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Electronic Word of Mouth (X1) and Product Quality (X2)
on Purchasing Decisions (Y) at Triplefstore through the
Shopee Marketplace in Ciledug, Tangerang. This study
used a quantitative associative method involving 98
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from a population of 3,912 Triplefstore consumers in 2025.
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SPSS version 25. The results show that Electronic Word of
Mouth has a positive and significant effect on Purchasing
Decisions, with t-count of 16.353 > t-table of 1.985 and
significance of 0.000 < 0.05, with a coefficient of
determination of 73.6%. Product Quality also has a
positive and significant effect on Purchasing Decisions,
with t-count of 15.404 > t-table of 1.985 and significance
of 0.000 < 0.05, with a coefficient of determination of
71.2%. Simultaneously, Electronic Word of Mouth and
Product Quality have a positive and significant effect on
Purchasing Decisions, with F-count of 212.511 > F-table
of 3.09 and significance of 0.000 < 0.05, with a coefficient
of determination of 81.7%.
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1.1 Background

Nowadays, competition in the business world is getting tougher. Business actors must
be able to observe the competition in their business environment, where each businessman must
be able to optimize the opportunities of their economic and human resources to increase the
competitiveness of their products in the market, and be able to implement a series of effective
and efficient marketing strategies while being able to develop these marketing strategies
continuously and sustainably. One way to do this is through technological marketing activities
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that bring change where almost all processes are carried out digitally, namely the internet. One
of the advantages of using internet technology is the ability to connect people around the world,
especially the ability to be a medium that makes business easier for entrepreneurs to conduct
online transactions (Nurdianita, 2019). It is a process carried out by companies to create added
value for consumers and can build strong and good relationships with consumers so that the
company can achieve its goal of capturing value from customers in return.

Table 1.1
Store Sales DataTriplefstore on Shopee Marketplace
2023 — 2025

Sale

- Percentage of
Year 'I'(%rcgs?t Re?::',iz;'on achieven?ent Information

(%)

2023 5000 4,726 94% Not achieved
2024 6000 6,420 107% Achieved
2025 8000 4,084 51% Not achieved

Source: Triplefstore, 2026 (processed)

Based on the table data above, consumer sales data for 3 years (2023-2025) experienced
fluctuating developments. Each year, management sets a sales target with the hope of achieving
100%, but from the data above, in 2023, sales experienced an increase again to 94%. In 2024,
sales were able to increase significantly to 107% and in 2025, sales experienced a decline to
51%. Seeing the fluctuating sales data conditions, therefore, the company strives to continue to
innovate to be able to meet the needs and attract consumers so that the company can survive in
the tight competition (Hertina & Wulandari, 2022). This is to prevent another decline in sales
data in the following year.

Table 1.2
Data on the Number of Triplefstore Consumers on the Shopee Marketplace
Over the Last 3 Years in 2023-2025

Year Number of consumers
2023 4,492 consumers
2024 5,208 consumers
2025 3,912 consumers

Source: Triplefstore, 2026 (processed)

Based on the table above, data on the number of consumers over the past three years,
from 2023 to 2025, indicates that sales have fluctuated. Each year, they experience ups and
downs. To survive and continue to grow, business managers are required to improve e-word of
mouth and product quality to satisfy customers and face competition.

LITERATURE REVIEW
Management
1. Definition of Management

Management is the process of planning, organizing, directing, and controlling human
resources and other resources to achieve organizational goals effectively and efficiently.
According to Hasibuan (2020), management is the effort to achieve specific goals through the
use of resources in a planned and organized manner. This definition demonstrates that
management is not only concerned with management but also with achieving optimal results.
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Marketing Management
1. Definition of Marketing Management

According to Kotler and Keller (2022), marketing management is considered the art and
science of attracting, retaining and increasing customers by defining target markets and creating
superior customer value.

Marketing
1. Definition of Marketing

According to Sudarsono (2020:2), "Marketing is a managerial process that enables
individuals or groups to obtain what they want by creating, offering, and exchanging valuable
products with other parties or all activities related to the delivery of products or services from
producers to consumers."
2.1.4 Digital Marketing
1. Understanding Digital Marketing

Digital Marketing or digital marketing is a form of business to promote or market a
brand or brand using digital media (Ardani, 2022).

RESEARCH METHODS
Types of Research

This type of research is quantitative research, because the data that is the object of this
research is quantitative data in the form of numbers generated from a Likert scale (Sugiyono,
2021:13).

Sugiyono (2021:18)states that the quantitative research method is a research approach
based on the philosophy of positivism, used to investigate certain populations or samples, with
data collection using research instruments, quantitative or statistical data analysis, and aims to
test predetermined hypotheses.

The method applied in this research is the associative method. According to Sugiyono
(2021), associative research aims to understand the relationship or impact between two or more
variables. In this study, the associative research method was applied to examine the impact of
Electronic Word of Mouth (X1) and Product Quality (X2) on Purchasing Decisions (Y) of
Triplefstore products through the Shopee Marketplace platform.

Population and Sample
3.4.1 Population

According to Sugiyono (2021:148), a population is a generalized area consisting of
objects with a certain quantity and characteristics determined by the researcher to be studied
and then conclusions drawn. From the definition above, it can be concluded that a population
is the totality of the characteristics or traits of subjects or objects that can be sampled. In this
study, the population was 3,912 Triplefstore consumers in 2025.
3.4.2 Sample

According to Sugiyono (2021:149), a sample is a portion of the population and its
characteristics. Samples are used as representatives of the population, thus providing an
overview of the characteristics of the population being studied. Furthermore, Sena Wahyu et al.
(2020:10) state that a sample is a portion of the population selected using a specific sampling
technique to represent the characteristics of the entire population.

Sampling in this study used a probability sampling technique with the simple random
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sampling method. According to Sugiyono (2021), simple random sampling is a random
sampling technique in which every member of the population has an equal chance of being
selected as a respondent, regardless of their strata. This technique was chosen because all
members of the population are assumed to have relatively similar characteristics and have an
equal chance of being included in the research sample.

RESEARCH RESULTS AND DISCUSSION
Instrument Testing
1. Validity Test

In this study, the validity level of each statement item in the questionnaire was tested
using the Pearson Product Moment correlation formula with the help of SPSS Version 25. The
test was carried out by comparing the valuesrysyng™> Trapeat a significance level of 5%. A
statement item is declared valid if it meets the requirementsry;ryyg> Ttaper. Based on the
number of research samples of 98 respondents, the degree of freedom is determined using the
formula(df) = (N — 2) = 98 — 2 = 96.So that the value is obtained r;,;;as big as0.1986
2. Reliability Test

Reliability testing aims to determine the reliability of a research instrument in
measuring a variable. A reliable instrument will produce consistent data when used in repeated
measurements under relatively similar conditions. In this study, reliability testing was
conducted using the Cronbach's Alpha method with the help of SPSS Statistics version 25. A
research instrument can be said to be reliable if the Cronbach's Alpha value is > 0.60at 5%
significance.

Classical Assumption Test

1. Normality Test

a. Results based on histogram

This test is said to be normal if the curve forms a mountain (peak).
Figure 4.1Histogram Normality Test

Mistogram
Depeandant Vanabis Y

Frequnty

Megression Standardiced Mesidusl
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b. Results based on the Kolmogorov Smirnov test
Table 4.1
Normality Test Results
One-Sample Kolmogorov-Smirnov Test

Unstandardized Residual

N 98
Normal Parametersa,b Mean .0000000
Standard Deviation 1.71946509

Most Extreme Differences | Absolute .076
Positive .076

Negative -.061

Test Statistics .076
Asymp. Sig. (2-tailed) .183c

a. Test distribution is Normal.
b. Calculated from data.
c. Lilliefors Significance Correction.

Source: SPSS Data Processing Results version 25
This test can be considered normal if the data is > 0.05. The test results obtained a
significance level of 0.183 > 0.05, indicating that the research data is normally distributed.
2. Multilinearity Test
Table 4.2
Multicollinearity Test Results
Coefficientsa

Unstandardized Coefficients Standardized
Coefficients
Collinearity
Statistics
Std. T Sig.
Error
Model B Beta Tolerance |VIF
1/(Constant) 1,997| 1,568 1,273 (206
Electronic Word of 542 .073 .5117,402.000 404\ 2,477
Mouth
Product Quality 331 .051 .44916,509 .000 404 2,477

a. Dependent Variable: Purchase Decision
Source: SPSS Data Processing Results version 25.
Based on the test results, it is known that the Electronic Word of Mouth and Product
Quiality variables have a Tolerance value of 0.404 > 0.10 and a VIF value of 2.477 < 10.
These values have met the test criteria so it can be concluded that the regression model does
not experience symptoms of multicollinearity.
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3. Heteroscedasticity Test
Table 4.3
Heteroscedasticity Test

Coefficientsa
Model Unstandardized Standardized T | Sig.
Coefficients Coefficients
B Std. Error Beta
1 (Constant) 2,552 .980 2,603 011
Electronic -.029 .046 -.102 -.639 |.524
Word of
Mouth
Product Quality -.006 .032 -.031 -.194 |.847
a. Dependent Variable: Abs_Res

Source: SPSS Data Processing Results version 25

Based on the table above, it is known that all independent variables show insignificant
results, because the significance value of the Electronic Word of Mouth and Product Quality
variables is greater than 0.05, so it can be concluded that all independent variables do not
experience heteroscedasticity in the error variance.
4. Autocorrelation Test

Table 4.4
Autocorrelation Test Results
Model Summary

Model | R R Adjusted R Standard Error of the Durbin-
Square Square Estimate Watson
1 |904a] .817 813 1,737 1,843

a. Predictors: (Constant), Product Quality, Electronic word of mouth
b. Dependent Variable: Purchase Decision

Source:SPSS Data Processing Results version 25

Based on the table above, the autocorrelation test using the Durbin Watson test can be
seen that the Durbin Watson value is 1.843, then the Durbin Watson table value is at 5%
significance with the formula (k:n). The number of independent variables is 2 or "k™ = 2, while
the number of samples or "N" = 98, then (k:n) = (2:98), this number is then seen in the
distribution of the Durbin Watson table value. Then the dL value is 1.6296 and dU is 1.7128.
The Durbin-Watson value (d) of 1.843 is greater than the limit (dU) which is 1.7128 and less
than (4-du) 4 - 1.7128 = 2.2872, so as the basis for decision making in the Durbin Watson test
above, it can be concluded that there are no symptoms of autocorrelation.

Hypothesis Testing
1. Partial Hypothesis Test
Table 4.5
Partial T-Test Results of X1 against Y

Coefficientsa
Model Unstandardized Standardized T Sig.
Coefficients Coefficients
B Std. Error Beta
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1 |(Constant) 3,386 1,858 1,822 072
Electronic 911 .056 (858 16,353 .000
Word of
Mouth

a. Dependent Variable: purchasing decision

Source: SPSS Data Processing Results version 25

Based on the table, it can be seen that the t-count value is 16.353 > t-table 1.985 with
a significance of 0.000 < 0.05, so HO1 is rejected and Hal is accepted, indicating that Electronic
Word of Mouth has a positive and significant effect on purchasing decisions at the Triplefstore
Store.

Based on the table, it can be seen that the t-value is 15.404 > t-table 1.985 with a
significance of 0.000 < 0.05, so HO1 is rejected and Hal is accepted, indicating that Product
Quality has a positive and significant effect on purchasing decisions at the Triplefstore Store.

The F-test is used to determine whether all independent variables included in the model
have a joint effect on the dependent variable. This test also uses a significance level of 5% or

0.05, with the following criteria for accepting and rejecting the hypothesis:

a. If the research significance is > 0.05 then HO is accepted and Ha is rejected so it can be
concluded that simultaneously the independent variables do not have a significant effect
on the dependent variable.

b. If the research significance is <0.05 then HO is rejected and Ha is accepted so that it
can be concluded that simultaneously the independent variables have a significant effect
on the dependent variable.

Table 4.6
Simultaneous F-Test Results
ANOVA
Model Sum of Df |Mean Square F Sig.
Squares
1 |Regression 1283,061 2 641,530 212,511 .000b

Residual 286,786 | 95 3,019

Total 1569,847 | 97
a. Dependent Variable: purchasing decision
b. Predictors: (Constant), Product Quality, Electronic Word of Mouth

Source: SPSS Data Processing Results version 25

Based on the table, the F count value is 212.511 > F table 3.09 with a significance
level of 0.000 < 0.05, so HO3 is rejected and Ha3 is accepted, meaning that simultaneously
Electronic Word of Mouth and Product Quality have a positive and significant effect on
purchasing decisions at the Triplefstore Store.

Discussion of Research Results

Based on the statistical test results, it appears that the independent variables partially
and simultaneously influence the dependent variable. The influence of both variables is positive
and significant. In other words, electronic word of mouth and product quality will increase
purchasing decisions at Triplefstore, both partially and simultaneously. This is in accordance
with the proposed hypothesis and the results of previous research. The influence of these
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variables will be explained as follows:
4.3.1 The Influence of Electronic Word of Mouth (X1) on Purchasing Decisions (YY)

Based on the test results, the regression equation value Y = 3.386 + 0.911 X1 was
obtained, the correlation coefficient value was 0.858 meaning that the two variables have
a strong relationship. The determination value or contribution of its influence was 0.736,
so it can be concluded that the Electronic Word Of Mouth variable influences the
purchasing decision variable by 73.6% while the remaining (100-73.6%) = 26.4% is
influenced by other factors. The hypothesis test obtained a value that the t count value
was 16.353> t table 1.985 with a significance of 0.000 <0.05, so HO1 was rejected and
Hal was accepted, indicating that Electronic Word Of Mouth has a positive and
significant effect on purchasing decisions at the Triplefstore Store. Where this is in
accordance with the research Salwa Alisha Zahra & Adi Martono (2025) Electronic Word
of Mouth has a positive and significant effect on purchasing decisions. Furthermore,
according to Muhammad Rasyid, Nur Ainun, and Yusriadi (2026), Electronic Word of
Mouth (E-WOM) has a positive and significant effect on purchasing decisions.

4.3.2 The Influence of Product Quality (X2) on Purchasing Decisions (Y)

Based on the test results, the regression equation value Y = 8.036 + 0.622 X1 was
obtained, the correlation coefficient value was 0.844, meaning that the two variables have
a strong relationship. The determination value or contribution of its influence was 0.712,
so it can be concluded that the product quality variable influences the purchasing decision
variable by 71.2% while the remaining (100-71.2%) = 28.8% is influenced by other
factors. The hypothesis test obtained a t-count value of 15.404> t-table 1.985 with a
significance of 0.000 <0.05, so HO1 was rejected and Hal was accepted, indicating that
Product Quality has a positive and significant effect on purchasing decisions at the
Triplefstore Store. Where this is in accordance with the research of Aldila Rahma Putri
(2024). which states that Product quality has been proven to have a significant effect on
purchasing decisions. And According to research Nadia Rini Handayani & Ratna Komala
Dewi (2025) stated that product quality has a positive and significant influence on
purchasing decisions.

4.3.3 The Influence of Electronic Word of Mouth (X1) and Product Quality (X2) on

Purchasing Decisions (Y)

Based on the test results, the regression equation value Y = 1.997 + 0.542 (X1) +
0.331 (X2) is obtained, the correlation coefficient value is 0.904 where the value is in the
interval table 0.80 - 1.000, meaning that the two variables have a very strong level of
relationship. The determination value or contribution of its influence is 0.817, so it can
be concluded that the Electronic Word Of Mouth variable influences the purchasing
decision variable by 81.7% while the remaining (100-81.7%) = 18.3% is influenced by
other factors. The hypothesis test obtained a calculated F value of 212.511> F table 3.09
with a significance level of 0.000 <0.05, so HO3 is rejected and Ha3 is accepted, meaning
that simultaneously product quality and price have a positive and significant effect on
purchasing decisions at the Triplefstore Store. Where this is in accordance with the
research of Dedek Kurniawan Gultom, Qahfi Romula Siregar, (2026). The results of this
study indicate that electronic word of mouth has a positive and significant effect on
purchasing decisions, and product quality has a positive and significant effect on
purchasing decisions. Furthermore, according to Rizky Amalia Amin, Ugy Soebiantoro,
and Virginia Mandasari (2025), their research concluded that electronic word of mouth
has a positive and significant effect on purchasing decisions. Product quality also has a
positive and significant effect on purchasing decisions.
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CONCLUSION
5.1 Conclusion

Based on the results of research at the Triplefstore Store through the Shopee

Marketplace in Ciledug Tangerang, the following conclusions can be drawn:

1.

There is a partial and significant influence of Electronic Word of Mouth on Purchasing
Decisions at the Triplefstore Store through the Shopee Marketplace in Ciledug
Tangerang. This can be proven from the simple linear regression equation Y = 3.386 +
0.911X1. The correlation coefficient value is 0.858 which indicates a very strong
relationship. The determination coefficient value is 73.6% and the t-count value is
16.353 > t-table 1.985 with a significance value of 0.000 < 0.05.

There is a partial and significant influence of Product Quality on Purchasing Decisions
at the Triplefstore Store through the Shopee Marketplace in Ciledug Tangerang. This
can be proven from the simple linear regression equation Y = 8.036 + 0.622X2. The
correlation coefficient value is 0.844 which indicates a very strong relationship. The
determination coefficient value is 71.2% and the t-count value is 15.404> t-table 1.985
with a significance value of 0.000 <0.05.

There is a simultaneous and significant influence of Electronic Word Of Mouth and
Product Quality on Purchasing Decisions at the Triplefstore Store through the Shopee
Marketplace in Ciledug Tangerang. This can be proven from the multiple linear
regression equation Y = 1.997 + 0.542 (X1) + 0.331 (X2). The correlation coefficient
value is 0.904 which indicates a very strong relationship. The determination coefficient
value is 81.7% and the calculated F value is 212.511 > F table 3.09 with a significance
value of 0.000 < 0.05.

5.2 Research Limitations

1.

3.

4.

This study recognizes that there are still several limitations, including the following:
The factors that influence purchasing decisions in this study only consist of the variables
Electronic Word Of Mouth and Product Quality, while there are still many other factors
that can influence purchasing decisions such as price, promotion, service quality, brand
image, and consumer trust.

The research was only conducted on consumers of the Triplefstore Store through the
Shopee Marketplace in Ciledug Tangerang so that the research results cannot
necessarily be applied to other research objects.

The number of respondents in this study was 98 respondents, so it is possible that it does
not fully describe all the characteristics of Triplefstore consumers.

The research data was obtained through distributing questionnaires so that respondents'
answers were highly dependent on the perception and honesty of each respondent.

5.3 Suggestions

Based on the research results obtained, the suggestions that can be given are as follows:
Based on the research results obtained, the suggestions that can be given are as follows:
Based on the questionnaire results on the Electronic Word Of Mouth variable, Indicator
X1.6 question | hesitate to buy triplefstore products if | find many negative reviews
obtained the lowest score of 3.93 Triplefstore is advised to improve this aspect by
encouraging customers to provide more informative reviews through the Shopee
Marketplace, for example by providing appreciation or vouchers after customers
provide reviews. Electronic Word Of Mouth is expected to improve and can increase
purchasing decisions.
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2. Based on the results of the questionnaire on the Product Quality variable, Indicator X2.3
question I think the product features in the triplefstore store are quite complete obtained
the lowest value of 4.01 Triplefstore is advised to further improve product quality, such
as maintaining material consistency, stitching quality, and product conformity with the
description displayed so that consumer satisfaction and purchasing decisions increase.

3. Based on the results of the questionnaire on the Purchasing Decision variable, there are
three indicators with low values Y.2 question I believe triplefstore products are in
accordance with my expectations, Y.3 question | often buy triplefstore products online
through shopee, Y.5 question | buy triplefstore products because of suggestions from
friends or family obtained the lowest value of 4.11 Triplefstore is advised to increase
product variations, increase stock availability, and provide more complete product
information so that consumers are more confident in making purchases and repeat
purchases.

4. Future researchers are advised to add other variables suspected of influencing
purchasing decisions, such as price, promotion, service quality, brand image, or
consumer trust, to produce more comprehensive research. Furthermore, future
researchers could further examine strategies for increasing electronic word of mouth,
product quality, and factors that can increase consumer confidence and encourage repeat
purchases.
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