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This Shopee research included students from Prima Indonesia University's Faculty of Psychology. This study sets out 
to discover how psychological students use Shopee and what role social influences, online shopping experiences, and 
customer reviews play in their purchasing decisions. Quantitative methods were employed. One hundred and thirtyfive 
undergraduates from Prima Indonesia University's Faculty of Psychology made up the study population, with one 
hundred and ten serving as the sample. According to the study's findings, a partial t-test indicated that (1) online 
shopping experience (X1) did not significantly affect purchase decisions (Y). This is proven by the calculated t value of 
1.915 <t table 2.035 and a significance value of 0.057> 0.05. (2) The t-test partially demonstrated that consumer 
reviews (X2) significantly influenced purchasing decisions (Y). A significant level of 0.008> 0.05 and a calculated t-
value of 2.675>t-table 2.035 show this. (3) Social Factors (X3) were determined to have a substantial impact on 
Purchasing Decisions (Y) in a partial t-test. The t-value of 2.566, which is greater than the t-table value of 2.035, 
proves this. (4) The F-test showed that Y is affected by online buying experience (X1), customer reviews (X2), and 
social variables (X3) all at the same time. Reasons for this include a significance level of 0.009 > 0.05 and an F-value 
of 4.889 > F-table. 
Keywords: Online Shopping Experience, Consumer Reviews, Social Factors and Purchase Decision 
 

This is an open access 
article under theCC BY-
NClicense 

 

 Corresponding Author: 
Kristi Endah Ndilosa Ginting  
PUI Human Resource Management Research and Innovation Centre, Universitas 
Prima Indonesia  
kristiendahndilosaginting@unprimdn.ac.id 

 
1. Introduction  

The rapid advancement of information and communication technology has brought about significant 
changes in various aspects of life, with consumer behavior being one of the most profoundly affected 
(Butarbutar et al., 2026). The transition from traditional retail to digital platforms through e-commerce 
represents one of the most prominent trends (Priani, 2025). E-commerce empowers customers to conduct 
transactions anytime and from anywhere, unrestricted by time or geographic location (Nurhidayah et al., 
2025). This digital shift has fundamentally reshaped the decision-making process, as consumers now rely 
heavily on digital interfaces to navigate their preferences, social influences, and purchasing habits (Julsari 
et al., 2025). The following data details smartphone usage in Indonesia based on the We Are Social report 
from early 2025, illustrating the scale of this digital integration and its implications for modern consumer 
engagement: 
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Figure 1. Smartphone Usage Patterns in Indonesia (2025) 

 (Source: We Are Social, 2025) 

As of early 2025, Indonesia has recorded a deepening internet penetration rate, with approximately 212 
million individuals now active internet users. This significant figure is largely driven by the dominance of 
mobile devices as the primary gateway for digital activities. Smartphones have become an indispensable 
part of daily life in Indonesia, where more than 83% of internet users rely on mobile devices to access the 
digital world (Chyan et al., 2023). This high level of reliance on smartphones has fostered a mature 
ecosystem for the growth of the digital economy. Indonesians now utilize smartphones not only for 
communication but also as the primary tool for consumption activities, ranging from searching for product 
information and comparing prices to executing real-time payments (Filieri, 2021).  

This phenomenon is further amplified by the continuously increasing daily duration of internet usage, as a 
large portion of the Indonesian population spends several hours each day navigating social media platforms 
and marketplaces such as Shopee. Shopee stands as one of the most prominent online retailers in Indonesia. 
The platform provides a suite of features, including an interactive application experience, diverse payment 
methods, and streamlined transaction processes. Consequently, Shopee has become a primary choice, 
particularly for university students who are frequent users of digital technology (Fuadah, 2021). 

One of the primary metrics for evaluating a platform's success in customer retention is by analyzing overall 
purchasing decisions and customer satisfaction. Customer satisfaction or dissatisfaction is determined by 
how well the product or service performance aligns with their expectations. When customers are satisfied, 
they are more inclined to promote the product to others and even make repeat purchases. This underscores 
the importance of identifying the factors that influence online buyer satisfaction. According to (Nurbayan et 
al., 2025) customers select, acquire, and utilize products and services in accordance with their desires and 
needs; therefore, understanding the determinants of customer decisions is essential, especially within the 
digital space (Purnama Sari et al., 2025). 

The online shopping experience is a critical element influencing purchase decisions (Siregar et al., 2025)  
define the online shopping experience as the customer's perceptions and reactions during their interaction 
with a digital platform, encompassing everything from information retrieval to the final purchase process. 
Customers are more likely to complete a purchase when they encounter a positive experience, including 
transaction security, service speed, and ease of navigation (Dewi et al., 2025). According to research by 
(Klaus, 2023), a positive online purchasing experience can enhance trust and incentivize buying behavior. 

Furthermore, customer reviews exert a significant impact on purchasing choices. Customer reviews serve 
as a form of electronic word-of-mouth that captures opinions and experiences regarding a specific product. 
As noted by (Tirtayasa et al., 2025), online reviews act as a source of information that shapes the opinions 
and impressions of prospective customers. Before making a purchase, consumers frequently examine 
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reviews on platforms like Shopee. Informative and positive reviews can bolster customer confidence when 
making purchasing decisions. 

Equally important are social factors. According to (Nasib, 2024), social factors include the influence of 
reference groups, family, friends, and communities, all of which shape consumer attitudes and behaviors. 
In the digital era, social influence is further amplified through social media, influencers, and online 
communities (Amelia et al., 2026). Consumers specifically students are often swayed by recommendations 
or trends circulating within their social circles when determining their purchase decisions (Khairani et al., 
2025). 

Psychology students, as members of the digital generation, possess unique characteristics when making 
purchasing decisions. They tend to weigh emotional, social, and cognitive aspects before acquiring a 
product. Consequently, it is compelling to examine how social factors, customer reviews, and the online 
shopping experience influence the purchasing decisions of Shopee users. This description serves as the 
analytical foundation for this research, titled: The Influence of Online Shopping Experience, Customer 
Reviews, and Social Factors on the Purchasing Decisions of Psychology Students on Shopee. 

 
2. Theoretical Framework 

Online Shopping Experience 

According to (Tjiptono, 2023), the online shopping experience encompasses the consumer's overall 
perceptions and emotional responses arising from their interaction with an e-commerce website or 
application throughout the entire process from searching and purchasing to the final receipt of the product. 
The online shopping experience serves as one of the key elements influencing consumer choices and 
satisfaction within the context of digital transactions (Andini et al., 2025). Furthermore, (Klaus, 2021), posits 
that the online shopping experience consists of both functional aspects such as ease of use and transaction 
speed and emotional aspects, which include comfort, a sense of security, and psychological satisfaction 
(Azman et al., 2026). A positive experience shapes a favorable perception of the platform, enhances 
consumer trust, and ultimately fosters overall customer satisfaction (Noviana, 2025). 

Customer Reviews 

According to (Kalus, 2021), customer reviews are a form of electronic word-of-mouth (eWOM) through 
which previous consumers share their personal interactions and experiences with a product or service. Prior 
to completing a purchase, prospective customers often utilize these reviews as a vital source of information 
to shape their opinions and guide their final decision-making process (Hasibuan, 2025). In the digital era, 
customer reviews possess significant power in shaping product image, as the majority of modern 
consumers rely on online feedback as a primary consideration before engaging in a transaction (Katijah et 
al., 2026). Within the context of Shopee, the "Ratings and Reviews" feature serves as a crucial indicator of 
trust that influences both the initial purchasing decision and the overall post-transaction satisfaction 
(Hardiansyah et al., 2025). 

Social Factors 

(Kotler & Keller, 2021), define social factors as external variables derived from an individual's interactions 
with their social environment, which possess the power to influence attitudes, perceptions, and purchasing 
decisions. Key examples of social influences include family, social roles, reference groups, and social status. 
In the context of e-commerce platforms such as Shopee, social factors often manifest through 
recommendations from friends, family, influencers, or online communities (Hou et al., 2024). Consumers 
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tend to trust suggestions or experiences shared by others who are perceived as relevant or who possess a 
certain level of social authority (Amelia & Tambunan, 2024). 

Customer Satisfaction 

(Kotler & Keller, 2022), define customer satisfaction as the level of happiness or dissatisfaction a client 
experiences as a result of comparing the actual performance of a product or service against their prior 
expectations. When consumers are fully satisfied, it indicates that the service or product has successfully 
met or exceeded their initial expectations (Tambunan et al., 2025). According to (Tjiptono, 2023), customer 
satisfaction is the outcome of a comprehensive evaluation of the entire purchasing experience. Factors such 
as service quality, delivery speed, ease of transaction, and the clarity of product information significantly 
influence the satisfaction levels of e-commerce users (Napitupulu, 2025). 
 
3. Method  

This study employs a quantitative methodology. Research that begins with theory and proceeds to the 
collection of numerical data in the field is classified as quantitative research. Selecting an appropriate 
research approach is paramount to the integrity of any study. The quantitative research methodology is also 
referred to as the positivist approach. This study is classified as explanatory research, which aims to 
investigate potential cause-and-effect relationships by testing hypotheses that either confirm or refute the 
assumptions of previous studies. Quantitative research involves various measurement techniques 
depending on the nature of the variables, and this study will focus on these specific characteristics (Ghozali, 
2021). Regarding the research location and timeframe, this study will be conducted among psychology 
students at Universitas Prima Indonesia. 

Data will be collected through an online survey using Google Forms. The research is scheduled to take place 
between February and April 2026. According to (Sugiyono, 2016; Sugiyono, 2018). A "population" refers 
to the entire set of objects or individuals selected by a researcher based on specific characteristics. The 
population of this study consists of approximately 135 Shopee users who have engaged in online 
purchasing, specifically psychology students at Universitas Prima Indonesia. Furthermore, the sample size 
was determined using the Slovin formula. Based on the calculation, a sample of 100 psychology students 
was obtained. 

 
4. Results and Discussion  

Descriptive Statistics 
Table 1. Descriptive Statistics 

Variabel N Minimum Maximum Mean Std. Deviation Variance 
Online Shopping Experience 100 2.20 3.20 2.5487 .23423 27.16 
Customer Review 100 1.10 1.80 1.3817 .19860 67.302 
Social Factors  100 1.01 1.40 1.1382 .12975 78.007 
Purchasing Decision 100 7.90 10.00 8.7453 .53553 98.356 

The table above presents the minimum, maximum, mean, and standard deviation values for the variables 
of Online Shopping Experience, Customer Reviews, Social Factors, and Purchasing Decisions. The results 
are detailed as follows: The Online Shopping Experience variable (X1), with a sample size of 100, yielded a 
minimum value of 2.20, a maximum value of 3.20, a mean of 2.5487, and a standard deviation of 0.23423 
among Psychology students at Universitas Prima Indonesia using Shopee. The Customer Reviews variable 
(X2), with a sample size of 100, showed a minimum value of 1.10, a maximum value of 1.80, a mean of 
1.3817, and a standard deviation of 0.19860. 



Jurnal Manajemen, Akuntansi dan Rumpun Ilmu Ekonomi (MAR-Ekonomi)  
Vol. 4, No. 02 2026, pp. 192-203 

ISSN 2986-5689 
196 

 

The Influence of Online Shopping Experience, Consumer Reviews, and Social Factors on the Purchase Decisions of 
Psychology Students on Shopee. Julianus Barus et.al 

The Social Factors variable (X3), with a sample size of 100, recorded a minimum value of 1.01, a maximum 
value of 1.40, a mean of 1.1382, and a standard deviation of 0.12975. Finally, the Purchasing Decisions 
variable ($Y$), with a sample size of 100, exhibited a minimum value of 7.90, a maximum value of 10.00, a 
mean of 8.7453, and a standard deviation of 0.53553. 

Classical Assumption Test Results 

Normality Test Results 

 
Figure 2. Results of Data Normality Test 

The normality test is employed to determine whether the data under analysis are normally distributed. This 
assessment is conducted by analyzing a histogram graph to observe whether the data points are dispersed 
around and follow the diagonal line, as well as by utilizing the Normal Probability Plot (P-Plot) analysis. As 
shown in Figure 2 above, the curve exhibits a symmetrical (bell-shaped) distribution, indicating that the 
data is normally distributed. 

Normal P-P Plot Normality Test 

 
Figure 3. Results of Normal P-P Plot Normality Test 

As illustrated in Figure 3,  above, the data points are dispersed along the diagonal line, leading to the 
conclusion that the data follows a normal distribution." This visual evidence is further supported by the 
absence of significant deviations, suggesting that the residuals meet the assumption of normality required 
for subsequent parametric statistical analyses, such as multiple linear regression." 
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Multicollinearity Test 
Table 2. Multicollinearity Test 

Model Tolerance VIF 
(Constant)   
Online Shopping Experience .986 1.012 
Customer Review .975 1.061 
Social Factors .936 1.076 

Table 2,  shows that the Tolerance values for all independent variables (Online Shopping Experience, 
Consumer Reviews, and Social Factors) are 0.986, 0.975, and 0.936 which is greater than 0.10. In addition, 
the Variance Inflation Factor (VIF) values for these three variables are 1.012, 1.061, and 1.076 which is less 
than 10. Therefore, it can be concluded that there is no multicollinearity among the independent variables 
in this regression model. 

Heteroscedasticity Test 

 
Figure 4. Scatterplot of Heteroscedasticity Test 

Based on Figure 4 (scatterplot), the data points are randomly distributed and do not form any specific 
pattern, indicating that the data are normally distributed. In addition, the points are spread both above and 
below the zero line on the Y-axis, further supporting the absence of a systematic pattern. Therefore, it can 
be concluded that there is no heteroscedasticity in this regression model, and the variance of the residuals 
is constant across all levels of the independent variables. 

Multiple Linear Regression Test 
Tabel 3. Uji Regresi Linear Berganda 

Model 
Unstandardized 

Coefficients 
Std. 
Error 

Standardized 
Coefficients 

t Sig. 

(Constant) .372 .216  1.723 0.087 
Online Shopping 
Experience 

-.143 .075 0.237 -
1.915 

.057 

Customer Review .236 .088 0.344 2.675 .008 
Social Factors .025 .044 0.317 2.566 .025 

The regression equation is as follows: Constant = 0.372 − 0.143 Online Shopping Experience + 0.236 
Consumer Reviews + 0.25 Social Factors 
Based on this equation, it can be explained as follows: 

1. Online Shopping Experience (X1), The t-value is -1.915, while the t-table value with degrees of 
freedom (df) n−k−1 = 100−3−1 = 96 is 2.035. Since t-value < t-table (-1.915 < 2.035), it can be 
concluded that Online Shopping Experience does not have a significant effect on Purchase Decision. 
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In addition, the significance value is 0.057 > 0.05, which means that Online Shopping Experience is 
not significant in influencing Purchase Decision. 

2.  Consumer Reviews (X2), The t-value is 2.675, while the t-table value with degrees of freedom 
n−k−1 = 100−3−1 = 96 is 2.035. Since t-value > t-table (2.675 > 2.035), it can be concluded that 
Consumer Reviews have a significant effect on Purchase Decision. Furthermore, the significance 
value is 0.008 < 0.05, indicating that Consumer Reviews significantly influence Purchase Decision. 

3. Social Factors (X3), The t-value is 2.566, while the t-table value with degrees of freedom n−k−1 = 
100−3−1 = 96 is 2.035. Since t-value > t-table (2.566 > 2.035), it can be concluded that Social 
Factors have a significant effect on Purchase Decision. In addition, the significance value is 0.025 < 
0.05, which means that Social Factors significantly influence Purchase Decision. 

Coefficient of Determination Test 
Table 4. Coefficient of Determination 

Model R R Square Adjusted R Square Std. Error of the Estimate 
1 .868 .723 .746 .26689 

Table 4, shows that the result of the coefficient of determination analysis indicates an Adjusted R Square 
value of 0.746 or 74.6%. This means that 74.6% of the variation in the dependent variable, Purchase 
Decision, can be explained by the independent variables, namely Online Shopping Experience (X1), 
Consumer Reviews (X2), and Social Factors (X3). 

Meanwhile, the remaining 25.4% is explained by other factors outside the model tested. This suggests that 
the model has a strong explanatory power, as a large proportion of the variability in Purchase Decision is 
accounted for by the included variables. Therefore, although the model is considered good, there are still 
other influencing factors not examined in this study that may also contribute to Purchase Decision. 

F Test 
Table 5. F Test 

 
Model  

Sum of  
Squares  

  
df  

   
Mean Square  

  
F  

  
Sig.  

1  Regression  .443   3  .221  4.889  .009b  
  Residual  6.659   97  .045    
  Total  7.102   96      

Table 5, shows that the analysis results indicate an F-value of 4.889 with a significance value of 0.009. 
With a sample size of 100 and three independent variables, the residual degrees of freedom are obtained 
accordingly. Since the F-value is greater than the F-table value, it can be concluded that the variables Online 
Shopping Experience, Consumer Reviews, and Social Factors simultaneously have a significant effect on 
Purchase Decision among Psychology students on Shopee. 

t-test 
Table 6. t-test 

Model Unstandardized 
Coefficients 

Std. 
Error 

Standardized 
Coefficients 

t Sig. 

(Constant) .372 .216  1.723 0.087 
Online Shopping 
Experience -.143 .075 0.237 

-
1.915 .057 

Customer Review .236 .088 0.344 2.675 .008 
Social Factors .025 .044 0.317 2.566 .025 
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The partial hypothesis testing based on the table can be explained as follows: 
1. Partially, Online Shopping Experience (X1) does not have a significant effect on Purchase Decision 

(Y). 
This is indicated by the t-value of -1.915, which is smaller than the t-table value of 1.976, and the 
significance value of 0.057 > 0.05. Therefore, Ha is rejected and Ho is accepted.  

2. Partially, Consumer Reviews (X2) have a significant effect on Purchase Decision (Y). 
This is indicated by the t-value of 2.675, which is greater than the t-table value of 1.976, and the 
significance value of 0.008 < 0.05. Therefore, Ha is accepted and Ho is rejected.  

3. Partially, Social Factors (X3) have a significant effect on Purchase Decision (Y). 
This is indicated by the t-value of 2.566, which is greater than the t-table value of 1.976, and the 
significance value of 0.025 < 0.05. Therefore, Ha is accepted and Ho is rejected.  

Discussion 

The Effect of Online Shopping Experience on Purchase Decision  

Based on the partial hypothesis test (t-test), the results show that the t-value is -1.915 < t-table 2.035, 
with a significance value of 0.057 > 0.05. This indicates that Online Shopping Experience does not have a 
significant effect on Purchase Decision. Therefore, the alternative hypothesis (Ha) is rejected, while the null 
hypothesis (H0) is accepted. These findings indicate that the online shopping experience of Psychology 
students on Shopee has not become a major factor in determining purchase decisions. In other words, 
although consumers have prior experience in online shopping, this does not necessarily influence their 
decision to make a purchase. According to (Salqaura & Nasib, 2026), consumer experience can influence 
purchasing behavior; however, its effect is not always dominant because purchase decisions are also 
affected by other factors such as social influences, psychological aspects, and external information. In 
addition, according to (Eryc et al., 2026)(Arizal et al., 2024)(Prakasiwi & Nuvriasari, 2024), past experience 
is not always the primary determinant when consumers place greater consideration on current information, 
such as product reviews or recommendations from others. Thus, in the context of this study, students tend 
to consider other factors more than their previous shopping experience, which explains why this variable 
does not have a significant effect on Purchase Decision (Thamrin et al., 2022). 

The Effect of Consumer Reviews on Purchase Decision  

Based on the partial hypothesis test (t-test), the results show that the t-value is 2.675 > t-table 2.035, with 
a significance value of 0.008 < 0.05. This means that Consumer Reviews have a significant effect on 
Purchase Decision. Therefore, the alternative hypothesis (Ha) is accepted, and the null hypothesis (H0) is 
rejected. These findings indicate that consumer reviews play an important role in influencing the purchase 
decisions of Psychology students on Shopee. The more positive and favorable the reviews provided by 
other consumers, the greater the likelihood that someone will make a purchase. 

According to (Chyan et al., 2023; Filieri, 2021) consumer reviews are a form of digital marketing 
communication that is highly influential because they are perceived as more honest and objective by 
potential buyers. In addition, (Peña-García et al., 2024)(Garner et al., 2022)(Huo et al., 2025), states that 
online customer reviews serve as a credible source of information that helps consumers reduce uncertainty 
before making online purchases. This is consistent with current consumer behavior, where individuals tend 
to seek references and information before making a purchase. Therefore, consumer reviews become a 
significant factor in influencing purchase decisions. 
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The Effect of Social Factors on Purchase Decision  

Based on the partial hypothesis test (t-test), the results show that the t-value is 2.566 > t-table 2.035, with 
a significance value of 0.025 < 0.05. This means that Social Factors have a significant effect on Purchase 
Decision. Therefore, the alternative hypothesis (Ha) is accepted, and the null hypothesis (H0) is rejected. 
These findings indicate that social factors such as the influence of friends, family, and the surrounding 
environment play an important role in determining students’ purchase decisions. Consumers tend to follow 
recommendations or habits from their social environment. Acording to (Durmaz & Gündüz, 2021)(Luqman 
A Arethusa & Taneo, 2024)(Li & Jaharuddin, 2021), social factors such as reference groups, family, as well 
as roles and social status can influence consumer behavior in making purchase decisions. In addition, 
(Tjiptono, 2023), states that individuals often adjust their consumption behavior to align with their social 
groups in order to be accepted within those environments. Thus, in this study, it can be concluded that 
Psychology students tend to be influenced by their social environment when making purchase decisions on 
Shopee (Manurung et al., 2025). 
 
5. Conclusion  

The purpose of this study is to examine how Psychology students’ purchase decisions on Shopee are 
influenced by their online shopping experience, consumer reviews, and social factors. A total of 101 
Psychology students were selected as the sample from 135 respondents in the study. Based on the data 
analysis, hypothesis testing, and discussion, the following conclusions can be drawn: 

1. Online Shopping Experience (X1) shows an insignificant effect on Purchase Decision (Y) based on the 
t-test. This can be seen from the calculated t-value of -1.915, which is smaller than the t-table value 
of 2.035, and the significance value of 0.057, which is greater than 0.05. Therefore, H0 is accepted 
and Ha is rejected.  

2. Consumer Reviews (X2) are proven to have a moderate but significant effect on Purchase Decision 
(Y) based on the t-test. This is indicated by the calculated t-value of 2.675, which is greater than the 
t-table value of 2.035, and the significance value of 0.008 < 0.05. Therefore, H0 is rejected and Ha is 
accepted.  

3. Social Factors (X3) have a significant effect on Purchase Decision (Y) based on the t-test. This is 
explained by the calculated t-value of 2.566, which is greater than the t-table value of 2.035, and the 
significance value of 0.025, which is less than 0.05. Therefore, H0 is rejected and Ha is accepted.  

4. Simultaneously, the F-test shows that Purchase Decision (Y) is influenced by Online Shopping 
Experience (X1), Consumer Reviews (X2), and Social Factors (X3). The calculated F-value (4.889) is 
greater than the F-table value, and the significance value of 0.009 < 0.05 indicates that Ha is accepted 
while H0 is rejected. 
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