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Abstract
 

This research is motivated by the trend of Tiktok during the COVID-19 pandemic. 

This trend can be used to overcome economic problems due to declining public 
purchasing power. The purpose of this study was to determine the effect of live 
video streaming on Tiktok, discounted prices, and free shipping on online 

purchasing decisions. The population of this study is Skintific product users in DKI 
Jakarta who buy products on the Tiktok live platform. The sampling method used 
was purposive sampling. The samples obtained were 114 respondents. Based on 

the results of this study it was found that Tiktok live video streaming and free 
shipping have a positive and significant effect on purchasing decisions. Meanwhile, 
price discounts have no effect on purchasing decisions. The results of this study 

can be used by related sellers as a consideration for increasing sales through 
increasing consumer purchasing decisions. 
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INTRODUCTION 
At the end of 2019, Indonesia experienced a decline in economic aspects (Nasution et 

al., 2020), one of which was that many companies suffered losses due to the declining 

purchasing power of the people. This problem needs to be addressed, one of which is by 

increasing purchasing power through purchasing decisions. The purchase decision is the act 

of purchasing a product from the seller, the buyer's decision is strongly influenced by the 

social, personal and psychological conditions of the buyer (Tusanputri & Amron, 2021). The 

higher the decision level of consumers, the sales volume will increase. Therefore, to get high 

profits, companies need to take into account consumer decisions about the products or 

outputs they sell. 

During this pandemic, there is an application that can solve this problem, namely the 

Tiktok application. Tiktok is an application made by the Chinese state that is currently 

becoming a trend. Initially the Tiktok application was created only for entertainment. But the 

market competition is getting tougher, now Tiktok is starting to develop its features by adding 

online shopping and live video streaming features in it to promote products more effectively. 

Tiktok has become an effective promotional medium in this online age, especially in increasing 

product sales (Azizah et al., 2021; Endarwati & Ekawarti, 2021; Nufus & Handayani, 2022). 

Therefore, the online shopping feature on Tiktok, commonly known as Tiktok Shop, is being 

widely used by the public. 

Referring to economic problems due to people's purchasing power. This causes 

researchers to want to combine Tiktok trends as an effort to overcome this problem. Buyer 

decisions need to be analyzed in depth to find out the factors that influence them. This is the 

background of the purchase decision that needs to be examined in this research, so that it 

can be used as a consideration for entrepreneurs to increase the buyer's decision to achieve 

business targets. This research will test the influence of Tiktok live video streaming, price 

discounts, and free shipping on purchasing decisions. This variable has been studied before, 

that live video streaming (Prajana et al., 2021), discounts or discounts (Ramadhan et al., 2021), 

and free shipping (Tusanputri & Amron, 2021) have an influence on purchasing decisions. 
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However, other research is contradictory, namely live video streaming (Widya & Riptiono., 

2019), discounted prices or discounts (Prastiwi et al., 2019), and free shipping (Sari., 2022) 

have no effect on purchasing decisions. This study experienced inconsistent results, so this 

research needs to be re-analyzed. 

The urgency of this research is that the researcher wants to see how far the buyer's 

motivation is in buying goods if there is live video streaming, price discounts, and free shipping. 

So it can be concluded that the main influence of the community is in buying products on the 

Tiktok Shop application. This research will be conducted in the DKI Jakarta area, because DKI 

is the area with the majority of internet users (Central Bureau of Statistics, 2022). Meanwhile, 

the Tiktok application does not escape the internet, so researchers use this area as a relevant 

location. 

The theoretical contribution of this research is expected to provide knowledge to 

readers, especially researchers or academics who will conduct related research. As for 

practical contributions, this research can be used as a source of consideration for related 

sellers in making policies. The goal is to increase sales through consumer purchasing decisions. 

 

THEORETICAL BACKGROUND 

Live Video Streaming 

Live video streaming is a means of conveying messages via video to the general public 

or a large audience (Agustina, 2018). This method is considered effective for broadcasting 

videos to audiences remotely. Live video streaming is now a trend among the people. The 

reason is that this method is widely used by business actors as a means of promotion that is 

cheap and effective. This is one of the innovations in the field of technology. The advantage of 

live video streaming is that it can create interaction between viewers and video broadcasters 

in real time (Agustina, 2018). This method is also considered time-saving because it doesn't 

take a lot of time to edit because the video will be broadcast live without any editing. This can 

increase business engagement (Haimson & Tang, 2017) if live video streaming is done for trade 

promotions. This also causes the purchase decision to increase. Live video streaming can 

improve purchasing decisions, so that sales of a business increase (Agustina, 2018). Live video 

streaming has developed a lot in various applications, one of which is the Tiktok application. 

Even better, Tiktok is developing a live video streaming feature as well as a shopping place 

(Azizah et al., 2021). The live video streaming feature is an interesting feature because viewers 

or consumers can interact directly and buy goods sold at the store. This is also what attracts 

consumers to buy, so that purchasing decisions increase (Netrawati et al., 2022). Prajana et 

al's research (2021) also states that live video streaming has a significant influence on 

purchasing decisions. In fact, this method can also create impulsive consumer behavior 

(Faradiba & Syarifuddin, 2021). The following are hypotheses related to live video streaming: 

H1 : Live video streaming has an effect on purchasing decisions on the Tiktok application 

Discounts 

Discounts are a form of appreciation for loyal consumers because they are loyal to buy 

products sold by certain businesses (Ardiansyah & Nurdin, 2020). Now discounted prices are 

not only for loyal consumers, but new customers can also get a discount or discount. The 

goal is to attract purchase interest. This method is expected to improve consumer purchasing 

decisions. Live video streaming often provides many benefits for consumers, such as 

discounted prices. Price discounts are one of the marketing strategies carried out by the 
company to buyers. This method is considered effective because it can improve buyer 

decisions, so that a company's sales can increase (Nainggolan & Parinduri, 2021; Prabarini et 
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al., 2018). The more discounts a business provides, the higher the consumer's desire to buy 

the business's products. The following are hypotheses related to price discounts: 

H2 : Price discounts affect purchasing decisions on the Tiktok application 

Free Shipping 

Free shipping or postage is a discounted price or free shipping of products. Free shipping 

or postage promos can help consumers who object to the total postage price (Mira & Marlena, 

2020). This is because the farther the distance from the seller to the buyer, the more 

expensive the shipping costs will be. And vice versa, the closer the delivery distance, the 

cheaper the shipping costs. Free shipping is considered to be able to increase consumer buying 

decisions because it eases the burden of shipping costs for consumers (Maulana & Asra, 

2019b). Free shipping is also a marketing strategy for businesses to attract consumers. 

Therefore purchasing decisions for consumers can increase if the seller provides free shipping 

(Maulana & Asra, 2019; Mira & Marlena, 2020). The following are hypotheses related to free 

shipping: 

H3 : Free shipping has an effect on purchasing decisions on the Tiktok application 

Buying Decision 

Purchasing decision is one of consumer behavior to respond to a promotion or sale. 

Purchasing decisions are consumer processes to determine which products they will buy 

(Ardiansyah & Nurdin, 2020). This stage will create a product purchase. Purchasing decisions 

are important to retain consumers and get new customers (Romla & Ratnawati, 2018). 

Because there is an intense relationship between the seller and the buyer. The creation of a 

purchase decision can create profits for the seller, namely the product brand can be 

recognized by many consumers. So that it can provide recommendations for other 

consumers. However, purchasing decisions involve many considerations, so that it will create 

different consumer behaviors in determining consumer decisions (Kotler & Keller, 2014). 

 

METHODS 
This research includes causal or causal research (explanatory research) (Creswell, 

2016). Because this research aims to examine the effect of Tiktok live video streaming, price 

discounts, and free shipping on consumer purchasing decisions. Judging from the type of data, 

this research uses a quantitative approach. This research will collect data primarily by way of 

a survey through an online questionnaire. The population in this study were all users of 

Skintificic products in DKI Jakarta who bought products via Tiktok live video streaming. The 

sampling method used was purposive sampling with the criteria 1) being >17 years old, and 2) 

having a monthly income/monthly pocket money. Minimum sampling is determined using the 

Lemeshow formula, because the total population is not known with certainty. The samples 

obtained were 114 respondents. The data analysis technique uses multiple linear regression 

analysis. The variables used include the dependent variable, namely the buyer's decision (Y), 

and the independent variables, namely Tiktok live video streaming (X1), discounted prices 

(X2), and free shipping (X3). The following is the formula for the multiple linear regression 

equation in this study, as follows: 
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𝑌 = 𝛼 + 𝛽1𝑋1 + 𝛽2𝑋2 + 𝛽3𝑋3+e 

Information: 

Y   = Purchase Decision 

β1...β3 = Coefficient of regression direction 

X1   = Live video streaming for Tiktok 

X2   = Discounted price 

X3   = Free shipping 

e   = Errors 

 

The dependent variable in this study is the purchase decision. Purchasing decisions are 

motivation to make purchases based on experience (Faradiba & Syarifuddin, 2021). This 

variable can be measured through instruments that contain several questions included in the 

research questionnaire. 

The independent variables in this study include: 1) Live video streaming on Tiktok is an 

effort to distribute messages via video and audio to the general public (Faradiba & Syarifuddin, 

2021). This variable can be measured through instruments that contain several questions 

included in the research questionnaire. 2) Discounts are direct price reductions on the price 

of a product (Lestari & Parjono, 2018). This variable can be measured through instruments 

that contain several questions included in the research questionnaire. 3) Free shipping is a free 

product delivery fee service that is charged to product buyers (Mira & Marlena, 2020). This 

variable can be measured through instruments that contain several questions included in the 

research questionnaire 

 

RESULTS AND DISCUSSION 
The profile of respondents was dominated by women as many as 90 respondents with 

a percentage of 75%. Meanwhile, there were only 29 male respondents with a percentage of 

25%. Based on the age of the respondents, the percentage of ages 17 to 25 years was 72.5%, 

ages 26 to 30 years were 20%, and ages 31 to 40 years were 7.8%. Based on the monthly 

income factor, respondents with an income of IDR 500,000 to IDR 1,000,000 are more than 

the amount of other income. Meanwhile, the income of the minority respondents is IDR 

1,500,000 to IDR 2,000,000. The following is a table of respondents' monthly income. 

Table 1. Respondent's Income 
Total Income Amount Percentage 

<500.000 30 25% 

500.000-1.000.000 43 36% 
1.000.000-1.500.000 12 10% 
1.500.000-2.000.000 8 6% 

>2.000.000 26 21% 

Source: Processed Research Data (2023) 

 

The normality test is a test to ensure that the distribution of data in this study is normally 

distributed (Ghozali, 2017). Data is considered normally distributed if the sig value is > 0.05. 

In this study, the normality test used the Kolmogorov Smirnov test because the number of 

samples was > 100. Based on the results of the normality test, the research data is normally 

distributed, because the sig value on the Kolmogorov Smirnov is > 0.05. Following are the 

results of the normality test via the Kolmogorov Smirnov test. 
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Table 2. The Normality Test 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 

N 119 

Normal Parametersa,b Mean ,0000000 
Std. Deviation 2,08160122 

Most Extreme Differences Absolute ,079 

Positive ,051 
Negative -,079 

Kolmogorov-Smirnov Z ,079 

Asymp. Sig. (2-tailed) ,066c 

Source: Processed Research Data (2023) 

 

The multicollinearity test is a test to determine the relationship between independent 

variables (Ghozali, 2017). If the VIF value <10, it can be said that there is no multicollinearity. 

Based on the multicollinearity test table below, the VIF values of all variables show values <10. 

Therefore the variables in this study are free from correlation. The following are the results 

of the multicollinearity test. 

 

Table 3. Multicollinearity Test 

Variable 
Collinearity Statistics 

Tolerance VIF 

Live Video Streaming Tiktok .336 2.980 
Discount .187 5.338 

Free Shipping .232 4.302 

Source: Processed Research Data (2023) 

 

The heteroscedasticity test is a test to find out the dissimilarity of the variants of this 

observation. The results of the heteroscedasticity test can be seen through the Glejser test. 

There is no heteroscedasticity if the sig value is > 0.05. Based on the results of the 

heteroscedasticity test via the Glejser test, this study was free from heteroscedasticity. 

Following are the results of the heteroscedasticity test in this study. 

 

Table 4. Heteroscedasticity Test 

Coefficientsa 

Model 

Unstandardized Coefficients 
Standardized 
Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 2,392 ,770  3,105 ,002 

Live Video Streaming -,056 ,048 -,186 -1,167 ,246 

Discount ,000 ,060 ,000 ,002 ,998 

Free Shipping ,025 ,053 ,089 ,465 ,643 

Source: Processed Research Data (2023) 
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The R square value in this study was 0.868. This value shows that the variables of Tiktok 

live video streaming, price discounts, and free shipping can explain the dependent variable, 

namely the purchase decision of 87%. The remaining 13% is influenced by other variables not 

examined in this study. 

The F statistic test or Simultaneous test is a test of the independent variables on the 

dependent variable simultaneously. The F test can be said to have a significant effect if the sig 

value <0.05. Based on the results of this study, the F statistical test showed a sig value of 

0.000. Therefore, simultaneously or simultaneously, the variables of live video streaming on 

Tiktok, price discounts, and free shipping have a significant effect on the purchasing decisions 

of Skintificic consumers. 

The t statistical test or partial test is a test for each independent variable on the 

dependent variable individually. The t test can be said to have a significant effect if the sig value 

<0.05. The following is the research t test table: 

 

Table 5. Statistical Test t 

Model 

Unstandardized 
Coefficients t Sig. 

B 

(Constant) .575 .442 .660 

Live Video Streaming Tiktok .349 4.907 .000 
Discount .181 1.664 .099 

Free Shipping .717 8.281 .000 

Source: Processed Research Data (2023) 

 

Based on the t statistical test table above, the live video streaming variables Tiktok and 

free shipping have a positive and significant effect on Skintificic's consumer purchasing 
decisions. Therefore the hypotheses H1 and H3 are proven and accepted. Meanwhile, price 

discounts have no significant effect on purchasing decisions, so the H2 hypothesis is not 

proven and is rejected. 

Tiktok Skintific's live video streaming has a significant and positive influence on consumer 

purchasing decisions. This means that if live video streaming is increased, consumer purchasing 

decisions will also increase. Live video streaming of Tiktok Skintificic is a facility provided by 

sellers to buyers to provide promotions in real time. Promotion in this way is classified as 

effective and on target (Sari, 2021). Because promotions through Tiktok Skintific's live video 

streaming often appear on the homepage or FYP of Tiktok users according to their marketing 

targets. Tiktok Skintificic's live video streaming influences consumer purchasing decisions 

because this facility is in great demand by Tiktok users, especially people in DKI Jakarta. 

Several studies have also examined that live video streaming has a positive influence on 

consumer purchasing decisions (Faradiba & Syarifuddin, 2021; Hasanah & Kosasih, 2022). One 

of the advantages of live video streaming is that consumers can interact directly with sellers 

without fear of information asymmetry. In addition, hosts who are friendly, persuasive and 

have easy-to-understand explanations attract consumers to buy products (Sari, 2021). All of 

these attitudes exist in the Tiktok Skintific live streaming host, therefore many consumers are 

interested in trying or repurchasing Skintific products. Even with this live video streaming 

facility, users can easily make purchases or check out the products they want (Faradiba & 

Syarifuddin, 2021). 

Discounts do not have a significant effect on purchasing decisions. This means that the 

presence or absence of a discount will not influence consumers to buy Skintific products. 

Therefore, price discounts cannot be a definite benchmark for measuring Skintific consumer 
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decisions. Discounts are an attractive thing for consumers (Heriyanto, 2021), but some loyal 

consumers don't pay attention to price discounts because they are already dependent on 

Skintificic products. Therefore, whether there is a price discount or not, loyal consumers will 

still buy Skintificic products. Especially through the Tiktok Skintificic live video streaming. One 

of the products that Tiktok consumers often buy is Skintificic 5x Ceramide Barrier Reair 

Moisture Gel because it often has a big discount. This research is in line with research by 

Putra et al (2016) which explains that price discounts have no effect on consumer purchasing 

decisions at Matahari Department Store Pasar Besar Malang. 

Free shipping has a significant and positive influence on Skintific consumer decisions. 

This means that an increase in free shipping will lead to an increased consumer decision. And 

vice versa, if free shipping is eliminated, consumer decisions will also decrease and even 

disappear. Free shipping is a service provided by sellers to reduce the burden of product 

delivery costs (Maulana & Asra, 2019). Free shipping is one of the factors that attract 

consumers to buy products. The majority of consumers buy and recommend products 

because there is a free shipping service. The existence of free shipping means that the 

accumulated price of the product does not become more expensive. The results of this study 

are in line with the research of Mira & Marlena (2020) which explains that free shipping has a 

positive and significant influence on purchasing decisions because it helps lighten consumer 

costs. 

 

CONCLUSION 
Based on the research results, the following research conclusions are obtained: First, 

the H1 hypothesis is accepted, meaning that partially the Live video streaming Tiktok Skintific 

variable has a positive and significant effect on purchasing decisions. Second, the H2 hypothesis 

is rejected, meaning that partially, price discounts do not affect the decision to purchase 

Skintific products on Tiktok. Third, the H3 hypothesis is accepted, meaning that partially, free 

shipping has an effect on the decision to purchase Skintific products on Tiktok. This research 

has limitations, namely the implementation of the survey was carried out online which could 

cause this research to be biased to the actual conditions. 

Suggestions for future researchers, researchers should add other factors that are more 

relevant and have not been studied by previous researchers. So that further researchers can 

provide updates. In addition, future researchers can create models to create efforts to 

increase purchasing decisions to increase sales. 

 

REFERENCES 
Agustina, L. (2018). Live Video Streaming Sebagai Bentuk Perkembangan Fitur Media Sosial. 

Jurnal Media Dan Komunikasi. https://media.neliti.com/media/publications/278576-live-

video-streaming-sebagai-bentuk-perk-39e752ee.pdf 

Ardiansyah, & Nurdin, H. (2020). Pengaruh Diskon Dan Kepercayaan Konsumen Terhadap 

Keputusan Pembelian Produk Pada Online Shop Shopee (Study Kasus Pada Mahasiswa 

STIE Bima). Jurnal Penelitian Ekonomi Dan Akuntansi (JPENSI), 5(2). 

Azizah, L., Gunawan, J., & Sinansari, P. (2021). Pengaruh Pemasaran Media Sosial TikTok 

terhadap Kesadaran Merek dan Minat Beli Produk Kosmetik di Indonesia. Jurnal Teknik 

ITS, 10(2), 2301–9271. 

https://ejurnal.its.ac.id/index.php/teknik/article/download/73923/6793 

Badan Pusat Statistik. (2022). Persentase Rumah Tangga yang Pernah Mengakses Internet dalam 

3 Bulan Terakhir Menurut Provinsi dan Klasifikasi Daerah 2019-2021. 

https://ijble.com/index.php/bec


PEC PERFECT EDUCATION FAIRY 

https://ijble.com/index.php/bec/index  
 

43 | 

https://www.bps.go.id/indicator/2/398/1/persentase-rumah-tangga-yang-pernah-

mengakses-internet-dalam-3-bulan-terakhir-menurut-provinsi-dan-klasifikasi-

daerah.html 

Creswell, J. W. (2016). Research Design : Pendekatan Metode Kualitatif, Kuantitatif dan Campuran. 

Edisi Keempat (Cetakan Kesatu). Pustaka Pelajar. 

Endarwati, E. T., & Ekawarti, Y. (2021). Efektifitas Penggunaan Sosial Media Tik Tok Sebagai 

Media Promosi Ditinjau Dari Perspektif Buying Behaviors. MANDAR: Management 

Development and Applied Research Journal, 4(1). 

https://ojs.unsulbar.ac.id/index.php/mandar/article/download/1318/688/ 

Faradiba, B., & Syarifuddin, M. (2021). Covid-19: Pengaruh Live Streaming Video Promotion 

Dan Electronic Word Of Mouth Terhadap Buying Purchasing. Economos :Jurnal Ekonomi 
Dan Bisnis, 4(1). 

https://jurnalpertanianumpar.com/index.php/economos/article/view/775/409 

Haimson, & Tang. (2017). What Live, makes live events engaging on Facebook Periscope, and 

Snapchat. Proceedings of the 2017 CHI Conference on Human Factors in Computing 

Systems, 48–60. 

Hasanah, A., & Kosasih. (2022). NoPengaruh Online Customer Review dan Promosi 

Menggunakan Aplikasi Titok Terhadap Keputusan Pembelian Produk Kecantikan 

Implora Pada Marketplace Shopee Title. Jurnal Ilmiah Wahana Pendidikan, 8(16), 103–

114. 

Heriyanto. (2021). Pengaruh Potongan Harga terhadap Keputusan Pembelian dan Kepuasan 

Pelanggan Bisnis Online. Jurnal Penelitian Manajemen Terapan (PENATARAN), 6(1), 1–14. 

Kotler, & Keller. (2014). Manajemen Pemasaran (13th ed.). Erlangga. 

Lestari, G. D., & Parjono. (2018). Pengaruh Potongan Harga Dan Suasana Toko Terhadap 

Keputusan Pembelian Di Indomaret Pulorejo Kota Mojokerto. Jurnal Ekonomi Bisnis 

Unesa. 

Maulana, H. A., & Asra, Y. (2019a). Analisa Pengaruh Promo Gratis Ongkos Kirim terhadap 

Keputusan Pembelian pada E-Commerce oleh Generasi Z di Daerah Pedesaan. Inovbiz: 

Jurnal Inovasi Bisnis, 7(2). 

http://ejournal.polbeng.ac.id/index.php/IBP/article/view/1220/559 

Maulana, H. A., & Asra, Y. (2019b). Keputusan, nalisa Pengaruh Promo Gratis Ongkos Kirim 

terhadap Pembelian pada E-Commerce oleh Generasi Z di Daerah Pedesaan. Inovbiz: 

Jurnal Inovasi Bisnis, 7(2). 

Mira, I., & Marlena, N. (2020). Pengaruh Promo Gratis Ongkos Kirim Dan Online Customer 

Rating Terhadap Keputusan Pembelian Produk Fashion. Jurnal Manajemen, 12(2), 288–

298. 

Nainggolan, N., & Parinduri, T. (2021). Pengaruh Potongan Harga Dan Bonus Terhadap 

Keputusan Pembelian Konsumen Minimarket Indomaret Serbelawan. Manajemen : 
Jurnal Ekonomi USI, 2(1). https://media.neliti.com/media/publications/328086-pengaruh-

potongan-harga-dan-bonus-terhad-fdfe7484.pdf 

Nasution, D. A. D., Erlina, E., & Muda, I. (2020). Dampak Pandemi COVID-19 terhadap 

Perekonomian Indonesia. Jurnal Benefita: Ekonomi, 5(2). 

https://doi.org/https://doi.org/10.22216/jbe.v5i2.5313 

Netrawati, I. G. A. O., Nuada, I. wayan, & Syakbani, B. (2022). The Influence of Live Streaming 

Video on Consumer Decisions. SENTRALISASI, 11(2). https://ejournal.um-

sorong.ac.id/index.php/sentralisasi/article/view/1623/1083 

Nufus, H., & Handayani, T. (2022). Strategi Promosi dengan Memanfaatkan Media Sosial 

TikTok dalam Meningkatkan Penjualan (Studi Kasus pada TN Official Store). Jurnal 

https://ijble.com/index.php/bec
https://ijble.com/index.php/bec/index


PEC PERFECT EDUCATION FAIRY 

Volume 1, Number 2, 2023 
 

44 | P E R F E C T  E D U C A T I O N  F A I R Y  

Ekonomi Dan Manajemen Teknologi, 6(1), 21–34. 

https://journal.lembagakita.org/index.php/emt/article/download/483/441 

Prabarini, A., Heryanto, B., & Astutik, P. (2018). Pengaruh Promosi Penjualan Dan Potongan 

Harga Terhadap Keputusan Pembelian Konsumen Di Toserba Borobudur Kediri (Studi 

Kasus Produk Kecantikan Wardah). JIMEK : Jurnal Ilmiah Mahasiswa Ekonomi, 1(2). 

Prastiwi, E., Djumali, & Widayanti, R. (2019). Analisis Standar Mutu, Diskon Dan Lokasi 

Terhadap Keputusan Pembelian Kembali Buku Pendamping Maestro (Studi Pada 

Sekolah Dasar Di Kabupaten Wonogiri). Edunomika, 3(1). 

https://media.neliti.com/media/publications/301162-analisis-standar-mutu-diskon-dan-

lokasi-9a3272ac.pdf 

Putra, E. W., Kumadji, S., & Yulianto, E. (2016). Pengaruh Diskon Terhadap Minat Beli Serta 

Dampaknya Pada Keputusan Pembelian (Study Pada Konsumen Yang Membeli Produk 

Diskon Di Matahari Department Store Pasar Besar Malang). Jurnal Administrasi Bisnis 

(JAB), 38(2). 

Romla, S., & Ratnawati, A. (2018). Keputusan Pembelian E-Commerce Melalui Kemudahan 

Penggunaan, Kualitas Informasi Dan Kualitas Interaksi Layanan Web. Ekobis, 19(1), 59–

70. 

Sari, E. (2022). Pengaruh Promosi Gratis Ongkos Kirim, Online Customer Review Dan Online 

Customer Rating Terhadap Keputusan Pembelian Pada Marketplace Shopee (Studi Pada 

Mahasiswa Prodi Manajemen Universitas HKBP Nommensen Medan) [Universitas HKBP 

Nommensen Medan]. 

http://repository.uhn.ac.id/bitstream/handle/123456789/6230/EVITA 

SARI.pdf?sequence=1&isAllowed=y 

Sari, F. P. (2021). Pengaruh Online Costumer Review dan Online Customer Rating terhadap 

Keputusan Pembelian Online di E-Commerce pada Mahasiswa UMSU. Universitas 

Muhammadiyah Sumatera Utara. 
Tusanputri, A. V., & Amron. (2021). Pengaruh Iklan Dan Program Gratis Ongkir Terhadap 

Keputusan Pembelian Pada Platform E-Commerce Tiktok Shop. FORUM EKONOMI, 

23(4), 632–639. 

https://journal.feb.unmul.ac.id/index.php/FORUMEKONOMI/article/download/10213/

1539 

 

 

 

 

 

 

 

 

 

 

 

https://ijble.com/index.php/bec

