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ABSTRACT 

This study aims to determine and analyze the influence of product innovation and promotion on 
purchasing decisions at Mc Donald's Margonda Depok consumers. This research method is a 
quantitative research, this research was conducted at Mc Donald's Margonda Depok. The 
population in this study were all Mc Donald's customers who were or had eaten at Mc Donald's 
Margonda Depok. With a sample of 120 respondents. Data analysis was based on using the SPSS 
program version 26.0 for Windows. The results of this study are Product Innovation has an effect 
on Purchasing Decisions, Promotion has an effect on Purchase Decisions, Product Innovation and 
Promotions together have an effect on Purchasing Decisions. 
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INTRODUCTION 

The development of the business world 

today is growing rapidly. The company is 

expected to be able to fulfill what consumers 

want and need. One of the growing 

businesses today is business franchise 

(franchise). In Indonesia, currently many 

restaurants (places to eat) have sprung up, 

both from within the country and abroad. It 

can be seen from the rise of fast food 

restaurants in Indonesia. This is caused by 

changes in people's lifestyles which are 

spending more and more time outside the 

home, also because of the speed in serving 

the food. 

Of the many competitions that occur in 

the industry, companies are required to 

innovate products in order to survive in the 

midst of existing competition. Product 

innovation can cover many things, starting 

from the basic ingredients of the product, 

changes in product packaging, added flavor 

variations, variations in packaging sizes, and 

adding types of products that are only 

available for a certain period of time. 

Business ventures that innovate, 

then the business canlead and zoom out

   the possibility 

of competitors to innovate earlier. Product 

innovation carried out by the company is the 

main attraction for consumers to make 

purchasing decisions for the products issued 

by the company. 

One of the biggest fast food 

restaurants in Indonesia is Mc Donald's. Mc 

Donald's is already present in various 

countries in the world including Indonesia. 

The number of competitors in this industry 

makes Mc Donald's often innovate its 

products so that consumers are not bored 

with the existing menu. Mc Donald's often 

innovates for products 

the food, can be seen from the Instagram 

account @Mc Donald'sid which actively 

introduces new menus that are published in 

its posts so that consumers can find out 

about Mc Donald's product innovations. 

Apart from product innovations 

made by the company, consumers in making 

purchasing decisions also pay attention to 

the promotions made by the company. The 

power of promotion is a means for 

companies to convey messages related to 

products or services produced by the 

company. Innovative products and using 

promotions in the right way are what 

consumers choose. This is because 

consumers can easily see the products 

offered by the company, choose and select 

so that they can be considered by consumers 

in making purchasing decisions. 

Mc Donald's is also actively 

promoting on several platforms, namely 

Instagram, Ride Sharing such as Go-Food or 

Grab Food, and also the Mc Donald's 

application which can be downloaded on the 

Play Store and App Store. Promotions carried 

out by Mc Donald's vary, such as discounted 

prices, bundling packages, special prices for 

users of the Mc Donald's application and 

others. Promotion is done to attract the 

attention of consumers so that consumers 

are interested in making purchases on the 

product being promoted. 

Based on the background description 

above, the researcher is interested in 

conducting research with the title "The 

Influence of Product Innovation and 

Promotion on Purchase Decisions at Mc 

Donald's Margonda Depok Consumers" 
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PRODUCT 

INNOVATION THEORY 

STUDY 

Innovation according to KBBI is a new 

invention that is different from existing or 

previously known (ideas, methods or tools). 

According to Cassey and Guing (2007) in Seng 

and Ping (2016) innovation means creating 

new products and offering new services, or 

adding new value to existing ones. Product 

innovation creates new products that can 

meet consumer needs and desires which 

results in increased interest in buying these 

products and is achieved through purchasing 

decisions (Setiadi, 2008). 

According to Nurminingsih (2021) 

innovation is not the concept of a new idea, a 

new invention or not just a development 

from a new market, but innovation is an 

illustration of all of these processes. In 

addition, according to Nurminingsih et. al 

(2020) innovation orientation is openness to 

innovation and the capacity to innovate by 

introducing new products, new idea 

processes within the organization. 

product innovation  isnew 

product development, redesign of existing 

products, or the application of new 

technologies and methods to current 

manufacturing methods. In other words, 

innovative products focus on the existing 

market of existing products and differentiate 

them with features that are not currently 

available. 

Dimensions of product innovation 

according to Everett Rogers (2003), namely: 

1) Relative Advantage 

 
 

Relative advantage is the function by 

which a person perceives a new product 

as better than various competitors' 

products and that the product is actually 

better than objective standards. 

2) Compatibility 

Innovation is considered relevant if it can 

match consumer needs and previous 

problematic experiences. 

3) Complexity 

Complexity refers to the degree of 

perceived difficulty of an innovation. So 

innovation must be easily understood 

and enjoyed by everyone. The more 

difficult an innovation is to understand or 

enjoy, the lower the rate of adoption. 

4) Possibility To Try The possibility to try 

isso far where  an innovation 

can   used in that 

environmentlimited before commitment

     previously developed. 

5) Observable Ability 

Product observability is the extent to 

which product users or other people can 

observe the positive effects of using the 

product. 

 
PROMOTION 

According to Agus Hermawan (2012) 

Promotion is one of the priority components 

of marketing activities which notifies 

consumers that the company is launching a 

new product that tempts consumers to make 

purchases. In addition, according to Daryanto 

(2011), the notion of promotion is the last 

activity of 
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marketing mixwhich is very important 

because most markets are more of a buyer's 

market where the final decision on buying 

and selling transactions is heavily influenced 

by consumers.(Sukarno, 2016) 

According to Henry Simamora (2004) 

Promotion is any form of communication 

used to inform (to inform), persuade (to 

persuade), or remind people about the 

products produced by organizations, 

individuals and households. Besides that, 

according to Wulandari (2018) promotion is 

an art to seduce customers and potential 

consumers to buy more of the company's 

products. 

According to Ahmadun and Saputra (2018) 

said that "the purpose of promotion is to 

inform, persuade, and remind consumers of 

a product/service". According to Asim and 

Yudhistira (2019) promotion is a way for 

businesses to communicate through 

messages designed to stimulate awareness, 

interest, and end with customer purchases of 

company products or services. 

According to Kotler and Keller Armstrong 

(2012) there are 5 tools for measuring 

promotions, namely: 

1) Advertising 

All forms of non-personal 

presentation and promotion that require 

a fee for the sponsored idea, product or 

service. 

2) Sales Promotion 

Short-term incentives to 

encourage the purchase or sale of 

products or services. 

3) Public Relations and Publicity 

Build good relations with various 

company representatives in various ways to 

obtain favorable press, build a good 

corporate image, and handle or correct 

negative rumors, stories, and 

incidents.(Sisilia, 2017) 

4) Personal Selling 

Personal presentations by company 

salespeople for the purpose of generating 

sales transactions and building customer 

relationships.(Luthfir, 2019) 

5) Direct Marketing 

Direct contact with each targeted 

customer and aims to get instant feedback 

and establish long-term customer 

relationships. 

 
BUYING DECISION 

According to Suharno (2010), 

purchasing decision is the stage where the 

buyer has made his choice and buys the 

product and consumes it. A consumer's 

decision to buy a product begins with an 

awareness of their needs and wants. 

Meanwhile, purchasing decisions according 

to Kotler and Keller (2012) are "Purchasing 

decisions are a series of processes that 

consumers go through in deciding purchasing 

actions". 

In making purchasing decisions, 

consumers see a product from various 

perspectives. These are the steps in the 

buying decision process. 

According to Abdullah et. all (2014) 

consumers take several steps before making 

a decision to buy a product, namely: 
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1. Problem Introduction 

2. Information Search 

3. Alternative Evaluation 

4. Buying decision 

5. Post Purchase Behavior 
 

According to Kotler and Keller (2012) 

purchasing decisions can be measured by 

covering six sub-chapters, namely: 

1) Product Selection 

Consumers can decide whether to 

buy a product or use their money for 

something else. 

2) Brand Choice 

The buyer must decide which brand 

to buy. Each brand has its own 

differences, in this case the company 

needs to know how consumers choose 

brands 

3) Buyer Channel Options 

The buyer must decide which 

supplier to visit.Every buyer has   

different considerations when selecting a 

supplier, which may be due to factors 

such as proximity, low prices, and 

complete stock of goods. 

4) Purchase Time 

Consumer decisions about when to 

buy can vary, for example, some buy 

once a month, every three months, every 

six months, or once a year. 

5) Purchase Amount 

Consumers can decide how many 

products to be 

bought at once. Purchases can be made 

more than once, in this case the 

company must prepare many products 

according to the wishes of different 

buyers. 

 
RESEARCH METHODS 

This research includes types      

     study  quantitative. 

 analytical method   data using the help 

of IBM programsSPSS Statistics  26. 

Population in        This research is all 

McDonald's customers who are or have ever 

eaten at Mc Donald's Margonda Depok. 

Because the number of Mc Donald's 

Margonda Depok consumers 

cannotdetermined, then the determination 

of the amount         minimum sample in 

this study            refers to the 

statement Hair, Black,Babin and Anderson 

(2010) which            say that the 

number of samplesas    respondent  must 

be adjusted  with the number of question 

indicators used in the questionnaire, 

withassumptionx5           observed 

variable  (indicator). In this study, the number 

of indicators is 24 indicators (question items). 

So the sample in this study was 120 (24x5) 

customersMcDonald'smedium       and 

or have eaten at Mc Donald's Margonda 

Depok. 

The sampling technique uses the Non 

Probability Sampling technique with the 

accidental sampling technique. The testing 

stages are validity test, reliability test, 

simultaneous test (F test) and partial test (T 

test). 
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RESULTS 

Based on the research that has been 

done, the table results for the Validity Test 

are obtained in Table 1. 

 
The table is obtained from the results of the 

Validity Test using the IBM SPSS Statistics26 

program. 

 
 

Product Innovation Validity Test (X1), Promotion (X2) 

And Purchase Decision (Y) 

 
 

Item-Total Statistics 

 

Scale Mean if 

Item Deleted 

Scale 

Variance if 

Item Deleted 

Corrected 

Item-Total 

Correlation 

Cronbach's 

Alpha if Item 

Deleted 

Product Innovation 1 103.73 79,517 .534 .917 

Product Innovation 2 103.55 79,900 .531 .917 

Product Innovation 3 103.64 79,400 .588 .916 

Product Innovation 4 103.74 77,829 .647 .915 

Product Innovation 5 103.64 79,798 .618 .915 

Product Innovation 6 103.57 79,730 .566 .916 

Product Innovation 7 103.73 79,650 .574 .916 

Product Innovation 8 103.40 82,441 .471 .918 

Product Innovation 9 103.39 82,240 .479 .918 

Promotion 1 103.42 81063 .545 .917 

Promotion 2 103.43 80664 .614 .916 

Promotion 3 103.59 79,111 .688 .914 

Promotion 4 103.45 80633 .566 .916 

Promotion 5 103.68 78,220 .597 .916 

Promotion 6 103.76 78,434 .579 .916 

Promotion 7 103.43 81,764 .503 .918 

Promotion 8 103.33 82,906 .443 .918 

Buying decision 

1 

103.30 82,394 .561 .917 

Buying decision 

2 

103.46 81,451 .561 .917 

Buying decision 

3 

103.22 84,691 .319 .920 

Buying decision 

4 

103.46 81,417 .438 .919 

Buying decision 

5 

103.52 79,918 .540 .917 
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Buying decision 

6 

103.94 76,622 .625 .916 

Buying decision 

7 

103.58 80179 .551 .917 

 
 
 

Product Innovation Reliability Test (X1), Promotion (X2) 

And Purchase Decision (Y) 

Table 1. Product Innovation Reliability Test Results 

(X1)Reliability Statistics 

 
 
 

Table 2. Promotional Reliability Test Results (X2) 
 

 

Reliability Statistics 

Cronbach's 

Alpha 

 
N of Items 

.805 8 

 

Table 3. Purchase Decision Reliability Test Results (Y)Reliability Statistics 

 
 
 

 
Partial Test (T Test) and Simultaneous Test (F 

Test) Table 1. Partial Test Results (T Test) 

 
Coefficientsa 

Unstandardized 

Coefficients 

standardized 

Coefficients 

 

 
t 

 

 
Sig. Model  B std. Error Beta

s 

1 (Constant) 6,093 1,565  3,894 .000 

Total Innovation 

Product 

.193 058 .276 3.315 001 

Cronbach's 

Alpha 
 
N of Items 

.829 9 

 

Cronbach's 

Alpha 

 
N of Items 

.727 7 

 



 

176 
 

Total Promotion .496 .069 .599 7,201 .000 

a. Dependent Variable: Total Purchase Decision 
 
 

Simultaneous Test (F 

Test) Table 2. Simultaneous Test Results (F 

Test) 

ANOVAa 

 
Model 

 Sum of 

Squares 

 
df 

Means 

Square 

 
F 

 
Sig. 

1 Regression 642,654 2 321,327 136.104 .000b 

residual 278,586 118 2,361   

Total 921240 120    

a. Dependent Variable: Total Purchase Decision 

b. Predictors: (Constant), Total Promotion, Total Product Innovation 
 
 

DISCUSSION 

Effect of Product Innovation on Purchasing 

Decisions 

The first hypothesis tests whether 

Product Innovation has an effect on 

Purchasing Decisions. Test resultShow 

Product Innovation   

influence on Purchase Decisions as indicated 

by looking at the Corfficients table which 

shows that the sig. for product innovation = 

0.000 (<0.05). 

The results of the hypothesis show 

that product innovation has a positive effect 

on purchasing decisions proven to be true or 

H1 is accepted. 

 
InfluencePromotion 

 toBuying decision 

The second hypothesis tests whether 

Promotion has an effect on Purchasing 

Decisions. The test results show that 

Promotion has an effect on Purchasing 

Decisions as shown by looking at the 

Coefficients table 

 

shows the sig value. for promotion = 0.001 

(<0.05). 

The results of the hypothesis show 

that product innovation has a positive effect 

and the purchase decision is proven true or 

H2 is accepted. 

 
Effect of Product Innovation and Promotion 

on Purchasing Decisions 

The third hypothesis tests whether 

Product Innovation and Promotion have an 

effect on Purchasing Decisions. The test 

results show that product innovation and 

promotion both have an effect on purchasing 

decisions as indicated by looking at the 

ANOVA table which shows the sig. = 0.000 

(<0.05) 

The results of the hypothesis show 

that product innovation and promotion 

together have a positive effect on purchasing 

decisions proven to be true or H3 is 

accepted. 
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CONCLUSIONS AND RECOMMENDATIONS 

Conclusion 

1. Based on the results of the research 

that has been done, it shows that Product 

Innovation has an effect on Purchasing 

Decisions. This means that if product 

innovation is carried out well, it will affect 

the increase in consumer purchasing 

decisions. With high and good product 

innovation, it will increase consumers to 

make purchasing decisions for these 

products. Conversely, if product innovation is 

low, it will have an impact on reducing 

consumer purchasing decisions. Thus the 

hypothesis H1accepted. 

2. In addition, the results also show 

that promotions have a positive and 

significant effect on purchasing decisions. 

This means that if the promotion is done well 

it will affect consumer purchasing decisions. 

Promotion is one of the most important 

factors in increasing purchasing decisions. 

The higher the promotion carried out, the 

consumer will be persuaded to buy a 

product, and vice versa if the promotion is 

low, the level of persuaded consumers is also 

low. This can affect consumer purchasing 

decisions. Thus the hypothesis H2accepted. 

3. Lastly, the results also show that 

Product Innovation (X1) and Promotion (X2) 

are equally influentialpositively and 

significantly to 

Purchase Decision (Y).  

 WithThus hypothesis H3 

accepted. 

Suggestion 

It is hoped that Mc Donald's will be 

able to maintain the product innovations that 

have been carried out so far, as well as 

improve the product innovations issued so 

that consumers do not get bored with 

products that are just that, apart from that 

this can be an advantage for Mc Donald's 

because competing companies do not 

routinely issue products. innovation. So that 

purchasing decisions on consumers can be 

created. In addition to product innovation, 

Mc Donald's must also pay attention to the 

promotions provided, this can attract 

consumers to make purchases. 

Based on the questionnaire data, it 

shows that consumers want innovative 

products that are issued according to the 

tastes of the Indonesian people, a varied 

menu, menus that are issued according to 

consumer needs, menus presented according 

to those shown in advertisements. In 

addition, consumers also want Mc Donald's 

to actively carry out promotions, various 

forms of promotion, promotions available on 

several platforms and also consumers want 

Mc Donald's to actively carry out promotions 

when issuing new menus so that consumers 

are aware so they can make purchasing 

decisions at McDonald's. 
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