance value is below the error rate (a/g

an the table t OF

purchasing decisions.

Discussion

The Effect of Product Differentiation on Purc
The results of hypothesis testing, it was

positive and significant effect on purchasig

influence indicates that product differg@#ation for

purchasing decisions. Case and Fair jg#’ermana et i‘ 42)
for product differentiation to be essful, conglimers mu w about pg#duct quality

and availability. This productdifferentiation incl all zue efforts tha

to create differentiation h@#fveen compe I im of pr#ing the best value
and satisfaction for coif® . ult udy are ingf€ordance with research
conducted by Sg €s , that prg@dct differentiation has an

influence on g i j differentig®n is getting better, it will result
oduct.

research, pri8 eption is one of the factors that can influence purchasing decisions.
Of course, befdre buying a product, you will consider the price of the product with the
benefits that will be obtained in the future, will benefit or even harm the consumers
themselves, then the results of the study price perception has a positive effect on
purchasing decisions.
The influence of Brand Image on purchasing decisions

Based on the results of hypothesis testing, it was found that brand image has a
positive and significant effect on purchasing decisions. A positive and significant
influence indicates that the improvement of Wall's ice cream brand image has an
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influence on purchasing decisions. According to Kotler and Keller (2012: 768) brand
image is a set of perceptions and beliefs owned by customers towards a brand which is
reflected through associations that exist in customer memory. When a brand image has
been able to build product character and provide a value proposition, then convey the
character of the product to its customers uniquely, it means that the brandhas provided
emotional power more than the rational power possessed by the product. This will make
customers associate positive things in their minds when they think of the brand. The
results of Dike's research (2016) stated that brand image has an influence on purchasing
decisions because the information a product has about the product anghservice quality
already has a good brand image in the minds of consumer

CONCLUSION

The research findings indicate several signifi
purchasing decisions of Wall's ice cream at Lotte
differentiation demonstrates a positive and notz

hasizing
Wall's ice cream a

butor in elucidating the
in South Jakarta.
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