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 The researchers decided to examine whether online shop purchasing decisions 
among students can be influenced by the quality, promotion, and price of the 
items in this paper. This study uses the SPSS application as data analysis. The 
researchers used 286 respondents who were students as the research 
population. Meanwhile, the researcher used a quantitative approach as a 
research method. This paper shows there is a significance of 0.000 and tcount of 
5.093 which explains that the respondent's purchase decision is significantly 
influenced by price. On the other hand, there is a significance of 0.000 and tcount 
of 4.665 which explains that the Purchase Decision is significantly positively 
persuaded by the Promotion. Furthermore, there is a significance of 0.000 and 
tcount 9.159 which explains that the Purchase Decision is significantly affected 
by Product Quality. In Summary, the researchers concludes buying choices are 
persuaded by product quality, promotion, and price. 
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1. INTRODUCTION 
 There are significant advances in technology and information in the current digitalization era, 
resulting in a more competitive business environment. This forces producers to think more creatively and 
innovatively about economic, cultural and social developments. In business competition, there are various 
efforts that must be made in order to survive, namely designing business strategies with the aim of 
strengthening and preserving client relationships. In addition, the reach between buyers is very limited. 
With the advent of technology, distance, time, and cost constraints can be easily avoided. To achieve the 
goal of increasing sales, customer reach, and company value, one of the efforts is to use electronic 
commerce (e-commerce) to promote and obtain many goods and services both physically and digitally. 

Consumers have their own interests in accessing e-commerce in buying products online. For 
example, consumers can buy various skin care goods, clothing, and footwear, etc. that maintain the quality 
of their products through packaging that protects them throughout the distribution chain and for clients, 
selling online also using a pricing strategy that can be claimed as lowest price. In addition, promotional 
strategies are used to better sell their products to customers. Efforts are made by using various platforms 
to gain access to various media so that business actors can promote their goods and services in these media. 
Of course, Advertising all things in print and electronic media has grown widely or easily identifiable in 
modern times. It is hoped that by promoting things across multiple advertising channels, salespeople will 
be able to take advantage of previous marketing efforts. E-commerce provides many attractive elements 
that entice users to make a purchase. Consumer purchasing decisions are generally influenced by product 
trust, which is closely related to price, brand image, and product service quality. One of the strategic tactics 
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to convince consumers is to make all features available, to provide clear descriptions of goods, to keep 
claims simple, and to provide discounts involving privacy. Customers often anticipate the offers on offer. 

The goal of every business is to increase market share and attract customers as much as possible, 
through efforts to fulfill customer wants and needs, so that they decide to use the product or service, so 
that they can do this repeatedly and become loyal customers. In terms of purchasing decisions, it asserts 
that consumers consider various factors and reasons that contribute to their desire to acquire a particular 
product or service. 

The Covid-19 pandemic affected people's incomes due to limited economic activities resulting in a 
decrease in sales, transaction volume and smooth distribution of goods during 2020. In June 2020, there 
was a decline in online sales of 18.2% and throughout 2020, online sales decreased by 5%. ,9%. (Kompas, 
2021). 
2. Method 

Theory of the Effect of Price on Purchase Decisions 
When choosing a product, customer decisions can be influenced by the price factor. Price perception 

conveys important information about a product to clients. Thus, in the purchase of goods that are made 
repeatedly, the customer's purchase decision is determined by the price factor. Thus, the choice of brand, 
product type, and store is influenced by the price factor. Consumers are very rational in terms of evaluating 
the benefits they want (Albari & Safitri, 2018). 
Theory of the Effect of Promotion on Purchase Decisions 

In marketing, promotional activities are efforts made to introduce products or services to potential 
customers so that there is a purchase decision. Promotion is a kind of marketing communication, where 
the marketing activity has the aim of conveying information, inviting, and producing purchasing decisions 
so that the company's product sales targets can be achieved, even increased so that customers can be 
satisfied with the products being marketed and can become regular customers (Harwani, 2019). ). 
Theory of the influence of product quality on purchasing decisions 

There is a classification of Excellent Quality, Very Good Quality, Medium Quality, and Poor Quality as 
four levels of quality that most of the products marketed have. Various parties can objectively assess these 
various attributes. However, the quality of the goods must be assessed by the buyer as the party most 
closely related to the sale of the goods from a marketing point of view. Business competition with 
competitors can be overcome by high product quality. Thus, high product quality can generate various 
benefits for companies such as increasing market share and profits so that they can overcome business 
competition in the modern era. (Imaningsih & Rohman, 2018). 
Conceptual framework 

Figure I.1 Conceptual Framework 
 
 
Research Hypothesis 
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Researchers have established four study hypotheses, namely: 
H1: Purchasing decisions of Prima Indonesia University students are influenced by product prices. 
H2: Purchasing decisions of Prima Indonesia University students are influenced by Product Promotion. 
H3: Purchasing decisions of Prima Indonesia University students are influenced by product quality. 
H4: Purchasing decisions of Prima Indonesia University students are influenced by Product Quality, 
Promotion, and Price. 
Research Approach 
decidedthat quantitative methods will be used for this investigation. Quantitative research can be 
understood as a positivist approach; sampling procedures are usually random; data collection has a 
statistical/quantitative nature which aims to determine whether the specified hypothesis is valid 
(Sugiyono, 2012:12). 
Nature and Type of Research 
Quantitative descriptive is a type of study developed by researchers. Meanwhile, the formulation of this 
type of research includes various problems related to 1 independent variable (Sugiyono, 2012: 53 – 54). 
Population and Research Sample 
There are 1002 Prima Indonesia University students in the Management Study Program as the research 
population. However, the researchers did not use the entire population, so they only used the research 
sample. The sample is the respondent who is the top of the study population. Researchers used simple 
random sampling as a technique to determine the study sample, namely: 

=  
= 286 

 
Based onthe calculation above, there are 286 respondents as the research sample used by the 

researcher, where the researcher tested the reliability and validity of the research instrument only on 30 
students outside the sample. 
Data collection technique 
In this stage, researchers obtain data by distributing questionnaires to research respondents where the 
respondents are E-commerce customers / users 
Data Types and Sources 
Researchers obtain two types of study data when conducting research, namely: 
1. Primary data were obtained by researchers by distributing research questionnaires to research 

respondents. 
2. Secondary data was obtained by researchers through various sources related to the topic of this 

study, such as journal articles, books, and so on. 
2.1 Test the Validity and Reliability of Variable Instruments 
Validity test 

The validity test shows whether the questionnaire can carry out its duties properly, namely meeting 
the elements of validity or not (Ghozali, 2016). There are two interpretations used by researchers to 
determine whether the research instrument has passed the validity test, namely: 
1. The element of validity has been achieved by each item in the questionnaire if the coefficient value of 
rtable < rcount. 
2. The element of validity is not met by each item in the questionnaire if the coefficient value of rtable 
> rcount. 
Reliability Test 
 The research instrument meets the elements of reliability and reliability so that it can be used by 
researchers if it has passed the reliability test (Ghozali, 2016). The term "reliability" refers to a person's 
consistent reactions over time. Cronbach alpha (α) and a correlation of 0.7 are considered reliable as the 
achievements of the research instrument so that it can be relied upon by researchers to obtain research 
data. 
Normality test 
 This is explained by Ghozali (2016), stating that the normality test is used to evaluate whether the 
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data is normally distributed or not. Residual regression of non-standardized Kolmogorov-Smirnov test 
results. Kolmogorovskmirnov normality test as follows, namely: 
1. The data has a normal distribution if the significance value of Asym Sig 2 tailed > 0.5. 
2. The data does not have a normal distribution if the significance value of Asym Sig 2 tailed < 0.5. 
Multicollinearity Test 
 Ghozali (2016) shows that in the multicolonearity test, researchers will use a regression model that 
functions to identify the relationship between the independent variables. The absence of a relationship 
between independent variables is a criterion for a good regression model. 
To determine multivariate characteristics, tolerance values and VIF are used (Inflation Factor Variance). It 
makes no difference whether the tolerance value is selected in this example. If the VIF value is 10, no 
multicollinearity occurs. 
Heteroscedasticity Test 
In this stage, the researcher will test whether the regression model used is identified about the existence 
of a confounding variance inequality in a research observation (Ghozali, 2016). 
2.2 Research Data Analysis Model 
Multiple Linear Regression Analysis 

Several linear regressions with equations are statistical methods to analyze research data, namely: 
"Y = a +b1X1 + b2X2 + b3X3 + e" 

Coefficient of Determination (R2) 
R2 is a toolto identify the competencies possessed by a model to explain various classifications of 
dependent variables (Ghozali, 2020: 97). 
Simultaneous Hypothesis (Test F) 
Researchers will use statistical tests (Ftest) to examine the simultaneous impact obtained by the 
dependent variable from the independent variable. 

a. In significanttcount > 0,5 there is a coefficient value of tcount < ttable, so H0 is accepted. 

b. In significanttcount < 0,5 there is a coefficient value of tcount > ttable, so H0 is rejected. 
Partial Hypothesis (t-test) 
Ghozali (2016) explains that other variables are said to be constant if the dependent variable can be known 
to have the effect of one independent variable through the implementation of the t test. 
 
3. Results and Discussion 
3.1 Validity and Reliability Test 
 

Table 1. Validity Test 

Question 

Price Promosiy yQualityPRoduky 
yDecision 

Pbuy it 

Pearson 
correlation 

significa
nt 

Pearson 
correlatio

n 

significan
t 

Pearson 
correlation 

significa
nt 

Pearson 
correlatio

n 

significa
nt 

1. 0.748 0.000 0.837 0.000 0.826 0.000 0.810 0.000 

2. 0.799 0.000 0.831 0.000 0.889 0.000 0.827 0.000 

3. 0.836 0.000 0.892 0.000 0.787 0.000 0.824 0.000 

4. 0.676 0.000 0.893 0.000 0.826 0.000 0.823 0.000 

Source: SPSS Data Processing, 2022 
It is determined that data analysis will be carried out to assess whether the research variables 

consisting of Price, Promotion, Quality, and Purchase Decision are substantially related to the rtable value 
> 0.361 and < 0.05 at the significant level < 0.05. In this test, the question items passed the validity test with 
rcount higher than 0.361 but less than 0.05, indicating that it was genuine and acceptable. 
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Table 2. Reliability Test 

 
Source: SPSS Data Processing, 2022 
 The element of reliability or reliability has been achieved by the research instrument based on table 
3.2, so the questionnaire to test the variables of Purchase Decision, Quality, Promotion, and Product Price 
can be used because the cronbach alpha value is > 0.70 percent. 

Table 3. Statistical Descriptive Table 

 
Source: Primary Data, 2022 

Based on table 3.3, there are questionnaire results from 286 research samples with the findings that 
the price variable has the lowest value of 5, the highest value of 20, the mean value of 12, 15, and the 
standard deviation of 3,767. Meanwhile, the Promotion variable has the lowest value of 5, the highest value 
of 19, the mean value of 10.87, and the standard deviation of 2.094. Furthermore, the Product Quality 
variable has the lowest value of 4, the highest value of 20, the mean value of 12.49, and the standard 
deviation of 3.787. On the other hand, the Purchasing Decision variable has the lowest value of 4, the highest 
value of 20, the mean value of 10.86, and the standard deviation of 3.362. 
3.2 Classic Assumption Test Results 

Figure 2. Histogram Test 
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Source: SPSS Data Processing, 2022 
 Figure 2 shows that the histogram test results have a bell-shaped curve, indicating that the data is 
normally distributed. 

 
Figure 2 P-Plot Normal Graph 

According to the diagram above, there are results when the normal plot displays a normal 
distribution pattern that adheres to the assumption of normality for the data from the regression model, as 
shown in the test result image where the data follows a diagonal line. 

Table 4. Normality Test Results 

 
Source : Primary Data, 2022 

According to table III.2 the result of the Kolmogorov-Smirnov test is 0.200, and the significant value 
exceeds 0.05, indicating that the variables are normally distributed normally, as shown in the table above. 

Table 5. Multicollinearity Test 

 
 As shown in Figure III.3, the VIF values for price, promotion, and product quality are all less than or 
equal to 10, indicating that there is no multicollinearity in the independent variables in the model. 
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In this stage, the researcher will evaluate if the regression model has residual variability (Ghozali, 
2016). Meanwhile, heteroscedasticity was found in this study using a regression approach called the glejser 
test. 
Figure 3 Scatterplot Test Results 

Figure 3. Heteroscedasticity Test 

Source: Primary Data, 2022 
 

Figure 3 This symbol indicates that there is no repeating pattern below or above zero. In other 
words, heteroscedasticity does not exist. 

Table 6. Glejser Test Results 

 
Source: SPSS Data Processing, 2022 

There are findings according to table 3.6 if there is a significance value in each variable > 0.05 which 
serves as the basis for the choice of heteroscedasticity test through the glejser test. This study does not 
contain heteroscedasticity which is proven that the level of significance 
> 0.05. 
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3.3 Multiple Linear Regression Analysis 
Research Model 
 To assess the relationship between the independent and dependent variables, several statistical 
techniques, such as linear models, are used. 

Table 7 Test Results of Multiple Linear Regression Model 

 
Source : Primary Data, 2022 Interpretation 
 table 7 with Purchase Decision Decision = -0.644 + 0.236 Price + 0.298 Promotion + 0.431 Product 
Quality Thus, the researcher concludes that there are four meanings in the table above, namely: 

1. There is -0.644 as the regression constant value, meaning that the Purchase Decision has a coefficient 
of -0.644 units derived from the accumulated regression coefficients of Quality, Promotion, and Product 
Price. 

2. Price regression coefficient is positive 0.236, meaning that every increase in price increases purchasing 
decisions. Similarly, how the Purchase Decision gets the influence of the Price variable. 

3. The increase in Purchase Decisions is in line with the Promotion variable as evidenced by the 
Promotion regression coefficient which is 0.298 positive. Thus, the Purchase Decision is positively 
influenced by the Promotion. 

4. The increase in Purchase Decisions is in line with the Product Quality variable as evidenced by the 
Promotion regression coefficient which is 0.516 positive. Thus, Purchase Decisions get a positive 
influence by Product Quality. 

Coefficient of Determination (R2) 
 A low R2 value indicates that the range of possible modifications of the independent variable is limited. 
The independent variable can describe the data and information needed about the change in the dependent 
variable when the value approaches it. 

Table 8. Coefficient of Determination Test Results (R2) 

 
Source: processed spss data, 2022 
 The table shows the results that R Square is 0.598 indicating that the Purchase Decision variable is 
explained by 59.8 percent by the variables of Quality, Promotion, and Product Price. Meanwhile, this study could 
not identify other independent factors which amounted to 40.2 percent, where the other variables can explain 
the Purchase Decision variable. 
Simultaneous Hypothesis Testing (F) 

Table 9. F . test 
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Source: Processed SPSS 2021 data 
According to the data test findings, there are results that the simultaneous test finds that the f . valuethe 

table above is 2.63 and the significant level is less than 0.00, which is less than 0.05, corresponding to the value 
of 140.118. If fcount is more than ftable and the significance threshold is less than 0.05, then the Purchase 
Decision is simultaneously influenced by Quality, Promotion, and Price where there is a conclusion that Ha is 
accepted and Ho is rejected. III.3.4 Simultaneous Hypothesis Testing (T Test) 

Table 10 T . Test 

 
Source: Primary Data, 2021 

1. Price variable has a value of tcount of 5.093 with ttable reaching 1.9683 and a significance value of 0.000 
where there is a conclusion if the first hypothesis can be accepted. 

2. Thus, the Purchase Decision is influenced by the Price. 

3. Promotion variable has a value of tcount of 5.665 with ttable reaching 1.9683 and a significance value of 
0.000 <0.05 where there is a conclusion if the second hypothesis can be accepted. Thus, the Purchase 
Decision is influenced by the Promotion. 

4. Product variable has a value of tcount of 9.159 with ttable reaching 1.9683 and a significance value of 0.000 
<0.05 where there is a conclusion if the third hypothesis can be accepted. Thus, Purchase Decisions are 
influenced by Product Quality. 

3.4 Discussion of Research Results 
Influence of Price on Purchase Decision 
 The findings from the analysis test indicate when the Purchase Decision has a significant influence on the 
price. These findings are in line with the studies developed (Lomboan et al., 2020) and (Sopiyan, 2019). In the 
partial test results, students of the Faculty of Economics, Prima Indonesia University, make purchases using the 
online shopping site Shop. The statement shows when the customer's Purchase Decision has an impact on the 
Price variable. The lower the price, the more likely it is that students from the Faculty of Economics at Prima 
Indonesia University will buy online. It's not just the low price that's attractive. On the other hand, if the price 
is too high, the number of individuals buying goods online from Prima Indonesia University students will 
decrease. Price is the most influential element in people's online purchasing choices. The most accurate 
approach to pricing anything is to compare it to the cost of buying it from an online retailer. 
Effect of Promotion on Purchase Decision 
 The findings from the analysis test show when the Purchase Decision has a significant influence from the 
Promotion. These findings are in line with the study developed by (Solihin, 2020), and (Prilano et al., 2020). The 
findings of the partial test show that the more promotions, the more favorable the buying choice. Attractive 
promotions attract a large number of consumers to buy goods. Since attractive advertising influences consumer 
purchasing decisions, this strategy can result in loyal customers who are attracted by sales promotions. 
Effect of Product Quality on Purchase Decisions 
 The findings from the analysis test indicate when the Purchase Decision has a significant effect on Product 
Quality. These findings are in line with the studies developed by (Aurelia et al., 2022) and (Wardhana, 2022) 
which explain that customer purchasing decisions are determined by a variable called Product Quality. 
Consumers love to shop online because the goods they buy are of high quality and come in a wide variety of 
designs. Based on the indicators used, it can be concluded that if consumers like the design of the goods offered 
by online retailers, they will buy at online retailers because the products can be tailored to consumer 
specifications. 
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4 Conclusion 
Researchers have concluded the findings of the study in this study, namely: Online Shop Purchase Decisions 

Among Students are simultaneously influenced by Product Quality, Promotion, and Price. Online Shop Purchase 
Decisions Among Students are partially influenced by Product Quality, Promotion, and Price. The relationship 
between Product Quality, Promotion, and Price can explain the customer's Purchase Decision based on the 
coefficient of determination which reaches 92.8%. Meanwhile, there is an explanation that is not contained in 
the independent variable in this study with an achievement of 7.2%. 

 
Reference 

[1]. Al rasyid, H., & Tri Indah, A. (2015). Pengaruh Inovasi Produk dan Harga Terhadap Keputusan Pembelian 
Sepeda Motor Yamaha di Kota Tangerang Selatan. Perspektif, 16(1), 39–49. https://doi.org/2550-1178 

[2]. Albari. (2018). The Influence of Product Price on Consumers’ Purchasing Decisions. 
[3]. Integrative Business and Economics Research, 7(2), 328–337. http://buscompress.com/journal-

home.html 
[4]. Angraini, D., & Harwani, Y. (2020). The Effect of Product Quality, Price Perception, and Promotion of 

Purchasing Decisions in Sari Roti in West Jakarta. Advances in Economics, Business and

 Management Research, 120(Icmeb 2019), 296–301. 

https://doi.org/10.2991/aebmr.k.200205.051 

[5]. Aurelia, N., Thalib, S., & Hubbansyah, A. K. (2022). Terhadap Keputusan Pembelian Susu Beruang 
Bearbrand Pada Saat Pandemi Covid-19 ( Studi Empiris Pada Pelanggan Marketplace Shopee Di Desa 
Sindangagung Kuningan Jawa Barat ). JIMP, x(x), 53–69. 

[6]. Darmawan, M. D. (2018). The Effect of Price, Product Quality, Promotion, Social Factor, Brand Image on 
Purchase Decision Process of Loop Product on Youth Segment (Case Study of PT Telekomunikasi 
Selular). International Seminar & Conference on Learning Organization, 6(6), 294–309. 

[7]. Erlangga, H., Nurjaya, N., Sunarsi, D., Mas’adi, M., & Jasmani. (2021). Pengaruh Kualitas Pelayanan Dan 
Kualitas Produk Terhadap Keputusan Pembelian Konsumen Sepeda Motor Honda Di PT Panca Sakti 
Perkasa Di Bintaro. Jurnal Ilmiah PERKUSI, 1(4), 464. https://doi.org/10.32493/j.perkusi.v1i4.13383 

[8]. Gunawan, A. C., & Susanti, F. (2017). Pengaruh Bauran Promosi Dan Harga Terhadap Keputusan 
Pembelian Produk Kosmetik Maybelline Di Kota Padang. INA-Rxiv. 
https://osf.io/preprints/inarxiv/npjqh/ 

[9]. Ghozali, Imam. 2016. Aplikasi Analisis Multivariete Dengan Program IBM SPSS 23 (Edisi 8). 
[10]. Cetakan ke VIII. Semarang : Badan Penerbit Universitas Diponegoro. 
[11]. Imaningsih, E. S. (2018). The Model Of Product Quality, Promotion, Price, And Purchase Decisions. Jurnal 

Ekonomi, 23(2), 260–271. https://doi.org/10.24912/je.v23i2.373 
[12]. Lomboan, R., Tampi, J. R. ., & Mukuan, D. D. . (2020). Pengaruh Gaya Hidup dan Harga Terhadap 

Keputusan Pembelian pada Starbucks Manado Town Square. Productivity, 1(3), 256–260. 
[13]. Prilano, K., Sudarso, A., & Fajrillah. (2020). Pengaruh Harga , Keamanan dan Promosi Terhadap 

Keputusan Pembelian Toko Online Lazada. Journal of Business and Economics Research (JBE), 1(1), 1–10. 
[14]. Sabrina, H. (2018). Pengaruh Harga Dan Emosional Terhadap Keputusan Pembelian Sabun Lifeboy. 

Jurnal PLANS : Penelitian Ilmu Manajemen Dan Bisnis, 12(2), 114–120. 
https://doi.org/10.24114/plans.v12i2.9573 

[15]. Senggetang, V., Mandey, S. L., & Moniharapon, S. (2019). Pengaruh Lokasi, Promosi Dan Persepsi Harga 
Terhadap Keputusan Pembelian Konsumen Pada Perumahan Kawanua Emerald City Manado. Jurnal 
EMBA: Jurnal Riset Ekonomi, Manajemen, Bisnis Dan Akuntansi, 7(1), 881–890. 

[16]. Solihin, D. (2020). Pengaruh Kepercayaan Pelanggan Dan Promosi Terhadap Keputusan Pembelian 
Konsumen Pada Online Shop Mikaylaku Dengan Minat Beli Sebagai Variabel Intervening. Jurnal Mandiri : 
Ilmu Pengetahuan, Seni, Dan Teknologi, 4(1), 38–51. https://doi.org/10.33753/mandiri.v4i1.99 

[17]. Sopiyan, P. (2019). Pengaruh Strategi Harga Dan Visual Merchandising Terhadap Keputusan Pembelian 
Online Pipih Sopiyan mengubah perilaku masyarakat terutama sangat cepat terutama pada cara 
konsumen. Jurnal Inspirasi Bisnis Dan Manajemen, 3(2), 193–205. 

[18]. Wardhana, G. W. (2022). Pengaruh Kualitas Produk , Harga dan Pelayanan secara Online terhadap 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi
http://buscompress.com/journal-home.html
http://buscompress.com/journal-home.html


 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi 
Jurnal Ekonomi, Volume 11, No 01 June 2022 

ISSN: 2301-6280 (print) ISSN: 2721-9879 (online)  

 

 

The Influence Of Price, Promotion, Product Quality On Online Shop Purchasing Decisions  Among 

Students - Marlon Batu Bara, Gracia Risky Ester Pakpahan, Evi Inriani Purba, Ester Lasmarito 

Tobing, Januardin 

248 

 

Keputusan Pembelian pada Destinasi Belanja Shoope. Journal of Indonesian Science Economic Research 
(JISER), 4(1), 1–9. 

[19]. Prilano, K., Sudarso, A., & Fajrillah. (2020). The Influence of Price, Security and Promotion on Lazada 
Online Store Purchase Decisions. Journal of Business and Economics Research (JBE), 1(1), 1–10. 

[20]. Sabrina, H. (2018). The Influence of Price and Emotion on Lifeboy Soap Purchase Decision. Journal of 
Plans: Research in Management and Business Science, 12(2), 114–120. 
https://doi.org/10.24114/plans.v12i2.9573 

[21]. Senggetang, V., Mandey, SL, & Moniharapon, S. (2019). The Effect of Location, Promotion and Price 
Perception on Consumer Purchase Decisions at Kawanua Emerald City Housing Manado. EMBA Journal: 
Journal of Economic Research, Management, Business And Accounting, 7(1), 881–890. 

[22]. Solihin, D. (2020). The Influence of Customer Trust and Promotion on Consumer Purchase Decisions at 
Mikaylaku Online Shop with Purchase Intention as an Intervening Variable. Independent Journal: 
Science, Arts, And Technology, 4(1), 38–51. https://doi.org/10.33753/mandiri.v4i1.99 

[23]. Sopiyan, P. (2019). The Influence of Price Strategy and Visual Merchandising on Online Purchase 
Decisions Pipih Sopiyan changes people's behavior, especially very quickly, especially in the way 
consumers. Inspirational Journal of Business and Management, 3(2), 193–205. 

[24]. Wardhana, GW (2022). The Effect of Product Quality, Price and Online Service on Purchase Decisions at 
Shope Shopping Destinations. Journal of Indonesian Science Economic Research (JISER), 4(1), 1–9. 

 
 

http://ejournal.seaninstitute.or.id/index.php/Ekonomi

