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Every company wants to increase product sales every year.
Various methods are used to increase consumer purchasing
decisions. One effective way that can be done by a company is
product innovation. Product innovation is the process of applying
ideas and technology to produce new products that can provide
greater benefits for the company. The increasingly tight
competition in selling a product, the company is also required to
be more creative. One breakthrough that can be done by the
company is perceived congruence innovation. Perceived
congruence innovation is a product innovation based on
consumer self-image. The purpose of this study is to determine
the effect of perceived congruence innovation on purchasing
decisions. The sample of this study was 120 consumers who
bought goods online and offline. This study is quantitative
explanatory with data collection using questionnaires and analysis
techniques using SPSS. This paper contributes to providing views
and insights into the relationship between perceived congruence
innovation variables and purchase decisions.
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1. INTRODUCTION

Businesses within various industries are growing rapidly, with patterns of competition showing a
tendency to get tougher. Companies will compete hard to gain competitive advantage. Self congruity is a
value of the individual, so that individual consumption behavior will be directed to protect and improve
self-concept through purchases, which shows the use of products as symbols that communicate symbolic
meanings to others (Liu et al. 2012). A consumer will show supportive and favorable feelings towards a
brand, when the brand's personality matches his self-image. These conditions will encourage consumers
to prefer to choose a brand that shows the image and personality in accordance with the self-image of the

consumer concerned.
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Digitalization has made it easier for business people to encourage the formation of consumer buying
behavior due to the availability of effective and efficient means of conveying information to use. These
facilities can be in the form of various types of internet-based media, which can become intermediaries
for messages or information about a product that consumers need to make a purchase decision (Wang et
al. 2019).

Purchase decisions are the result of the decision-making process that consumers go through, which
generally begins with the information search stage. then proceed with the analysis stage of the information,
consideration of several existing alternatives, and ending with the determination of an alternative that best
suits the needs or desires of consumers (Virdi, Kalro, and Sharma 2020). Purchase decision is the end
point of the consumer decision-making process, which can be influenced by various factors (SOLIKHAH
et al., 2022).

One of the factors that can influence the purchase decision is innovation. According to (Bharadwaj
2018), innovation is the process of applying ideas and technology to produce new products that can
provide greater profits to the company. Innovation is a determinant of the company's success in beating
its competitors and seizing the market. Without innovation, the products produced by the company will
be left behind from competitors' products and will no longer be able to meet market demands that are
constantly changing (Qi et al. 2020).

Innovations that are carried out besides being able to produce new products can also increase utility,
add features, or improve the display of products to be more in line with the wishes and needs of
consumers. This is one aspect that is considered by consumers in making purchasing decisions.
Consumers who feel that a product is able to meet their needs will feel a close attachment to the product.
According to (S, Mitra, and Sahoo 2015) Perceived congruence innovation itself is defined as innovation
that is perceived by consumers according to their self-image. This paper is expected to contribute to
understanding the role of Perceived innovation congruence on purchasing decisions.

2. LITERATURE REVIEW

Self-image fit has been used interchangeably in the marketing literature to denote the fit between two
variables. (M.Joseph Sirgy 1985) and (M.]. Sirgy et al. 1997) explain self-conformance theory as part of
self-image conformity with product image, brand image, or store image. This occurs as an interaction
between the product and its users. Products, suppliers and services are assumed to have a personal image.
Personal image can be described in terms of a set of attributes within a person such as friendly, modern,
youthful, and traditional. Attributes in personal image related to products that are distinguished from
functional or utilitarian attributes are product descriptions, and in terms of tangible costs and benefits
such as quality, price, and performance (M.Joseph Sirgy 1985). In particular, the personal image of a
product reflects the stereotyped image of the general users of the product and is determined by a number
of factors such as advertising, price, and other marketing and psychological relationships.

The consumet's perception of him will influence his behavior as a consumer. How will consumers'
perceptions of various products and brands be influenced by their perceptions of themselves?
Consumption activity is closely related to self-concept. The Self Congruence Model suggests that
consumers will use products that have appropriate attributes or can support their self-concept. The theory
of product image conformity with the concept of identity (congruity theory) states that the more
appropriate the image of a product/brand is, the more consumers will like the product (Plewa and Palmer
2014). Conformity may occur for several dimensions of self-concept. A product or brand may not be in
accordance with the actual self-concept, but is seen as having conformity with the ideal self-concept. The
symbolic meaning of a product, brand, or shop is often associated with a stereotyped image associated
with the personal image of the product user (M.Joseph Sirgy 1985) (M. J. Sirgy et al. 1997) Self-image
involves self-perception along with image dimensions associated with the product. Theoretically, the effect
of conformity self-image on consumer behavior has been explained by the theory of self-congruence. This
theory proposes that consumer behavior is partly determined by conformity resulting from psychological
comparisons involving product image and consumer self-concept (eg, actual self-image, ideal self-image,
social self-image). This psychological comparison can be categorized as high or low self-congruence. High
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self-congruence is experienced when consumers feel the product image matches their self-image, and vice
versa. Self-congruence influences consumer behavior through self-concept motives such as the need for
self-consistency and self-esteem. According to (Becker-Olsen and Hill 2006) Perceived congruence is
compatibility between companies and social issues, which can be obtained through missions, products,
markets, technology, attributes, brand concepts, or other forms of key associations.

Product innovation is one of the main keys to product success in attracting consumer interest. This
is based on the basic concept of innovation, namely as the application of various new technologies to
increase product utility and appearance, so as to meet the needs and desires of consumers who tend to
continue to experience changes from time to time (Norskov, Chrysochou, and Milenkova 2015).

Innovation is referred to as the driving force of increased competition and economic activity in the
business environment. The innovations made are not only aimed at making the product look better with
a variety of new features and benefits offered. But also as a tool to explore potential new market shares,
accelerate revenue growth, increase market competition, and primarily as a safeguard for business
continuity (Marin-Garcfa, Gil-Saura, and Ruiz-Molina 2019).

The importance of innovation is described by olch (Wahyono 2019) by stating that innovation is a
basic requirement for every business because of its positive impact on creating competitiveness, and is
clear evidence of ability to face increasingly fierce competition. Innovation attached to the various
products produced is basically the key to business success in remaining in a competitive business
environment. Thus, business entities that do not seck to innovate have a greater business risk than other
entities that are constantly innovating.

According to (Bharadwaj 2018), innovation is the main thing that determines the financial success of
every company. Innovation refers to a process of translating new ideas into a commercial value
proposition for consumers. The results and innovations are in the form of new products or old products
with new features and greater usability, which generally become a new main source of income for the
company.

Perceived Innovation means "Innovation that is felt" more towards innovation that is felt or received
by employees as an influence from the environment or climate within the company which can stimulate a
supportive work environment. This makes a receiver's perception of the characteristics of innovation that
can affect the number of adoptions. Like cosmetics, innovation is only found on a surface by the eyes of
mere people. And it makes the perception of people who see and can influence their behavior. According
to Ostland (1974) Petceived innovation / petception of innovation has six attributes, namely perceived
risk, complexity, compatibility, triability, observability, and relative advantage so that Perceived innovation
is able to describe the extent to which consumers perceive products as having provided innovation.

Perceived congruence innovation itself is defined as innovation that is perceived by consumers
according to their self-image. Perception is a process that consumers must go through to select, organize,
interpret stimuli into a coherent picture. For marketers, it is an opportunity to appreciate that the brands
being marketed are of high quality and the products are experiencing functional developments in the hope
that the products can still maintain the brand image as a symbol for the consumers who use it.

Each transaction can be realized if the consumer makes a decision to make a purchase of a product
(purchase decision), whether in the form of goods or services. Therefore, sellers or producers try hard to
be able to push consumers to the point of making a decision to buy after going through a fairly long
preliminary process. According to (Hanaysha 2018), purchase decision is a stage that consumers reach
after deploying various resources they have to obtain information about products, process them to obtain
points of consideration, and evaluate several other product alternatives.

Purchasing decision making is a cycle that can vary when the consumer goes through it. The
experience obtained by one consumer is sometimes not the same as that obtained by other consumers.
Therefore, those who become sellers or marketers need to specifically emphasize the entire process that
consumers go through, not just at the point of a purchase decision. Thus it can be seen that achieving the
purchase decision phase requires great effort not only from the seller, but also from the consumer
(Hanaysha 2018).

According to (Salem 2018), purchase decision is a process that involves the cognitive aspects of
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consumers in identifying needs or wants, generating certain options or considerations, and determining
the specific product or brand to be purchased. Purchase decisions cover various aspects, including aspects
of the decision on the selected seller to buy the product, product brand, purchase model, time of purchase,
amount of money to be spent, and payment method to be used. Apart from these aspects, there are also
other aspects that are part of the purchase decision, which may vary from one consumer to another. This
is based on the various purchase decision-making cycles in providing experiences to consumers.

Puschase decisions between consumers can vary due to different processing speeds. (Kaufmann and
Gaeckler 2015) stated that the speed of consumers in going through vatious activities in the process of
achieving a purchase decision greatly influences the decisions taken by consumers. Literally, dispersed
speed refers to the length of time it takes consumers to carry out initial identification of the things they
need or want up to the stage of determining an alternative that is considered the most appropriate among
the several alternatives that have been found.

Puschase decision as the end point of a cycle that consumers go through. According to (Song and
Yoo 2016). There is a pre-purchase phase that precedes the purchase decision, in which the consumer
begins to search for information based on awareness of a particular need or desire. Furthermore, when
consumers succeed in obtaining sufficient information, consumers will be involved in evaluation activities
of the various alternatives that have been found. The results obtained from the evaluation of these
alternatives are in the form of a decision to determine one of the alternatives that is considered the most
appropriate and able to meet consumer expectations.

Puschase decision is a phase in consumer buying behavior that lies between consumer needs and the
act of buying a product. When the consumer is in the Puschase decision phase, it means that the consumer
has gone through several evaluation processes, namely an evaluation of the needs and product alternatives
to be purchased. The results obtained from this evaluation serve as a basis for consumers to make
decisions to purchase a product. Furthermore, these decisions can be realized in the form of actions to
buy products that are actually carried out by consumers (Voyer and Ranaweera 2015)

In previous research according to (Nerskov, Chrysochou, and Milenkova 2015) product innovation
is one of the main keys to product success in attracting consumer interest. This is based on the basic
concept of innovation, namely as the application of various new technologies to increase the utility and
appearance of products, so as to meet the needs and desires of consumers who tend to continue to change
from time to time. So consumers receive comments on products and services from sources that are
trustworthy, clear enough information accompanied by strong reasons with updated innovations that will
be able to improve purchasing decisions.

According to Myers & Marquis in (Kotler, Philip & Armstrong, 2016) product innovation is a
combination of various processes that influence each other. So innovation is not the concept of a new
idea, new invention or also not a development from a new market, but innovation is an illustration of all
of these processes. The higher the product innovation carried out by the company, the higher the
company's performance through increasing purchasing decisions. Purchasing decision is the buyet's
decision about which brand to buy, (Kotler, Philip & Armstrong, 2012). This is also supported by research
(S, Mitra, and Sahoo 2015) showing that product innovation has a positive and significant effect on
purchasing decisions. (Rahimnia and Molavi 2021) shows that the variables of product innovation, product
quality and brand image simultaneously have a positive and significant effect on purchasing decisions.
From the results of the research above, the following hypothesis can be drawn:

Ho : Perceived congruence innovation has a positive and significant effect on the Puschase decision
H; :Perceived congruence innovation has a negative and not significant effect on the Puschase decision
In this way, the research model is known:
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Percieved Congruance

Innovation

Figure 1. Research Model

3. METHODS

This type of research is explanative quantitative. The objects in this study are consumptive actors
who buy goods offline and online for their daily needs. The sample in this study was selected using a
purposive sampling technique. Determination of the sample in this study refers to the opinion (Hair, J. F.,
Black, W. C., Babin, B. J. 2018) which states that the number of samples must be fulfilled if using SPSS
application. The sample in this study was 159 respondents, and 120 respondents were obtained who filled
out completely. The types and sources of data used in this study are primary data. The primary data
obtained in this study was in the form of questionnaire results which were distributed to the respondents
who were the research sample. The data analysis used was SPSS through the help of the IBM SPSS
Statistics 25 program.

Table 1. Operational Definition of Variables

Variable Operational definition Indicator
Perceived Perceived congruence innovation is an innovation perceived by |1. Products according to
Congruence consumers in accordance with their self-image. so that it can consumer tastes
Innovation meet the needs and desires of consumers who tend to adjust to |2. Products according to
their self-image. the needs that

consumers expect

3. The product is easy for
consumers to use

4. The product has
advantages compared
to other products

Purchase Purchasing decision is a stage that consumers reach after 1. Accuracy in buying
Decision mobilizing various resources to obtain information about a product
products, process them to obtain points of consideration, and |2.  Habits in buying
evaluate several other product alternatives. products.
(Source: (Hanaysha 2018) 3.  Speed in buying a
product.
4. 'The stability of a
product

4. RESULT AND DISCUSSION

Before being analyzed, validity and reliability tests were first carried out on the distribution of
questionnaires. The results of the validity test show that all items are valid because they have a Loading
Factor value > 0.5 so that all items will be used in the analyzed model.
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Table 2. Final Validity Test Results

Variable Items | Loading Factor | Explanation
PCI1 0.738 Valid
. . PCI2 0.863 Valid
Perceived Congruence Innovation (PCI) PCI3 0.823 Valid
PCI4 0.843 Valid
PD1 0.850 Valid
. PD2 0.891 Valid
Purchase Decision (PD) PD3 0.823 Valid
PD4 0.883 Valid

Acceptable Limits > 0.5 Accepted

In the validation test, the results of the loading factor were obtained from Perceived Congruence
Innovation (PCI) with the indicator denoted by the PCI1 item which was 0.738, the PCI2 item which was
0.863, the PCI3 which was 0.828, and the PCI4 which was 0.843. In addition, the Purchase Decision (PD)
variable gets the results of the loading factor of each indicator denoted by the PD1 item which is equal to
0.850, the PD2 item which is equal to 0.891, the PD3 item which is equal to 0.828 and the PD4 which is
equal to 0.883.

The validation test shows valid results because the loading factor values obtained from PCI and PD
have an overall value of > 0.5 so that the data can be accepted, so the data can be processed further.

Table 3. Reliability Test Results
Variable Items | Construct Reliability | AVE
PCI1
. . PCI2
Perceived Congruence Innovation (PCI) PCI3 0.8899 0.6699
PCI4
PD1
. . PD2
Purchase Decision (PD) PD3 0.9121 0.7454

PD4

In the reliability test, the results of construct reliability from the Perceived Congruence Innovation
(PCI) variable with indicators denoted by PCI1, PCI2, PCI3 and PCI4 are 0.8899 and the value of
Averange Variance Extracted (AVE) is 0.6699. Furthermore, the values of construct reliability and
Averange Variance Extracted (AVE) from Purchase Decision (PD) were also obtained with indicators
denoted by PD1, PD2, PD4, and PD3, namely 0.9121 and 0.7454.

The results of the reliability test on the research questionnaire showed reliable results, because the
construct reliability values were all = 0.70 and AVE 2 0.50 so that the data obtained could be further
processed for model testing.

4.1. Testing Research Model Path Analysis

The decision to determine whether to accept or reject the hypothesis is based on the resulting
significance probability, the significance level is a = 5% (0.05). The findings are presented in the following
path coefficient table:

The results of the significance test in Table 4 show that there is a significant direct influence of the
Perceived Congruence Innovation (PCI) variable on the Purchase Decision with a p-value or significance
level of (0.000 <0.05) then HO is accepted.
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Table 4. Path Model Significance Test Results
Variable Regression coefficient | P | Explanation

PD <---PCI 1.016 0.00 Significant

4.2. Discussion
4.2.1. Perceived Congruence Innovation has a positive and significant effect on Purchase
Decision

The results showed that hypothesis 0 was accepted, namely Perceived Congruence Innovation had a
positive and significant effect on Purchase Decision. Perceived Congruence Innovation is an innovation
perceived by consumers according to their self-image. so that it can meet the needs and desires of
consumers who tend to adjust to their self-image. Consumers will choose products that match their image
consistently. This can be shown by expressing their self-concept, how they want to be seen in a social
environment. Meanwhile, a product has a characteristic that is able to create innovation for its users. This
is then used by consumers to measure how suitable they are with the product.

With the alignment or compatibility between the consumer's self-image and the innovation of a
product, when making a purchase decision, consumers will place their trust in the company and the
product. This is because a product company positively appreciates the wishes of consumers. Therefore,
when innovations carried out by a company can attract the attention of consumers and these products
can express the need to create an image of themselves, then that's where consumer purchasing decisions
emerge.

In this hypothesis, it is in line with research results (Norskov, Chrysochou, & Milenkova, 2015) which
states that Perceived Congruence Innovation (PCI) has a positive direct influence on consumer purchase
decisions and is supported by (S, Mitra, and Sahoo 2015) which Perceived Congruence Innovation (PCI)
is becoming an important marketing tool. Perceived Congruence Innovation (PCI) is very influential
because it takes into account the self-image of consumers so that it attracts a lot of consumers' interest so
that it enlarges the purchase decision.

5. CONCLUSION

Based on the research results, it can be concluded that there is a significant direct influence of
Perceived Congruence Innovation (PCI) on Purchase Decisions. This means that consumer purchasing
decisions can increase with the existence of innovations that are in accordance with the consumet's self-
image.

REFERENCES
Becker-Olsen, Karen L., dan Ronald Paul Hill. 2006. “The Impact of Sponsor Fit on Brand Equity: The Case of
Nonprofit Service Providers.” Journal of Service Research 9 (1): 73-83.

https://doi.org/10.1177/1094670506289532.

Bharadwaj, Neeraj. 2018. “Strategic Decision Making in an Information-Rich Environment: A Synthesis and an
Organizing Framework for Innovation Research.” Dalam Review of Marketing Research, disunting oleh Rajan
Varadarajan dan Satish Jayachandran, 15:3-30. Emerald Publishing Limited. https://doi.org/10.1108/S1548-
643520180000015003.

Hair, J. F., Black, W. C., Babin, B. J., & Anderson. 2018. Multivariate Data Analysis, 8th ed. United Kingdom: Cengage
Learning.

Hanaysha, Jalal Rajeh. 2018. “An examination of the factors affecting consumer’s purchase decision in the Malaysian
retail market.” PSU research review 2 (1): 7-23.

Kaufmann, Lutz, dan Julia Gaeckler. 2015. “On the Relationship between Purchasing Integration and Purchasing
Decision-Making Speed.” International Journal of Physical Distribution & Logistics Management 45 (3): 214-36.
https://doi.otg/10.1108/IJPDLM-05-2013-0150.

Liu, Fang, Jianyao Li, Dick Mizerski, dan Huangting Soh. 2012. “Self-congruity, Brand Attitude, and Brand Loyalty:
A Study on Luxury Brands.” Disunting oleh Temi Abimbola. European Journal of Marketing 46 (7/8): 922-37.
https://doi.org/10.1108,/03090561211230098.

56 https://ejournal.ptti.web.id/index.php/bim
DOT: https:/ /doi.org/10.59247 /bim.v1i2.157



https://doi.org/10.59247/bim.v1i2.157

Efa Wakhidatus Solikhah. The Effect of Perceived Congruence Innovation on Purchase Decision

Marin-Garcia, Antonio, Irene Gil-Saura, dan M. Eugenia Rufz-Molina. 2019. “How Do Innovation and Sustainability
Contribute to Generate Retail Equity? Evidence from Spanish Retailing.” Journal of Product & Brand Management
29 (5): 601-15. https://doi.org/10.1108/JPBM-12-2018-2173.

Norskov, Sladjana, Polymeros Chrysochou, dan Marina Milenkova. 2015. “The Impact of Product Innovation
Attributes on Brand Equity.” Journal of Consumer Marketing 32 (4): 245-54. https://doi.org/10.1108/JCM-10-
2014-1198.

Plewa, Carolin, dan Karen Palmer. 2014. “Self-Congruence Theory: Towards a Greater Understanding of the Global
and Malleable Selves in a Sports Specific Consumption Context.” International Journal of Sports Marketing and
Sponsorship 15 (4): 26-39. https://doi.org/10.1108/IJSMS-15-04-2014-B004.

Qi, Guoyou, Hailiang Zou, Xie X.M., dan Saixing Zeng. 2020. “Firms’ Reaction to Threats from Informal Firms:
Exploring the Roles of Institutional Quality and Technical Gap.” Journal of Business & Industrial Marketing 35
(11): 1887-99. https://doi.org/10.1108/JBIM-07-2019-0346.

Rahimnia, Fariborz, dan Homa Molavi. 2021. “A Model for Examining the Effects of Communication on Innovation
Performance: Emphasis on the Intermediary Role of Strategic Decision-Making Speed.” Ewuropean Journal of
Innovation Management 24 (3): 1035-56. https://doi.org/10.1108/EJIM-10-2019-0293.

S, Sreejesh, Amarnath Mitra, dan Debjani Sahoo. 2015. “The Impact of Customer’s Perceived Service Innovativeness
on Image Congruence, Satisfaction and Behavioral Outcomes.” Disunting oleh Dr. Anil Bilgihan, Dr.
Mohammad G. Nejad.  Jowrnal of Hospitality —and — Tourism  Technology 6 (3):  288-310.
https://doi.org/10.1108 /JHTT-10-2014-0061.

Salem, Mohammed Z. 2018. “Effects of Perfume Packaging on Basque Female Consumers Purchase Decision in
Spain.” Management Decision 56 (8): 1748—68. https://doi.org/10.1108/MD-04-2017-0363.

Sirgy, M. J., D. Grewal, T. F. Mangleburg, J.-O. Park, K.-S. Chon, C. B. Claiborne, J. S. Johar, dan H. Berkman. 1997.
“Assessing the Predictive Validity of Two Methods of Measuring Self-Image Congruence.” Journal of the
Academy of Marketing Science 25 (3): 229—41. https://doi.otg/10.1177/0092070397253004.

Sirgy, M.Joseph. 1985. “Using Self-Congruity and Ideal Congruity to Predict Purchase Motivation.” Journal of Business
Research 13 (3): 195-2006. https://doi.org/10.1016/0148-2963(85)90026-8.

SOLIKHAH, E. W., FATMAWATI, I, WIDOWATI, R., & SUYANTO, M. (2022). The Effect E-Wom Website
Attractiveness E-Trust and Innovation on Purchase Decision Online Sales. Journal of Distribution Science, 20(11),
61-69. https://doi.org/10.15722/]DS.20.11.202211.61

Song, Sujin, dan Myongjee Yoo. 2016. “The Role of Social Media during the Pre-Purchasing Stage.” Journal of Hospitality
and Tourism Technology 7 (1): 84-99. https://doi.otg/10.1108 /JHTT-11-2014-0067.

Virdi, Preeti, Arti D. Kalro, dan Dinesh Sharma. 2020. “Online Decision Aids: The Role of Decision-Making Styles
and Decision-Making Stages.” International Journal of Retail & Distribution Management 48 (6): 555-74.
https://doi.org/10.1108 /IJRDM-02-2019-0068.

Voyer, Peter A., dan Chatura Ranaweera. 2015. “The Impact of Word of Mouth on Service Purchase Decisions:
Examining Risk and the Interaction of Tie Strength and Involvement.” Disunting oleh Dr Laszlo Sajtos. Journal
of Service Theory and Practice 25 (5): 636-56. https://doi.org/10.1108/JSTP-04-2014-0070.

Wahyono, Wahyono. 2019. “The Mediating Effects of Product Innovation in Relation between Knowledge
Management and Competitive Advantage.”  Journal of Management Development 39  (1):  18-30.
https://doi.org/10.1108/JMD-11-2018-0331.

Wang, Xiaopan, Junpeng Guo, Yi Wu, dan Na Liu. 2019. “Emotion as Signal of Product Quality: Its Effect on
Purchase Decision Based on Online Customer Reviews.” Internet Research 30 (2): 463-85.
https://doi.org/10.1108/INTR-09-2018-0415.

57 https://ejournal.ptti.web.id/index.php/bim
DOT: https:/ /doi.org/10.59247 /bim.v1i2.157


https://doi.org/10.59247/bim.v1i2.157
https://doi.org/10.1016/0148-2963(85)90026-8

