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Abstract 

The rapid development of information and communication technology has transformed business 
practices and accelerated the growth of e-commerce platforms in Indonesia, supported by the 
increasing penetration of the internet and smartphones among consumers. Shopee has emerged as 
one of the leading platforms by implementing intensive digital marketing strategies and offering 
competitive prices, which together are expected to shape consumer purchase decisions. This study 
aims to analyze the influence of digital marketing and price on consumer purchase decisions on the 
Shopee platform. The research adopts a quantitative, deductive approach with a survey strategy, 
targeting active Shopee users in Indonesia who have made at least one purchase within the last three 
months. The population is treated as infinite, and a minimum sample size of 100 respondents is 
determined using Slovin’s formula with a 10% margin of error, while the targeted sample ranges from 
150 to 200 respondents to increase statistical accuracy and anticipate incomplete data. Data are 
collected through an online questionnaire distributed via social media channels such as WhatsApp 
and Instagram, using a five-point Likert scale to measure three constructs: digital marketing, price, 
and consumer purchase decisions. Operationalization of variables includes indicators related to social 
media exposure, promotional notifications, search visibility, price affordability, discount attractiveness, 
and post-purchase behaviors such as repeat purchases and product reviews. Prior studies have 
shown that digital marketing and price significantly affect online purchase decisions, with digital 
marketing frequently identified as a more dominant driver of consumer attention, while price strongly 
influences the final choice among similar products. In line with this literature, the present study 
proposes three hypotheses: that digital marketing positively influences purchase decisions, that price 
positively influences purchase decisions, and that both variables jointly exert a positive effect on 
purchase decisions on Shopee. The data analysis plan includes validity and reliability testing of the 
instrument, classical assumption tests, and multiple linear regression using SPSS to evaluate partial 
and simultaneous effects. The findings are expected to provide theoretical contributions to marketing 
management, particularly in consumer behavior and digital marketing, and practical implications for 
Shopee merchants in designing more effective digital campaigns and pricing strategies to enhance 
sales and customer satisfaction. 
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1. INTRODUCTION 

The diffusion of digital technologies has fundamentally reshaped business 

models and consumer behavior, particularly in the retail sector through the 
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emergence of e-commerce platforms. In Indonesia, this development is reflected in 

the rapid growth of online marketplaces, driven by broader internet access, 

widespread smartphone usage, and the ease of online transactions. 

Shopee is one of the dominant e-commerce platforms that leverages 

aggressive digital marketing tactics, such as social media campaigns, 

algorithm-based promotions, influencer endorsements, and large-scale sales events 

like “11.11” and “12.12” to attract and retain consumers. At the same time, price 

remains a central determinant in consumers’ evaluation of alternatives, especially in 

a highly competitive online environment where price comparison is effortless. 

Consumer purchase decisions are the outcome of a complex decision-making 

process that involves problem recognition, information search, evaluation of 

alternatives, the purchase decision itself, and post-purchase behavior. 

Understanding how digital marketing and price affect this process in the context of 

Shopee is crucial for businesses seeking to formulate effective online marketing 

strategies. 

Based on this background, the study focuses on the influence of digital 

marketing and price on consumer purchase decisions on Shopee in Indonesia. The 

research problem can be formulated as follows: (1) Does digital marketing influence 

consumer purchase decisions on Shopee? and (2) Does price influence consumer 

purchase decisions on Shopee? Consequently, the objectives of this study are to 

analyze the effect of digital marketing and the effect of price on consumer purchase 

decisions on Shopee. 

Theoretically, the study contributes to the development of marketing 

management literature related to digital marketing, pricing strategies, and online 

consumer behavior in e-commerce settings. Practically, the findings are expected to 

guide Shopee sellers and other online businesses in designing integrated digital 

marketing programs and pricing schemes that can increase sales performance and 

consumer satisfaction. 

2. METHODOLOGY 

Research Design 

This research employs a quantitative explanatory design with a deductive logic 

of inquiry, in which theoretical propositions are translated into testable hypotheses 

and examined empirically using numerical data. The study seeks to explain causal 

relationships between two independent variables, digital marketing (X1) and price 

(X2), and one dependent variable, consumer purchase decision (Y), within the 

Shopee platform. The design is cross-sectional, as data are collected at a single 

point in time rather than through repeated observations. 

Population and Sample 
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The target population comprises all active Shopee users in Indonesia who have 

made at least one purchase transaction in the last three months. Because the 

number of such users is very large and not precisely known, the population is treated 

as infinite. To determine the minimum required sample size, Slovin’s formula is 

applied with a margin of error of 10%, yielding a minimum of 100 respondents. 

To improve the robustness of the analysis and account for potential invalid or 

incomplete responses, the study aims to obtain between 150 and 200 respondents. 

This target aligns with recommendations that suggest a minimum of five respondents 

per indicator in multivariate analyses, given that the questionnaire contains 

approximately 15–20 items. 

Sampling Technique 

The study uses purposive sampling, a non-probability sampling technique 

where participants are selected based on specific criteria relevant to the research 

objectives. The criteria for inclusion are: (1) being an active Shopee user, (2) having 

made at least one purchase on Shopee in the past three months, (3) being at least 

17 years old, (4) residing in Indonesia, and (5) voluntarily agreeing to complete the 

questionnaire. 

Purposive sampling is considered appropriate because the study focuses on 

individuals with direct experience using Shopee and exposure to its digital marketing 

and pricing strategies. Although this approach limits the ability to generalize to the 

entire user base, it allows efficient data collection from respondents who are most 

relevant to the research questions. 

Data Collection 

Primary data are collected through an online questionnaire created using 

Google Forms and distributed via digital channels such as WhatsApp and Instagram. 

The questionnaire consists of two sections: demographic information (age, gender, 

location, and frequency of Shopee use) and statements measuring the constructs of 

digital marketing, price, and purchase decision. 

All items in the second section are measured using a five-point Likert scale 

ranging from “Strongly Disagree” (1) to “Strongly Agree” (5). The online distribution 

approach is consistent with the digital nature of the Shopee platform and offers 

efficiency in terms of time, cost, and geographic coverage, while allowing 

respondents to answer anonymously and with minimal social desirability bias. 

Operationalization of Variables 

The study includes two independent variables, Digital Marketing (X1) and Price 

(X2), and one dependent variable, Consumer Purchase Decision (Y). The constructs 

are operationalized into measurable indicators as summarized below. 
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a. Digital Marketing (X1): 

1. Social media exposure: frequency of encountering Shopee advertisements 

on social media (X1_1). 

2. Email and notification promotions: perceived intensity and relevance of 

promotions sent via email or application notifications (X1_2). 

3. Search visibility: ease of finding Shopee through search engines such as 

Google (X1_3). 

b. Price (X2): 

1. Affordability: perception that Shopee’s prices are competitive and affordable 

(X2_1). 

2. Discounts and promotions: attractiveness and influence of discounts and 

promotional prices (X2_2). 

3. Comparative evaluation: tendency to compare Shopee prices with other 

platforms (X2_3). 

c. Consumer Purchase Decision (Y): 

1. Evaluation: extent to which consumers compare products and prices before 

purchasing (Y_1). 

2. Purchase behavior: frequency of buying products on Shopee (Y_2). 

3. Post-purchalsel belhalvior: willingnelss to providel relvielws or commelnts alftelr 

purchalsing (Y_3). 

ALll indicaltors alrel melalsureld using al Likelrt scallel, falcilitalting subselquelnt staltisticall 

alnallysis. 

Instrumelnt Telsting: Vallidity alnd Rellialbility 

Prior to malin daltal collelction, al pilot telst is conducteld on alpproximaltelly 20–30 

relspondelnts to alsselss thel vallidity alnd rellialbility of thel quelstionnalirel. Itelm vallidity is 

elvallualteld using Pelalrson Product Momelnt correllaltion, whelrel elalch itelm is correllalteld 

with thel totall scorel of its relspelctivel construct; aln itelm is considelreld vallid if its 

significalncel lelvell is bellow 0.05 alnd its correllaltion coelfficielnt elxcelelds thel criticall 

r-valluel. 

Rellialbility is elxalmineld using Cronbalch’s allphal, with aln allphal coelfficielnt grelaltelr 

thaln 0.60 indicalting alccelptalblel intelrnall consistelncy. Itelms thalt do not melelt vallidity 

or rellialbility threlsholds maly bel relviseld or relmoveld prior to thel full-scallel survely. 

Daltal ALnallysis 

Daltal alnallysis is calrrield out using SPSS. Thel proceldurel includels: 

a. Daltal elditing alnd coding to chelck compleltelnelss, consistelncy, alnd to alssign 

numelricall codels to relsponsels. 

b. Delscriptivel staltistics to summalrizel relspondelnt chalralctelristics alnd celntrall 

telndelnciels of elalch valrialblel (melaln, stalndalrd delvialtion, minimum, malximum). 
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c. Instrumelnt telsting (vallidity alnd rellialbility) als delscribeld albovel. 

d. Clalssicall alssumption telsts for multiplel relgrelssion, including: 

1. Normallity telst (Kolmogorov–Smirnov or Shalpiro–Wilk); 

2. Multicollinelalrity telst (tolelralncel > 0.10 alnd VIF < 10); 

3. Heltelrosceldalsticity telst (Gleljselr telst or relsiduall scalttelrplot). 

d. Multiplel linelalr relgrelssion to elstimaltel thel 

modell: Y=α+β1X1+β2X2+εY=α+β1X1+β2X2+ε, whelrel Y delnotels purchalse l 

delcision, X1 digitall malrkelting, X2 pricel, α thel constalnt, β1 alnd β2 thel relgrelssion 

coelfficielnts, alnd ε thel elrror telrm. 

e. t-telsts to elxalminel thel palrtiall elffelcts of digitall malrkelting alnd pricel on purchalsel 

delcision, alnd F-telst to alsselss thelir simultalnelous influelncel. 

f. Coelfficielnt of deltelrminaltion (R²) to deltelrminel thel proportion of valrialncel in 

purchalsel delcision elxplalineld by digitall malrkelting alnd pricel. 

 

3. FINDINGS AND DISCUSSION 

ALlthough elmpiricall relsults alrel not yelt alvalilalblel alt this stalgel, thel alnallyticall 

fralmelwork alnticipaltels thalt digitall malrkelting will elxelrt al significalnt positivel elffelct on 

consumelr purchalsel delcisions on Shopelel. This elxpelctaltion is groundeld in prior 

studiels indicalting thalt elxposurel to digitall calmpaligns, sociall meldial contelnt, alnd 

influelncelr malrkelting elnhalncels bralnd alwalrelnelss, intelrelst, alnd purchalsel intelntion. 

Pricel is allso elxpelcteld to show al positivel alnd significalnt influelncel on purchalsel 

delcisions, relflelcting consumelrs’ selnsitivity to compeltitivel pricels, discounts, alnd 

pelrceliveld valluel in el-commelrcel tralnsalctions. Thel combineld relgrelssion modell is 

alnticipalteld to relvelall thalt digitall malrkelting alnd pricel jointly elxplalin al substalntiall 

proportion of valrialtion in purchalsel delcisions, with digitall malrkelting potelntiallly beling 

thel morel dominalnt preldictor whilel pricel relmalins criticall in thel finall delcision stalgel. 

In thel discussion selction of thel complelteld study, thel relgrelssion relsults will bel 

intelrprelteld in light of consumelr belhalvior thelory alnd prelvious elmpiricall findings, 

highlighting both thelorelticall implicaltions, such als thel rolel of intelgralteld digitall 

calmpaligns in shalping onlinel delcision procelssels, alnd malnalgelriall implicaltions, 

including guidellinels for optimizing Shopelel-balseld malrkelting alnd pricing straltelgiels. 

 

4. CONCLUSION 

This study is delsigneld to elmpiricallly elxalminel thel influelncel of digitall malrkelting 

alnd pricel on consumelr purchalsel delcisions on thel Shopelel plaltform in Indonelsial 

using al qualntitaltivel elxplalnaltory alpproalch alnd multiplel relgrelssion alnallysis. By 
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intelgralting theloriels of digitall malrkelting, pricel pelrcelption, alnd consumelr 

delcision-malking, thel relselalrch alims to providel insight into how onlinel promotionall 

alctivitiels alnd pricing straltelgiels jointly drivel purchalsing belhalvior in al compeltitivel 

el-commelrcel elnvironmelnt. 

Thel complelteld elmpiricall alnallysis is elxpelcteld to offelr contributions to malrkelting 

litelralturel alnd pralcticall relcommelndaltions for onlinel selllelrs alnd plaltform malnalgelrs in 

delsigning elvidelncel-balseld digitall malrkelting progralms alnd pricing talctics. 
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