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ABSTRACT 

 

Purchasing decisions are a critical factor influencing consumer behaviour in digital 

marketplaces, particularly on platforms like Shopee. This study examines the influence of 

digital marketing, marketing communication, and product quality on purchasing decisions 

among students of Muhammadiyah University of Sidoarjo on the Shopee e-commerce 

platform. The research applies a quantitative approach, with data collected through an online 

questionnaire distributed via Google Forms. In this study, the population targeted by the 

researcher is students of the Management Study Program at Universitas Muhammadiyah 

Sidoarjo, with a total of 1,550 students, based on data obtained from the Academic Directorate 

of Universitas Muhammadiyah Sidoarjo. The sample consisted of 100 respondents, 

determined using the Slovin formula and selected using purposive sampling, with the criteria 

that respondents were students who had experience purchasing products through Shopee. The 

collected data were analysed using multiple linear regression with the assistance of SPSS 

version 25, preceded by validity, reliability, and classical assumption tests to ensure the 

accuracy and reliability of the regression model. The findings indicate that Digital Marketing, 

marketing communication, and product quality have a significant influence on students’ 

purchasing decisions on the Shopee platform. Effective Digital Marketing strategies and clear 

marketing communication play an important role in shaping consumer perceptions and 

encouraging purchase intentions. 
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1. INTRODUCTION 

In the modern digital era, rapid advancements in information and communication technology have significantly shaped 

the daily lives of university students. Digital devices and internet connectivity have become essential tools that support not only 

communication and information access but also a wide range of everyday activities (Somsom et al., 2024). As a generation that 

easily adapts to technological innovation, students tend to prefer solutions that are practical, efficient, and time-saving, 

including when fulfilling their shopping needs (Baihaqki et al., 2024). In this situation, online shopping through e-commerce 

platforms has become one of the main options because it offers convenience, flexibility, and comfort compared to traditional 

shopping methods (Alfin & Sutopo, 2024). Through online platforms, students can easily search for products, compare prices, 

read customer reviews, and select items that match their preferences. In addition, the fast, transparent, and secure transaction 

process further increases their interest in shopping online (Fitriani et al., 2025). 

Shopee, which officially entered the Indonesian market in 2015, has successfully become one of the most popular e-

commerce platforms, especially among university students and young consumers. The availability of Shopee’s user-friendly 

mobile application allows users to shop anytime and anywhere without relying on a computer (Palupi et al., 2025). The platform 

provides many innovative features, such as a wide product catalogue, attractive promotions and discounts, and secure payment 

and delivery systems, which together create an efficient and enjoyable shopping experience (Fitriyah et al., 2025). According 

to data from databoks.katadata.co.id in 2023, Shopee had approximately 70.9 million active users, making it the e-commerce 

platform with the largest user base in Indonesia. In addition, data from Jakpat.net shows that most Shopee users belong to 

Generation Z, including university students. This confirms that students represent an important and strategic target market for 

the platform (Fitriani et al., 2025). 

The increasing use of Shopee among students raises important questions about the factors that influence their purchasing 

decisions (Alfin & Sutopo, 2024). When deciding to buy a product, students consider several aspects, such as the marketing 

strategies used by the platform, the marketing communication they receive, and the quality and reliability of the products 

offered. Shopee provides several advantages that make students feel comfortable and confident using the platform, including 

frequent promotions, easy-to-use application features, secure payment systems, and responsive customer service (Nuraeni & 

Irawati, 2021). This shows that e-commerce platforms that can offer a practical, satisfying, and interactive shopping experience 

are more likely to attract students as active and loyal consumers. Therefore, understanding the factors that influence students’ 

purchasing decisions on Shopee is important not only for the platform itself but also for developing effective digital marketing  

strategies aimed at the digital native generation (Qur’Ana et al., 2025). 

One of the key factors that influence students’ purchasing decisions is digital marketing . In the Shopee context, this 

includes online advertisements, creative social media content, and promotional programmes designed to attract young 

consumers (Meira, 2025). These strategies not only increase brand awareness but also help build emotional connections and 

positive perceptions among students toward the platform (Aruna et al., 2024). Interesting and easily accessible digital content 

allows Shopee to create a more interactive and personalized shopping experience. As a result, students are more encouraged to 

make purchases and even repeat purchases (Santoso, 2024). The effectiveness of Digital Marketing  can be seen from its ability 

to build a positive brand image, increase consumer trust, and expand market reach while also creating long-term loyalty (Ekasari 

& Mandasari, 2021). Therefore, implementing effective Digital Marketing  strategies is one of the key factors behind Shopee’s 

success in attracting and maintaining young consumers in the highly competitive e-commerce market (Maktita & Panjaitan, 

2023). 

Besides Digital Marketing , marketing communication also plays an important role in influencing purchasing decisions. 

Clear, consistent, and well-targeted communication helps students understand the value and advantages of a product, build trust 

in the platform, and make purchasing decisions more easily. Effective communication through various channels, such as social 

media, interactive promotions, and customer service, allows students to obtain the information they need to evaluate whether 

the offered products and services meet their expectations (Arini et al., 2025). 
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Another important factor that influences students’ purchasing decisions is product quality. Students usually evaluate 

products based on reliability, functionality, and how well the product meets their needs (Rizkiani et al., 2025). High-quality 

products not only increase customer satisfaction but also encourage loyalty and repeat purchases, which ultimately contributes 

to the success of an e-commerce platform (Arini et al., 2025). Product quality can be improved through continuous innovation, 

strict monitoring of the production process, and quick responses to customer feedback and complaints. These efforts help build 

consumer trust and strengthen the brand’s reputation. Therefore, product quality becomes a crucial element in e-commerce 

marketing strategies because it influences students’ perceptions, purchasing decisions, and the platform’s competitiveness in 

the market (Romadon et al., 2023). 

Although Shopee has implemented various innovative marketing strategies, improved product quality, and optimised 

its digital platform to reach young consumers, several challenges still affect the effectiveness of these efforts, particularly in 

influencing students’ purchasing decisions (Widodo & Budiarti, 2025). One of the main challenges relates to the effectiveness 

of Digital Marketing . Even though digital advertisements are widely spread across social media platforms, not all students 

respond positively or feel motivated to make purchases (Yudhistira et al., 2023). This may be caused by advertising fatigue, 

stronger trust in recommendations from friends or influencers, or advertising content that is not relevant to individual needs. In 

addition, marketing communication that is less personal can also reduce students’ trust in the brand, especially when 

communication strategies are too general and fail to build closer relationships with consumers (Zubaidah, 2024). 

Another important issue is the inconsistency of product quality. Although Shopee attempts to maintain quality standards 

through various sellers and monitoring systems, differences in product quality, delays in delivery, or mismatches between 

product descriptions and the actual product may reduce customer satisfaction (Azzahra, 2023). This situation can directly affect 

customer loyalty and the willingness to make repeat purchases, especially among students who tend to be sensitive to price, 

quality, and overall shopping experience. This gap highlights the need for further research to better understand how Digital 

Marketing , marketing communication, and product quality together influence students’ purchasing decisions on Shopee 

(Situmorang & Siregar, 2024). Such research is important not only to improve marketing strategies but also to design more 

personalized and targeted approaches that can build trust and long-term satisfaction among digital native consumers. 

Based on the explanation above, this study aims to analyse the influence of digital marketing, marketing communication, 

and product quality on the purchasing decisions of students at Muhammadiyah University of Sidoarjo on the Shopee e-

commerce platform. The results of this research are expected to provide both theoretical and practical contributions, particularly 

for Shopee, in developing more effective marketing strategies that are relevant to the characteristics of student consumers. 

 

2. LITERATURE REVIEW 
2.1 Purchase Decision (Y) 

Purchase decision is an important stage in consumer behaviour that reflects the outcome of a consideration process 

before making a transaction. A purchase decision does not merely represent the act of buying, but also involves evaluating 

various available alternatives, assessing the suitability of the product with consumer needs, and considering psychological and 

emotional aspects. From a theoretical perspective, purchase decisions can be understood as the result of the interaction between 

marketing stimuli and consumer internal processes, where variables such as digital marketing, marketing communication, and 

product quality act as key external drivers influencing consumer evaluation and final choice. 

For university students, purchasing decisions in e-commerce platforms such as Shopee are influenced by internal factors, 

including personal preferences and previous experiences, as well as external factors, such as promotions and recommendations 

from the social environment. This indicates that purchasing decisions are not formed in isolation, but are shaped by the 

integration of information, exposure, perceived value, and trust, which are closely related to the effectiveness of digital 

marketing strategies, the clarity of marketing communication, and the perceived quality of the product. Therefore, these 
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relationships provide a strong basis for developing hypotheses that link these independent variables to purchase decisions in 

the e-commerce context. 

Several important indicators that can be used to measure purchase decisions include (Devi & Fadli, 2023): 

a) Confidence, indicating the level of consumer certainty towards the selected product. 

b) Habit, referring to repeated purchasing patterns influenced by previous experiences. 

c) Purchases based on needs, emphasising the alignment of the product with consumers’ personal goals or needs. 

d) Influence of recommendations from others, such as friends, family, or reviews from other users that affect consumer 

perceptions and decisions when choosing certain products. 

e) Repurchase behaviour, where consumers who make repeat purchases believe that the product has met their expectations. 

2.2 Digital Marketing  (X1) 

Digital marketing refers to a marketing strategy that utilises digital platforms to reach consumers more broadly, 

interactively, and effectively. It has become one of the main pillars in the development of e-commerce, because it helps build 

brand awareness, increase consumer engagement, and facilitate direct transaction processes (Mustakim & Priyono, 2024). From 

a theoretical standpoint, Digital Marketing can be viewed as a key external stimulus that influences consumer cognition and 

behaviour by delivering information, shaping perceptions, and triggering interest through various digital touchpoints. 

University students, as a generation accustomed to digital media, are highly responsive to Digital Marketing strategies, 

including social media campaigns, digital advertisements, and content-based promotions (Ekasari & Mandasari, 2021). This 

responsiveness suggests that the effectiveness of Digital Marketing depends not only on the frequency of exposure, but also on 

the relevance, creativity, and personalization of the content delivered. Therefore, Digital Marketing is expected to have a direct 

and significant relationship with purchase decisions, as it plays a crucial role in guiding consumers through the awareness and 

consideration stages toward final purchasing behavior. Several indicators commonly used to measure the effectiveness of 

Digital Marketing: 

a) Social media engagement rate, which measures the level of user interaction with content published on social media, 

reflecting the attractiveness and relevance of the content to consumers (Baihaqki et al., 2024). 

b) Subscription Rate, indicating the number of consumers who actively follow or subscribe to a platform, newsletter, or 

digital service, reflecting their interest and attachment to the brand. 

c) Click Through Rate (CTR), representing the percentage of consumers who click on digital advertisements or links, 

serving as an indicator of consumer interest and the effectiveness of online promotions. 

d) Duration, referring to the length of time consumers access or interact with digital content, which illustrates the level of 

engagement and attention toward marketing campaigns. 

2.3 Marketing Communication (X2) 

Marketing communication refers to a company’s efforts to deliver effective messages to consumers so that they can 

understand the product, recognise the brand, and feel encouraged to make purchases. In the context of e-commerce, marketing 

communication is not limited to conventional promotion but also includes digital interactions that help build long-term 

relationships with consumers. From a theoretical perspective, marketing communication functions as a mechanism that bridges 

information asymmetry between sellers and consumers, particularly in online environments where direct product evaluation is 

not possible, thereby reducing uncertainty and perceived risk. 

Effective marketing communication strategies can increase consumer trust, facilitate the decision-making process, and 

create a positive image for the company. Furthermore, the effectiveness of marketing communication is determined not only by 

message clarity but also by consistency, credibility, and the ability to engage consumers across multiple channels. This indicates 

a strong linkage between marketing communication and purchase decisions, as well-structured communication can shape 

consumer attitudes, strengthen brand perception, and ultimately influence purchasing behavior. Several indicators of marketing 

communication commonly used include (Qur’Ana et al., 2025): 
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a. Advertising, which involves delivering product information through print, online, or digital media to attract consumer 

attention. 

b. Sales Promotion, including special offers, discounts, or bonus programs designed to encourage purchases. 

c. Direct Marketing, referring to communication directed directly to consumers, such as emails, personal messages, or 

application notifications. 

d. Personal Selling, which involves individual interaction between sellers and consumers to explain product benefits and 

facilitate purchases. 

2.4 Product Quality (X3) 

Product quality is one of the main factors influencing consumer purchasing decisions. High-quality products not only 

meet customer expectations, but also create satisfaction and long-term loyalty (Romadon et al., 2023). From a theoretical 

perspective, product quality represents the core value offered to consumers, which directly influences perceived value and 

satisfaction, ultimately shaping purchase decisions and post-purchase behaviour. 

University students, as informed and critical consumers, evaluate products based on several aspects, such as 

performance, durability, and conformity with the promised specifications. In e-commerce, product quality can become a key 

differentiating factor between platforms, as consumers cannot physically examine products before making a purchase. This 

condition highlights that perceived product quality, often formed through product descriptions, reviews, and ratings, plays a 

crucial role in reducing uncertainty and building consumer trust. Therefore, product quality is expected to have a strong and 

direct relationship with purchase decisions, as it serves as a primary consideration in the evaluation stage of consumer decision-

making in online environments. 

Relevant indicators of product quality include (Baihaqki et al., 2024): 

a) Conformity with Specifications, referring to the extent to which the product matches the promised description, size, 

features, or characteristics. 

b) Durability, indicating how long the product can function properly before experiencing damage. 

c) Reliability, referring to the product’s ability to perform consistently according to its intended purpose or user needs. 

d) Performance, which includes the effectiveness and efficiency of the product in fulfilling its primary functions as 

expected by consumers. 

2.5 Hypothesis 

2.5.1 The Influence of Digital Marketing  on Purchase Decisions 

Digital Marketing  has become one of the main pillars of modern marketing strategies, particularly for e-commerce 

platforms (Azzahra, 2023). For university students, who belong to the digital native generation, Digital Marketing  strategies 

function not only as promotional tools but also as a medium for interaction and engagement with products or brands. Through 

creative content, social media campaigns, digital advertisements, and loyalty programs, Digital Marketing  can increase 

consumer awareness, generate interest, and strengthen the emotional connection between consumers and the platform 

(Yudhistira et al., 2023). In the context of Shopee, effective Digital Marketing  enables students to quickly access product 

information, understand its benefits, and ultimately simplify the purchasing decision-making process (Meira, 2025). Therefore, 

the more intensive and targeted the Digital Marketing  strategies implemented, the higher the likelihood that students will make 

purchases, as they feel more confident, interested, and directly engaged with the platform (Widodo & Budiarti, 2025). 

H1: Digital Marketing  has a significant influence on purchase decisions. 

2.5.2 The Influence of Marketing Communication on Purchase Decisions 

Marketing communication is a key element that influences consumer perceptions and attitudes towards products. A 

structured, clear, and persuasive communication process enables consumers to understand the value and advantages of a product 

more comprehensively (Widyaratna et al., 2023). For university students, effective marketing communication provides relevant 

information, builds trust, and helps them evaluate whether a product or service aligns with their needs and preferences (Salim 
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et al., 2022). Various forms of communication, including advertising, sales promotion, public relations, direct marketing, and 

personal selling, allow companies to establish closer interactions with consumers while simultaneously influencing purchasing 

decisions (Sjoraida et al., 2024). Effective interactions through marketing communication can build consumer trust, simplify 

the product evaluation process, and increase the likelihood that students will choose products offered on Shopee compared to 

other platforms. 

H2: Marketing communication has a significant influence on purchase decisions. 

2.5.3 The Influence of Product Quality on Purchase Decisions 

Product quality remains one of the primary considerations in purchasing decisions, especially for university students 

who tend to be selective and critical when evaluating the products they buy. Product quality includes aspects such as conformity 

with product descriptions or specifications, reliability, performance, and durability (Permata et al., 2025). Products that meet 

consumer expectations can generate satisfaction, build trust in the platform, and encourage loyalty, thereby increasing the 

likelihood of repeat purchases. In e-commerce environments, where consumers cannot physically inspect products before 

buying them, product quality becomes a crucial factor in creating a sense of security and assuring consumers that the product 

offers appropriate value (Ekasari & Mandasari, 2021). Therefore, companies that are able to maintain and improve product 

quality are more likely to influence students’ purchasing decisions on Shopee, as high-quality products provide certainty and 

positive experiences that strengthen consumer confidence. 

H3: Product quality has a significant influence on purchase decisions. 

Concept Framework 

 

 

 

 

 

 

 

 

 

 

 
 

 

 

 

 

 

 

Figure 1. Research Conceptual Framework 

 

3. RESEARCH METHOD 

  This study employed a quantitative research approach to examine the influence of Digital Marketing , Marketing 

Communication, and Product Quality on students’ purchasing decisions on the Shopee e-commerce platform. The research was 

conducted at Muhammadiyah University of Sidoarjo. In this study, the population targeted by the researcher is students of the 

Management Study Program at Universitas Muhammadiyah Sidoarjo, with a total of 1,550 students, based on data obtained 

from the Academic Directorate of Universitas Muhammadiyah Sidoarjo. The sample used in this research consisted of 100 

respondents, determined using the Slovin Formula, and selected through a purposive sampling technique. The criteria for the 

respondents were students aged between 19–25 years who had experience purchasing products through Shopee. 

The sample used in this research consisted of 100 respondents, determined using the Slovin Formula, and selected through 

a purposive sampling technique. The use of the Slovin formula was intended to determine a representative sample size from the 

population with a certain margin of error, while purposive sampling was applied to ensure that only respondents who met 
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specific criteria relevant to the research objectives were included. The criteria for the respondents were students aged between 

19–25 years who had experience purchasing products through Shopee. 

The data used in this study consisted of primary data and secondary data. Primary data were collected directly from 

respondents through an online questionnaire distributed using Google Forms to students who had previously made purchases 

on Shopee. Meanwhile, secondary data were obtained from books, academic journals, scientific articles, and other relevant 

sources related to digital marketing, marketing communication, product quality, and purchasing decisions. The questionnaire 

items were measured using a five-point Likert scale ranging from strongly disagree to strongly agree in order to capture 

respondents’ perceptions of the research variables. The questionnaire was developed based on established theories and prior 

studies, with each variable operationalised into measurable indicators to ensure construct validity and alignment with the 

research framework. 

Before conducting the main analysis, the research instrument was tested through validity and reliability tests to ensure 

that the questionnaire items were accurate and consistent in measuring the variables. These tests were conducted to confirm 

that each indicator met the required statistical thresholds, thereby ensuring the reliability and credibility of the data collected. 

Furthermore, the data analysis technique used in this study was multiple linear regression analysis with the assistance of SPSS 

version 25. Prior to the regression analysis, classical assumption tests were performed, including normality, multicollinearity, 

autocorrelation, and heteroscedasticity tests to ensure that the regression model met the required statistical assumptions. 

 

4. RESULTS AND DISCUSSION 

4.1 RESULT 
4.1.1. Validity Test 

Validity testing was conducted to ensure that the research instrument actually measured the intended variables. The test 

results showed a significance value ( Sig. ) ≤ 0.05, indicating that all questionnaire items were declared valid and suitable for 

use in the research. 

 

Table 1 | Results Test Validity 

Variables Item R Count R- Table Sig. Information 

X1  

Digital Marketing 

X1.1 

X1.2 

X1.3 

X1.4 

0. 642 

0. 676 

0. 626 

0.718 

0.1654 

0.1654 

0.1654 

0.1654 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

X2 

Marketing Communications 

X2.1 

X2.2 

X2.3 

X2.4 

0. 514 

0.747 

0. 606 

0. 607 

0.1654 

0.1654 

0.1654 

0.1654 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

X3 

Quality Product 

X3.1 

X3.2 

X3.3 

X3.4 

0. 477 

0. 695 

0. 689 

0. 697 

0.1654 

0.1654 

0.1654 

0.1654 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

Y 

Decision Purchase 

Y1 

Y2 

Y3 

Y4 

Y5 

0. 790 

0.758 

0. 607 

0. 726 

0. 657 

0.1654 

0.1654 

0.1654 

0.1654 

0.1654 

0.000 

0.000 

0.000 

0.000 

0.000 

Valid 

Valid 

Valid 

Valid 

Valid 
 

   Source: Data Processed (2025) 

The results of Table 4.1 show that all items in the variables Digital Marketing  (X1), Marketing Communication (X2), 

Product Quality (X3), and Purchase Decision (Y) have calculated R values greater than the R-table and significance below 

0.05, so all indicators are declared valid. This indicates that each question item is able to represent its variable well and is 

suitable for use in further analysis. 
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4.1.2. Reliability 

Reliability testing was used to evaluate the extent to which a research instrument was able to produce consistent data. 

The test results showed a Cronbach's Alpha value of greater than 0.6, indicating that all questionnaire items were reliable and 

suitable for use in data collection and further analysis. 

 

Table 2 | Results Test Reliability 
Variables Cronbach's 

Alpha 

Critical Information 

Digital Marketing  (X1) 0.774 0.6 Reliable 

Marketing Communications (X2) 0. 736 0.6 Reliable 

Quality Product (X3) 0.747 0.6 Reliable 

Decision Purchase (Y) 0. 780 0.6 Reliable 

Source: Data Processed (2025) 

 

Based on Table 4.2, it can be seen that the variables Digital Marketing  (X1), Marketing Communication (X2), Product 

Quality (X3), and Purchase Decision (Y) have Cronbach's alpha above the critical value of 0.6. This indicates that all 

instruments used in this study have good consistency, so they can be said to be reliable and suitable for further analysis. 

4.1.3. Test Assumptions Classic  

1. Normality Test 

A normality test was conducted to assess whether the residual data from the regression model follows a normal 

distribution. The test results showed that the significance value (sig.) was greater than 0.05, indicating that the residual 

distribution meets the assumption of normality. 

 

Table 3 | Results Test Normality 

Unstandardized Residual  

N 

Test Statistics 

Monte Carlo. Sig. (2- tailed) 

100 

0.704 

0.692 

Source: Data Processed (2025) 

 

Table 3 shows that the significance value (Monte Carlo Sig.) is 0.692, which is above the 0.05 threshold. This indicates 

that the residual data follows a normal distribution, thus meeting the normality assumption in the regression model. Under these 

conditions, the data is ready for further analysis such as T and F tests without introducing bias due to distributional deviations. 

2. Test Multicollinearity 

A multicollinearity test was conducted to ensure that the independent variables in the regression model did not have a 

strong linear relationship with each other. One of the indicators used was the Variance Inflation Factor (VIF). In this study, all 

independent variables had VIF values <10, indicating the absence of significant multicollinearity. 

 

Table 4 | Results Test Multicollinerity 

Model Collinearity Statistics 

Tolerance 

 

 VIF 

Constant   

Digital Marketing  (X1) 0.993 1. 007 
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Marketing Communications (X2) 0. 686 1 . 458 

Quality Product (X3) 0. 690 1. 450 

Source: Data Processed (2025) 

 

Table 4 shows that the Tolerance value of all independent variables is above 0.1 and the VIF is below 10, which indicates 

that there is no strong linear relationship between the variables. This means that Digital Marketing (X1), Marketing 

Communication (X2), and Product Quality (X3) can be analysed independently in a regression model without causing 

multicollinearity problems. 

3. Test Heteroscedasticity 

The heteroscedasticity test aims to ensure that the residual distribution in the regression model is consistent. Based on 

the test results, the significance value (sig.) is greater than 0.05, indicating the absence of heteroscedasticity. This means that 

the residual variables are evenly distributed, making the regression model reliable for further analysis. 

 

Table 5 | Results Test Heteroscedasticity 

Model Sig. 

Digital Marketing  (X1) 0. 225 

Marketing Communications (X2) 0. 231 

Quality Product (X3) 0. 244 

Source: Data Processed (2025) 

 

Based on Table 4.5, the significance values ( Sig. ) for the variables Digital Marketing  (X1), Marketing Communication 

(X2), and Product Quality (X3) are all above 0.05, at 0.225; 0.231; and 0.244, respectively. This indicates that there is no 

heteroscedasticity in the model, so that the residual variation is evenly distributed. 

4. Test Autocorrelation 

An autocorrelation test is performed to determine whether the residuals in a regression model are related. This test uses 

the Durbin-Watson test, where if the statistical value falls within the conditions of dU < d < 4 − dU, it can be concluded that 

there is no autocorrelation. 

Table 6 | Results Test Autocorrelation 

Durbin-Watson 

1. 846 

Source: Data Processed (2025) 

 

The results in Table 4.6 show a Durbin-Watson value of 1.846, which is within the range of dU < d < 4 − dU (1.7364 

< 1.846 < 2.2636). This indicates that the residuals are not autocorrelated, so the measurement errors are independent and the 

regression model can be safely used to analyze the influence of independent variables on Purchasing Decisions. 

4.1.4. Analysis Regression Linear Multiple 

Multiple Linear Regression Analysis is used to assess the influence of more than one independent variable on a 

dependent variable simultaneously. In this study, this method was applied to analyze the impact of Digital Marketing  (X1), 

Marketing Communication (X2), and Product Quality (X3) on students' Purchasing Decisions (Y) on e-commerce platforms. 

The regression model is: 
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Table 7 | Results Test Analysis Regression Linear Multiple 

Model Unstandardized 

Coefficient 

Standardized Coefficient 

 B Std.Error Beta 

(Constant) 7.247 1.845  

Digital Marketing  (X1) 0.128 0.059 0.144 

Marketing Communications (X2) 

Product Quality (X3) 

0.198 

0.797 

0.084 

0.101 

0.188 

0.630 

Source: Data Processed (2025) 

 

Based on Table 4.7, the regression coefficients for each independent variable are obtained which show their influence 

on the Purchasing Decision (Y) , with the following results : 

Y= 7.247 + 0. 128 + 0. 198 X 2 + 0.797 X 3 

a. Digital Marketing  (X1) has a coefficient of 0.128. Each increase in the Digital Marketing  strategy will increase students' 

purchasing decisions by 0.128 units, indicating a positive influence of this variable on purchasing decisions. 

b. Marketing Communication (X2) has a coefficient of 0.198. Increasing the effectiveness of marketing communication 

contributes to an increase in purchasing decisions by 0.198 units, indicating a positive influence on consumer behavior. 

c. Product Quality (X3) has a coefficient of 0.797, Product Quality has the greatest influence, where each increase in product 

quality increases purchasing decisions by 0.797 units, thus becoming the dominant factor in determining students' 

purchasing decisions. 

4.1.5. Test Hypothesis 

The Partial Test (T-Test) is used to assess the influence of each independent variable individually on the dependent 

variable. If the significance value (sig.) is <0.05, the variable is considered to have a significant influence on the Purchasing 

Decision. 

Table 8 | Results test partial ( t-test) 

 

Model t Sig. Conclusion 

Digital Marketing  (X1) 2.168 0.033 Influential 

Marketing Communications (X2) 2.357 0.020 Influential 

Quality Product (X3) 7.900 0.000 Influential 

Source: Data Processed (2025) 

 

Based on the results of the T test in Table 4.x, all independent variables show a significant influence on students' 

purchasing decisions : 

a. Digital Marketing  (X1) with t = 2.168 and sig. 0.033 has a significant effect on Purchasing Decisions, indicating that a 

good digital strategy improves purchasing decisions. 

b. Marketing Communication (X2) with t = 2.357 and sig. 0.020 also has a significant influence, indicating that effective 

communication drives purchasing decisions. 

c. Product Quality (X3) with t = 7.900 and sig. 0.000 has the greatest influence, indicating that product quality greatly 

determines students' purchasing decisions. 
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4.2 DISCUSSION 

4.2.1. The Influence of the Digital Marketing  Variable on the Purchase Decision Variable 

The regression test results indicate that digital marketing has a positive influence on purchase decisions. The positive 

coefficient value suggests that the more effective the digital marketing strategies implemented, the higher the likelihood that 

students will make purchasing decisions. These strategies include the use of social media, online advertisements, interactive 

promotional content, and engaging digital campaigns. Research by Qur’Ana et al. (2023) and Ekasari & Mandasari (2021) also 

supports this finding, showing that Digital Marketing can increase consumer purchase intentions through accurate information 

delivery and creative promotional strategies. 

These findings imply that digital marketing not only functions as a promotional tool, but also plays a strategic role in 

shaping consumer perceptions and trust, particularly among digitally literate students. The effectiveness of digital campaigns 

may be closely related to how well the content resonates with the target audience’s preferences and online behaviour patterns. 

However, contrasting findings have been reported by Mulyana et al. (2024) and Aruna et al. (2024), who argue that, while 

Digital Marketing does play a role, it may not always be as influential as other factors, such as product price or brand trust. 

Mulyana et al. (2024) found that some consumers are more influenced by price comparisons and promotions than by Digital 

Marketing. 

This difference suggests that the impact of digital marketing can be context-dependent, where factors such as consumer 

characteristics, purchasing power, and product type may moderate its effectiveness. Therefore, Digital Marketing strategies 

should be integrated with competitive pricing and trust-building efforts to achieve optimal results. In the context of e-commerce 

practice, this highlights the importance of developing informative and engaging content, maintaining responsive interaction 

with consumers, and implementing relevant promotional activities, in order to optimize purchasing decisions. Furthermore, 

these results emphasise the need for businesses to continuously evaluate and adapt their Digital Marketing strategies in line 

with evolving consumer trends and technological advancements, ensuring sustained effectiveness in influencing purchase 

decisions. 

4.2.2. The Influence of the Marketing Communication Variable on the Purchase Decision Variable 

Marketing Communication is proven to have a significant influence on students’ Purchase Decisions. This finding 

indicates that delivering product information clearly, accurately, and consistently can create positive consumer perceptions and 

encourage them to make purchasing decisions. Studies by Qur’Ana et al. (2025) and Sjoraida et al. (2024) emphasize the 

importance of effective communication in building relationships with consumers, improving product image, and strengthening 

purchasing decisions. 

These findings suggest that Marketing Communication not only serves as a medium for information delivery but also 

functions as a persuasive mechanism that shapes consumer attitudes and reduces uncertainty in online purchasing 

environments. Clear and consistent communication can enhance consumer confidence, especially when physical product 

evaluation is not possible. 

However, different findings have been reported by Mulyana et al. (2024) and Zubaidah (2024), who argue that while 

marketing communication is important, other factors like competitive pricing or product variety may have a bigger impact. 

Mulyana et al. (2024) found that, in some cases, consumers are more influenced by lower prices and discounts than by 

promotional messages. 

This indicates that the effectiveness of Marketing Communication may depend on how well it is integrated with other 

marketing elements, such as pricing strategies and product differentiation. Consumers may prioritize economic value over 

communication appeal, particularly in highly competitive e-commerce environments.In the e-commerce context, marketing 

communication can be implemented through accurate product descriptions, the use of customer reviews and testimonials as 

social proof, quick responses to customer inquiries or complaints, and attractive and timely promotions. These strategies help 

consumers better understand product value and encourage them to make faster and more appropriate purchasing decisions. 
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4.2.3. The Influence of the Product Quality Variable on the Purchase Decision Variable 

Product Quality shows the most dominant influence on Purchase Decisions, indicating that product quality is a primary 

consideration for students before making a purchase. The high coefficient value suggests that improvements in product quality 

significantly increase purchasing decisions. This finding is consistent with the studies of Meira (2025), Palupi et al. (2025), and 

Baihaqki et al. (2024), which confirm that product quality is often the main determining factor in consumer decision-making, 

sometimes even more influential than marketing or promotional factors. 

These findings imply that Product Quality serves as the core value proposition that directly affects consumer satisfaction 

and trust, especially in an online shopping environment where consumers cannot physically inspect products, making perceived 

quality a critical determinant in reducing perceived risk and strengthening purchase confidence. However, contrary findings 

reported by Alfin & Sutopo (2024) and Aruna et al. (2024) indicate that while product quality plays a role in purchasing 

decisions, other factors such as brand image and marketing communication may have a more substantial impact in certain e-

commerce contexts. This suggests that the influence of Product Quality may vary depending on market conditions and consumer 

priorities, where in highly competitive markets, strong branding and effective communication strategies can complement or 

even enhance the perceived value of product quality, highlighting the importance of adopting a more holistic and integrated 

marketing approach. 

In practical implementation, e-commerce sellers must ensure that the products offered meet quality standards, have 

complete and accurate descriptions, and align with customer expectations. High-quality products not only increase consumer 

satisfaction but also encourage repeat purchases and build long-term customer loyalty.Furthermore, this finding highlights that 

maintaining consistent product quality is essential for sustaining competitive advantage, as satisfied customers are more likely to 

engage in positive word-of-mouth and contribute to long-term business growth in the e-commerce sector. 

 

5. CONCLUSION 

 Based on the research results, it is known that Digital Marketing , Marketing Communication, and Product Quality 

positively and significantly influence students' Purchasing Decisions on the Shopee e-commerce platform. Digital Marketing  

plays a role in increasing purchasing interest through online promotional strategies and interactive content, while Marketing 

Communication helps shape positive consumer perceptions through the delivery of clear information and responsive 

interactions. Meanwhile, Product Quality is the most dominant factor, where good product quality greatly determines students' 

purchasing decisions. Overall, the combination of these three factors shows that an integrated marketing strategy, effective 

communication, and guaranteed product quality are the main keys to increasing purchasing interest, satisfaction, and consumer 

loyalty. 

 

6. LIMITATION AND IMPLICATION 

6.1. LIMITATION 

This study has several limitations that may affect the breadth and applicability of the findings. First, the research only 

examines three independent variables—Digital Marketing , marketing communication, and product quality—in explaining 

students’ purchasing decisions on the Shopee platform. In reality, purchasing decisions in e-commerce environments are 

influenced by many other factors such as price perception, brand reputation, trust, promotional strategies, and social influence. 

Since these additional variables were not included in the model, the results may not fully represent the overall complexity of 

consumer decision-making in online shopping contexts. 

Second, the data in this research were collected through questionnaires, which depend on respondents’ perceptions and 

self-reported responses. Such responses may be subjective and could differ from actual consumer behavior when making 

purchasing decisions. Moreover, the respondents were limited to students from Muhammadiyah University of Sidoarjo, which 

may restrict the generalization of the findings to other populations with different demographic or socioeconomic characteristics. 
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Third, this research was conducted within a specific period and focused exclusively on the Shopee e-commerce platform. 

Consumer preferences and online shopping behavior may change over time due to rapid technological development, evolving 

Digital Marketing  strategies, and shifts in consumer trends. Therefore, the results of this study represent conditions during the 

time of data collection and may produce different outcomes if examined in other contexts or timeframes. 

6.2. IMPLICATION 

This research provides both theoretical and practical contributions to the understanding of consumer behavior in digital 

marketplaces. From a theoretical perspective, the findings offer empirical evidence supporting the role of Digital Marketing, 

marketing communication, and product quality in influencing consumer purchasing decisions. The results strengthen marketing 

theory by highlighting that well-executed Digital Marketing strategies and effective communication can significantly shape 

consumer perceptions, attitudes, and purchase intentions in e-commerce environments. Additionally, the study underlines the 

importance of product quality in establishing consumer trust and satisfaction, particularly in online transactions where 

consumers cannot directly examine the products before purchasing. 

Moreover, this study distinguishes itself from previous research by focusing specifically on university students within 

a single institutional context and examining the combined influence of Digital Marketing, marketing communication, and 

product quality on a widely used e-commerce platform. This integrated approach provides a more contextualized and focused 

contribution, highlighting behavioral patterns of a specific consumer segment that are often generalized in prior studies. 

From a practical standpoint, the findings provide valuable insights for companies and e-commerce platforms in 

developing more effective marketing strategies. Businesses are encouraged to improve their Digital Marketing activities, 

strengthen communication with consumers, and maintain consistent product quality to enhance consumer trust and encourage 

purchasing decisions. By focusing on these aspects, companies can design strategies that more effectively attract and retain 

consumers, particularly university students who represent an active and influential segment in the digital commerce market.In 

addition, the study contributes practical insights by emphasizing that strategies targeting student consumers should not only 

rely on promotional intensity but also integrate communication clarity and consistent product quality to achieve sustainable 

competitive advantage in the e-commerce sector. 
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