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Abstract. The purpose of this study is to determine the effect of Price, Product Design, 

Product Quality and Brand Image on Purchase Decision of Scoopy motorcycles in 

Yogyakarta. The Population of this study is the consumers of Scoopy motorcycles in 

Yogyakarta. The research sample is the consumers who have been using Scoopy for at 

least more than 1 year. This study uses convenience sampling technique, it is a sampling 

technique based on the convenience factor. The results show that Price, Product Design, 

Product Quality, and Brand Image influence the Purchase Decision of Scoopy 

motorcycles in Yogyakarta. 
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1   Introduction 

When the consumers are purchasing the product, they usually pay attention to how the 

quality of the products offered, it is related to the benefits of the products whether they will 

meet the consumers’ needs or not. According to Tjiptono (1997) product quality is a strong 

point that meets customer expectations. In evaluating it, customers will use their expectations 

as a standard or reference [1]. Quality products can be delivered through a tangible product 

characteristic, one of which is benefit of the product. Product quality is the physical condition, 

function and nature of a product that can satisfy the tastes and needs of consumers 

satisfactorily according to value of the money that has been spent [2], [3]. 

Determining price will be a great concern. Basically, price is determined by the cost of the 

product. If the price set by the producer is right and in accordance with the purchasing power 

of consumers, then the selection of a certain product will be dropped on that product [4]. If 

consumers are willing to accept the price, then the product will be accepted by the public. The 

analysis of design is also increasingly important, because every design created will result in 

different levels of demand for the product. In most cases, the consumers will demand unique 

and creative product design [1], [5]–[7].  

Brand image represents the overall perception of the brand and it is formed by the 

information and past experience when the consumers used the brand. Howard (1989) defines 

an image as a total image of the consumers or targeted customers’ mind of a product or brand 

[8]. Referring to the definition, brand image can be defined as an impression that is thought by 

consumers and public of a brand as a reflection of the evaluation for the certain brand. The 

consumers’ experience dealing with service providers or products either it is directly or 

indirectly will affect the image of these providers. The experience of connecting to an 

organization can give a huge influence in shaping consumer perceptions toward that 
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organization. Kandampully & Suhartono (2000) state that if consumers can feel a good image, 

their behavioral intentions are positive such as: the desire to repurchase the same brand, 

increase purchases and wish to recommend the brand to others (a measure of consumer 

loyalty) [4]. Based on the previous description, it is interesting to do a research on the 

Influence of Price, Product Design, Product Quality and Brand Image on Purchase Decision of 

Scoopy Motorcycle in Yogyakarta. 

To know the consumers well, companies need to study consumer behavior which is a 

personification of all the human soul in their daily lives. Perceptions of influence form others 

and internal motivations will interact to determine the final decision that is considered as the 

most appropriate one. According to Kotler (2002), consumer behavior is the behavior exposed 

by consumers in searching for, buying, using, evaluating and spending products and services 

that they hope will satisfy their needs [9]. 

According to Dharmmesta and Irawan (2002) defines price as the amount of money (plus 

some products if possible) needed to get a combination of products and services [3]. Another 

definition of price which is stated by Tjiptono (2002) explains that price is a monetary unit or 

other measure (including other goods and services) exchanged in order to obtain ownership 

rights or use of an item or service [5], [10], [11]. Price is the only element in the marketing 

mix that generates sales revenue which is flexible and can be measured quickly [12]. If the 

customer considers that the price is higher than the value of product, they will not buy the 

product. If consumers assume that the price is lower than the value of the product, they will 

buy it, but the seller loses the opportunity to make a profit. Therefore marketers must try to 

understand the reasons of consumers when they are buying the products, and setting prices 

according to consumer perceptions about the value of the product [13], [14]. 

The design or shape of the product is a very important attribute to influence consumers so 

that consumers are interested in and then buy it. Design is one of the aspects in marketing 

activities which can be an appeal of the product. Design can shape or give attributes to a 

product, so that it can be a trademark of a product brand. The characteristics of a product will 

eventually be able to distinguish it from similar products of other brands from competitors 

[15]. According to Stanton (1995) product design is an aspect to build a product image. 

Companies are also increasingly aware of the importance of the marketing value of the 

product design, especially the design of its appearance. Quality has a very important meaning 

in consumer purchase decisions [16]. If the quality of the product is good, consumers tend to 

repurchase while if the quality of the product is not as they expected, consumers will switch 

their purchases to other similar products. According to Goetch and Davis (1994) quality is a 

dynamic condition related to products, services, people, processes and environments that meet 

or even beyond the expectation [17]. According to Ahyari (1997) "Quality is the factor 

contained in an item or result in accordance with the purpose of the goods or results are 

intended or needed” [18]. While Kotler and Armstrong (2008) explain the quality of the 

product is the totality of features and characteristics of the product or service that depends on 

its ability to satisfy the stated or implied needs [13]. 

Kotler (2002) explains that a brand is a name, term, sign, symbol, design or combination 

of the things which is intended to identify goods or services from a person or group of sellers 

and to distinguish them from the products of competitors [12]. A brand will show the signal 

about the source of the product to the consumers. In addition, the brand protects both 

consumers and producers from competitors who try to provide products that look identical. 

The brand is actually a promise of the seller to consistently provide certain features, benefits, 

and services to the buyer. The best brands provide quality assurance. Where as Wijaya (2008) 

sees brand image as an overall perception formed from objects based on information and past 



 

 

 

 

experiences of consumers [19]. Brand image has an influence on consumer purchase 

decisions. In other words, a good brand image stimulates purchases by simplifying the 

decision rules. 

Here are the results of several previous researches which are related to this study :  Rizan, 

et al. (2017) explained in his research that brand image, price and product design influence 

purchase decisions, the results obtained are product quality and product design have a 

significant effect on purchase decisions partially or simultaneously [2][3]. Likewise Saidani, et 

al. (2013) in their research explained the influence of product quality and product design on 

purchase decisions, the results have showed that product quality and product design have a 

significant influence on purchase decisions both partially and simultaneously. Other research 

related to the effect of product quality on product purchase decisions explained by Handri 

(2005), the result of his research showed that 56.31% of respondents stated that they were 

affected by product quality on purchase decisions [10], [20]. Wibowo and Karimah (2012) in 

their research explained that television advertising and price variables had a positive and 

significant impact on the formation of purchase decisions [21]. Brata, et al. (2017) also 

explained that the variables of brand image and price had a positive and significant impact on 

the formation of purchase decisions [22]. 

 

 

2    Research Method 

 
The population in this study is consumers who use Scoopy motorcycles in Yogyakarta. 

The sample is consumers who use Scoopy motorcycles for at least more than 1 year. This 

study uses convenience sampling technique that is sampling based on the convenience factor 

[23]. The data used in this study are primary data which is obtained directly from the source 

(Kuncoro, 2003). Primary data in this study are in the form of answers stated by the 

consumers who become respondents of this study. In this study, researchers used a survey 

method. The survey method is a method of research carried out by taking samples from a 

population and using a questionnaire [23]–[26]. The questionnaire was delivered directly by 

the researcher to the respondents and it was returned to the researcher after they filled it.  

Research conceptual models that can be compiled in this research are as follows :  

 

 
  

 

 

 

 

 

 

 

 

 

 

Fig.1. Research Model 
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Product Design (X2)  

Product Quality (X3)  

Purchase Decisions (Y)  

Brand Image (X4) 



 

 

 

 

Operational Definitions of Research Variables :  

1. Purchase decision (Y), is a consumer's decision as ownership of the actions of two or 

more alternative choices regarding the process, method, act of buying, by considering 

other factors about what to buy, when to buy, where to buy and how to pay [27]. The 

purchase decision indicators in this study are: Brand choice, Design choice, Product 

quality, Affordable prices, Recommendations from previous buyers. 

2. Price (X1), is the amount paid by the buyer to be able to enjoy the benefits of an item. 

3. Product design (X2), according to Saidani et al (2008), design is a design pattern that 

forms the basis of making an object [3]. 

4. Product quality (X3), according to Kotler and Armstrong (2008), the quality of the 

product is the totality of features and characteristics of the product or service that 

depends on its ability to satisfy stated or implied needs [13]. 

5. Brand image (X4), according to Aaker in Wijaya (2008) brand image is a set of 

associations that marketers want to create or maintain. These associations state what 

a brand really is and what is promised to consumers [19]. 

Based on the research model, the hypotheses that can be arranged are :  
H1 : It is suspected that the price has a positive and significant influence on the decision 

to purchase a Scoopy motorbike in Yogyakarta. 

H2 : It is suspected that the product design has a positive and significant effect on the 

decision to purchase a Scoopy motorbike in Yogyakarta. 

H3 : It is suspected that product quality has a positive and significant influence 

on Scoopy motorbike purchase decisions in Yogyakarta. 

H4 : It is suspected that the brand image has a positive and significant effect on 

purchase decisions for Scoopy motorbikes in Yogyakarta. 

 3    Result and Discussion 

3.1. Characteristic of Responden 

 

Based on the results obtained, the characteristics of respondents can be explained as 

follows: 
Table 1. Respondent profile 

 Respondents Frequency Percentage 

        

Gender Male 87 (87%) 

  Girl 13 (13%) 

        

Age 25 - 35 years old 22 (22 %) 

  over 35 – 40 18 (18%) 

  over 40 – 45 29 (29 %) 

  over 45 years 31 3 1 % 

        

Occupation Government employees 30 (30%) 

  Public Company employees 10 (10%) 



 

 

 

 

 Respondents Frequency Percentage 

  Private Company employees 20 (20%) 

  Entrepreneur 25 (25%) 

  College students 10 (10%) 

  Housewife 5 (5%) 

        

Income Less than Rp. 1,500,000 13 13% 

  Rp. 1,500,000 - Rp.2,000,000 5 5% 

  over Rp. 2. 000,000 - Rp. 3,000,000 20 20% 

  over Rp. 3,000,000 - Rp. 4,000,000 3 2  32 % 

  over Rp. 4,000,000 3 0   30 %) 

  
3.2. Hypothesis Testing 

 

Regression analysis is used to determine the effect of price variables , product design, 

product quality and brand image on purchase decisions. Here are the results of multiple 

regression analysis: 
Table 2. Regression analysis results 

Variable Standardized 

Coefficients (Beta) 

t Sig. 

Price (X1) 0, 23 3 2 , 40 3 0.0 1 1 

Product design (X2) 0, 27 3 2.90 0 0.00 4 

Product quality (X3) 0, 2 6 2 2.79 8 0.00 5 

Brand Image (X4) 0, 22 2 0, 6 1 2 0, 02 7 

F statistic           21 , 9 87 0,000 

R 0, 6 82 

Adjusted R Square 0, 4 49 

  

Table 2 displays the results of the regression analysis, it can be interpreted that all 

hypotheses can be accepted because the significance value is below 0.05. The analysis results 

show that prices will improve consumer purchase decisions. The results of this study support 

the research carried out by Wibowo and Karimah (2012), they stated their research that price 

influences purchase decisions. It is in the same way as explained by Dharmmesta and Irawan 

(2002) that consumer purchase decisions depend on the price set by the producer.  

The attractive product design will improve consumer purchase decisions. The results of 

this study support the previous research conducted by Saidani, et al (2013). As explained by 

Kotler (2000), the frequent demand expressed by the consumers is the demand for unique and 

creative product design. So it can be said that product design is a factor considered by 

consumers in purchasing. The result of this study presents that the better quality of the 

product, the more purchase decisions intended by the consumers. This study support the 

previous research conducted by Handri (2005). According to Handri (2005), there were 

56.31% of respondents stated that their purchase decisions are affected by the product quality 

they buy. Tjiptono (1997) described that when the consumers were buying the products, they 

usually paid attention to the quality of the products offered whether they were related to the 

expected benefits or not. If the product quality is in line with expectations, the consumers will 

definitely buy the product and vice versa. Better brand image will be a magnet for a consumer 

in purchasing the product. The results of this study support the research conducted by Saidani 

and Ramadan (2013). They explained that the product image had an effect on the purchase 

decision. It is also explained by Kandampully & Suhartono (2000) that the experience of 



 

 

 

 

consumers in dealing with service providers or products either directly or indirectly will affect 

the image of those providers. The influence of experience dealing with an organization is 

shaping consumer perceptions of an organization. 

 
4    Conclusion 

 
      Based on the results of the analysis that has been carried out, it can be concluded that the 

price, product design, product quality and brand image variables significantly influence the 

purchasing decision of Scoopy motorcycles in Yogyakarta partially. Based on the results of 

research, the company needs to continue to maintain the quality of the products so that 

consumers can feel the satisfaction and are willing to come back and repurchase. The next 

researcher is expected to be able to conduct research on mobile phones or other products. 
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