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Abstract. Purchase decisions refer to consumer behavior toward the final pur-

chase decision. Several aspects influence purchase decisions, including direct 

marketing, price, and advertising. This research was conducted to examine the 

influence of direct marketing, price, and advertising on purchase decisions on 

Tokopedia in Society 5.0. The type of research used is quantitative descriptive 

research with primary data obtained by distributing questionnaires to the general 

public who are users of Tokopedia. The sample was used using a purposive sam-

pling technique. The survey involved 102 people who had made purchases on 

Tokopedia. Meanwhile, data analysis used multiple linear regression with SPSS 

25 application. The results of this study indicate that direct marketing, price, and 

advertising have a positive and significant simultaneous effect on purchase deci-

sions on Tokopedia in Society 5.0. While partially, the price variable does not 

significantly influence purchase decisions. However, direct marketing and adver-

tising variables have a positive and significant partial effect on Tokopedia's pur-

chase decisions. 

Keywords: Advertising, Direct Marketing, Price, Purchase Decisions, Tokope-

dia. 

1 Introduction 

The industrial sector's creation of the IoT, AI, and robotics significantly changes society 

[1]. These technologies enable humans to solve social problems and replace physical 

work [2]. This phenomenon creates an idea of humans and technology living together, 

potentially creating a more valuable life [3]. Based on this concept, Japan has designed 

the 5th Science and Technology Basic Plan, known as Society 5.0, to build a human-

centric society amidst economic development and provide solutions to problems, en-

suring a high quality of life [1]. E-commerce is an online channel accessible to individ-

uals and used by businesses to conduct business activities. It is also used by consumers 

to obtain information, starting with providing information to consumers to determine 

their choices [4]. According to ECDB, Indonesia is projected to have the highest e-

commerce growth rate in the world in 2024, at around 30.5%, nearly three times the  
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account for market behavior, per capita GDP, per capita consumer spending, internet 

penetration, and the country's population [5]. 

Tokopedia, an e-commerce, envisions creating an ecosystem where everyone can 

start and find anything, with a mission of digital economic equalization. In purchase 

decisions, it is necessary to consider factors that can influence them. Firstly, direct mar-

keting is a marketing method that utilizes one or more influential advertising media to 

elicit responses or transactions [6]. Secondly, price includes affordability, price ade-

quacy concerning product quality, benefits appropriateness, and competitiveness [7]. 

Thirdly, advertising, which encompasses objectives, conveyed messages, and media 

used [8]. 

Their study [9] demonstrated that direct marketing influences consumers' purchase 

decisions. Direct marketing is considered one of the marketing strategies crucial for 

attracting customers [10]. Meanwhile, [11] stated that price does not affect the purchase 

decision of iPhone on Fineapple.id. Generally, consumers choose products based on 

what they see and hear [12]. According to [13] and [14], advertising influences con-

sumers in making purchase decisions. This indicates that consumers in the current era 

are becoming more intelligent and have various preferences when determining pur-

chases. This study utilizes the same variables, namely purchase decisions. The differ-

ence between this study and previous research lies in the methodology, theories, and 

research objects. Research on purchase decisions is still limited, especially concerning 

e-commerce in Society 5.0. Therefore, this study examines the influence of direct mar-

keting, price, and advertising on purchase decisions in Society 5.0 through Tokopedia. 

2 Methods 

This study uses a descriptive quantitative method to determine the influence of direct 

marketing, price and advertising on purchase decisions through Tokopedia in Society 

5.0. The population consists of Tokopedia e-commerce users. The researcher used pur-

posive sampling to select respondents based on criteria such as having the Tokopedia 

app, purchasing products on Tokopedia, and having a fixed monthly income. Statistical 

analysis was used to test the hypotheses using multiple linear regression analysis to see 

if more than two independent variables influence and measure the strength of relation-

ships [15] with SPSS 25. The independent variables are direct marketing, price, and 

advertising, while the dependent variable is the purchase decision on Tokopedia. 

The primary data source for this research is data obtained through an online ques-

tionnaire distributed to Tokopedia users with a fixed monthly income. The question-

naire uses a Likert scale to measure individuals' attitudes, perceptions, and views to-

wards specific events. The Likert scale weights are: (1) Strongly Disagree, (2) Disagree, 

(3) Agree, (4) Strongly Agree. After collecting data, the researcher conducted several 

tests and concluded the hypothesis. 
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3 Results and Discussion 

In this study, the researcher distributed questionnaires to Tokopedia users, which 120 

people filled out. However, 18 respondents did not meet the research criteria, so the 

data used is 102. This data shows that the respondents consist of 36 males (35.29%) 

and 66 females (64.70%). Ninety-two respondents (90.19%) were aged 21-30 years, 72 

respondents (70.58%) had a bachelor's degree as their highest education level. 21 re-

spondents (20.58%) work as private employees, and 58 respondents (56.86%) have a 

monthly income of <Rp3.000.000. 

3.1 Classic Assumption Test 

Normality Test.  

The normality test uses a Probability Plot with the decision that the regression model 

is normally distributed if the plotted data (dots) depict the actual data following the 

diagonal line. 

 

Fig. 1. Normality test analysis results. 

Source: Data processed by researchers, 2024. 

Figure 1 shows that the points follow a diagonal line. Therefore, the residuals are nor-

mally distributed and suitable for analyzing the influence of the independent variables. 

Multicollinearity Test.  

The multicollinearity test is conducted by looking at the Tolerance and VIF values. 

If the Tolerance Value is >0.100 and VIF <10.00, then there are no symptoms of mul-

ticollinearity. 
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Table 1 shows that the Tolerance values are >0.100 and the VIF values are <10.00 

for each independent variable. Direct Marketing has a Tolerance value of 0.553 and a 

VIF value of 1.089, Price has a Tolerance value of 0.610 and a VIF value of 1.641, and 

Advertising has a Tolerance value of 0.628 and a VIF value of 1.594. Therefore, it can 

be stated that there are no multicollinearity issues among the independent variables. 

Table 1. Multicollinearity test analysis result. 

Coefficientsa 

Standardized 

Coefficients 
Collinearity Statistics 

Unstandardized 

Coefficients 
Model 

B 
Std.  

Error 
Beta 

t Sig. 

Tolerance VIF 

1 (Constant) .517 2.975  .174 .862   

Direct  

Marketing 

.276 .108 .209 2.546 .012 .553 1.809 

Price .085 .091 .074 .943 .348 .610 1.641 

Advertising .596 .075 .614 7.992 .000 .628 1.594 

a. Dependent Variable: Purchase Decision 

Source: Data processed by researchers, 2024. 

Autocorrelation Test (Durbin-Watson).  

The autocorrelation test is conducted using the Durbin-Watson test. It is known that 

the significance level (α) is 0.05, and the formula for finding DL and DU (α /2; n-k-1), 

DL and DU (0.05/2; 102-3-1), DL and DU (0.025; 98), then the value of DL = 1.6174 

and DU = 1.7383. 

Table 2. Autocorrelation. 

Model Summaryb 

Model R 

R 

Square 

Adjusted 

R Square 

Std. Error of 

the Estimate 

Durbin-

Watson 

1 .798a .637 .626 3.18260 2.229 

a. Predi

b. Dep

ctors: (C

endent V

onstant), 

ariable: Pu

Advertising, P

rchase Decisi

rice, Direct Mar

on 

keting 

Source: Data processed by researchers, 2024. 

Table 2 shows that the Durbin-Watson value is 2.229. Meanwhile 4-DL = 2.3826 

and 4-DU = 2.2617. So that DU<D<4-DU 1.7383 < 2.229 < 2.2617, then there is no 

autocorrelation. 

Heteroscedasticity Test.  

The heteroscedasticity test is conducted using a Scatterplot. If there is no clear pat-

tern, such as wavy, widening, or narrowing in the scatterplot, there are scattered dots 

around the zero value on the Purchase Decision-axis. If this is observed, it indicates 

that there is no heteroscedasticity. 
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Fig. 2. Heteroscedasticity test analysis result. 

Source: Data processed by researchers, 2024. 

Figure 2 shows that the data points are spread between the number 0 and do not form 

a regular pattern, so the regression model used does not show symptoms of heterosce-

dasticity. 

3.2 Hypothesis Testing 

Coefficient of Determination (R Square).  

The coefficient of determination test is conducted by looking at the R Square value. 

Table 3. Coefficient of determination test analysis result. 

Model Summaryb 

Model R R Square Adjusted R Square 

Std. Error of 

the Estimate Durbin-Watson 

1 .798a .637 .626 3.18260 2.229

a. Predi

b. Depe

ctors: 

ndent 

(Constant), A

Variable: Pur

dvertising, Price, D

chase Decision 

irect Marketing 

Source: Data processed by researchers, 2024. 

Table 3 shows that the R Square value is 0.637, which means that Direct Marketing, 

Price, and Advertising contribute a simultaneous influence of 63.7% to the Purchase 

Decision and the remaining 36.3% influenced by other variables outside this research. 

Simultaneous Significance Test (F Test).  

The simultaneous significance test is conducted by looking at the Anova table. If the 

significance value is <0.05, then the independent variable has a significant effect sim-

ultaneously on the dependent variable. 
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Table 4. Simultaneous significance test analysis result. 

ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1740.042 3 580.014 57.263 .000b 

Residual 992.634 98 10.129   

Total 2732.676 101    

a. Depende

b. Predictor

nt Variable: Purchas

s: (Constant), Adver

e Decis

tising, 

ion 

Price, Direct Marketing 

Source: Data processed by researchers, 2024. 

Table 4 shows that if the Signification value is 0.000, Direct Marketing, Price, and 

Advertising simultaneously have a significant effect on Purchase Decision. 

Partial Significance Test (T-Test).  

The partial significance test is conducted by looking at the Coefficients table. If the 

value of t-count > t-table and the significance value is <0.05, then the independent var-

iable has a partially significant effect on the dependent variable. It is known that the 

significance level (α) is 0.05, and the Ttable formula is as follows (α /2; n-k-1), t-table 

= (0.05/2; 102-3-1), Ttable = (0.025; 98), then the t-table value is 1.984. 

Table 5. Partial significance test analysis result. 

Coefficientsa 

Standardized 

Coefficients 
Collinearity Statistics 

Unstandardized 

Coefficients 
Model 

B 
Std. Er-

ror 
Beta 

t Sig. 

Tolerance VIF 

1 (Constant) .517 2.975  .174 .862   

Direct Marketing .276 .108 .209 2.546 .012 .553 1.809

Price .085 .091 .074 .943 .348 .610 1.641

Advertising .596 .075 .614 7.992 .000 .628 1.594

a. Dependent Variable: Purchase Decision 

Source: Data processed by researchers, 2024. 

Table 5 shows that: 

• Direct Marketing has a t-count of 2.546 and a significance value of 0.012, so Direct 

Marketing has a partially positive and significant effect on Purchase Decision. 

• Price has a t-count of 0.943 and a significance value of 0.348, so Price does not have 

a partially significant effect on Purchase Decision. 

• Advertising has a t-count of 7.992 and a significance value of 0.000, so Advertising 

has a partially positive and significant effect on Purchase Decision. 

Based on the testing and analysis, direct marketing, price, and advertising simulta-

neously influence Tokopedia's purchasing decisions. Direct marketing has a significant 

positive effect on purchase decisions. The marketing conducted can attract the attention 

of Tokopedia visitors and be easy to understand. These results align with the research 
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findings of [16-19]. Tokopedia conducts marketing using digital technology that can 

access and interact with consumers without distance and time limitations so that con-

sumers can compare available products and do not have to make direct physical contact 

to obtain product information. 

Furthermore, price does not influence consumers' purchasing decisions on Tokope-

dia. This finding is contrary to the research results of [20-24] but in line with the find-

ings of  [25-30]. Price is no longer the main focus of purchasing decisions because 

consumers have planned their finances well before purchasing. Consumers can pur-

chase products so that they feel comfortable with their current financial condition and 

are not worried about shopping impulsively. In contrast, the shop is live streaming or 

claiming discounts and free shipping vouchers for cheaper prices. 

The advertising conducted by Tokopedia significantly influences purchasing deci-

sions. This is consistent with research by [31-38]. Tokopedia has a unique way of de-

livering its advertisements by sharing personalized messages to its users regularly, 

which can stimulate the desire to purchase products. The information provided by To-

kopedia is continually updated according to the conditions in Society 5.0, and attractive 

advertisements are displayed through various platforms ranging from social media to 

banners. Moreover, Tokopedia has memorable ringtones. The final results of this study 

indicate that direct marketing and advertising can influence consumers in making pur-

chase decisions through Tokopedia, while price does not have a significant influence. 

This occurs because of increasingly advanced technology that is easy for people to use 

to find solutions to social problems. Because Society 5.0 promises convenience in meet-

ing life's needs.  

4 Conclusions 

Based on the analysis and discussion, the findings indicate that direct marketing and 

advertising significantly and positively impact purchase decisions, both individually 

and collectively. However, price does not considerably influence purchasing behavior, 

suggesting that consumers prioritize other factors over cost. Tokopedia's digital mar-

keting strategies effectively engage consumers, and its advertising approach plays a 

crucial role in influencing purchasing decisions. These results highlight how technol-

ogy and innovative marketing approaches align with the principles of Society 5.0, 

where digital advancements facilitate seamless decision-making. 
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