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Abstract: This study aims to understand the impact of discount promotions on consumer purchasing
decisions on the Shopee platform. In today's digital era, e-commerce has brought major changes in
people's shopping patterns, where discounts are one of the most attention-grabbing strategies. Through
a quantitative approach, data was collected from 100 students of Trunojoyo University Madura who
are active users of Shopee. The results showed that discounts have a real influence on purchasing
decisions. Discounts are not only able to attract consumers' attention, but also encourage them to make
purchases immediately and build loyalty to the platform. This finding reinforces that discount promo-
tion is still one of the effective marketing strategies in the face of fierce competition in the e-commerce

industry.
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1. Introduction

Developments in information and communication technology have had a significant im-
pact on consumer behavior, especially in the way they shop (Singh et al., 2024). E-commerce,
as one of the results of this progress, has become the main choice for many consumers around
the world, including in Indonesia. Consumers are often faced with a variety of very attractive
discount promotional offers from various e-commerce platforms (Li & Chen, 2024). Shopee,
which is one of the leading e-commerce platforms in the country, offers a variety of products
at competitive prices and various marketing strategies to attract consumers' attention. Among
these strategies, discounts are a key element that is often used. This situation creates intense
competition, encouraging consumers to pay more attention to price and value aspects when
making purchasing decisions, which in turn affects their shopping patterns.

The importance of this phenomenon lies in its impact on consumer behavior and busi-
ness strategies. In an environment filled with discount promotional offers, consumers have
become more discerning and selective in choosing products (Ghose & Lowengart, 2013).
They are not only looking for the best quality goods, but also those that offer the best value
for their money. For business actors, understanding the influence of discount promotions on
consumer purchasing decisions is crucial to designing effective marketing strategies (Rijal et
al., 2024). By knowing how consumers react to these offers, companies can optimize their
campaigns. This can increase customer loyalty, and ultimately, increase sales. In addition, this
phenomenon also reflects changes in consumer behavior that are increasingly influenced by
technology and easily accessible information. Therefore, analyzing the influence of discount
promotions is not only relevant to understanding current market dynamics but also to for-
mulating long-term strategies that can adapt to changing consumer trends and preferences
(Kartomo, 2024).

To overcome the impact of discount promotions on consumer purchasing decisions,
business actors and other stakeholders need to take a seties of comprehensive and planned
strategic steps (Dickson, 2025). One strategy that can be done is to conduct in-depth market
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segmentation (Shekhawat et al., 2020). Business actors must conduct a more in-depth analysis
of the market to understand consumer characteristics, preferences, and behavior (Shekhawat
et al., 2020). By identifying specific market segments, companies can design more relevant
and attractive offerings, so that they can meet the unique needs of each consumer group
(Camilleri, 2018). For example, by understanding demographics, psychographics, and shop-
ping behavior, companies can adjust the products and promotions offered (Lin, 2002). In
addition, companies need to evaluate the effectiveness of the discount promotion strategy
implemented (Nilsagard et al., 2025). By collecting feedback from consumers and analyzing
the results obtained, companies can make the necessary adjustments to improve their ap-
proach (Nilsagdrd et al., 2025). This process not only helps in identifying what is working and
what is not, but also enables companies to remain relevant and responsive to changing con-
sumer needs and preferences.

2. Preliminaries or Related Work or Literature Review
2.1. Promotion

Sales promotion is a key component of a marketing strategy that involves various in-
centive tools, usually designed for the short term, aimed at encouraging consumers or mer-
chants to purchase products and services in larger quantities or more quickly (Schmidt &
Reda, 2017). Companies implement sales promotion strategies to accelerate the distribution
of products to consumers, using methods that have been systematically designed in advance.
A number of promotional strategies implemented by e-commerce Shopee, such as free ship-
ping promos and big discounts, have been proven to have a significant partial influence on
purchasing decisions (Hidayat & Riofita, 2024)

2.2 Discounts

Discount is a strategy by giving a price cut from a predetermined price in order to
increase sales of a product or service, discounts that are often given are usually quantity dis-
counts and cash discounts (Pereira & Costa, 2015). Discounts are price cuts given by sellers
to buyers as a reward for certain activities from buyers that are pleasing to the seller. (Brawi-
jaya et al., 2018). Promotions and discounts are one of the most common marketing methods
used by companies to attract consumer attention and increase sales figures. Nowadays, com-
panies are required to innovate in their marketing strategies. Price discount promotions are
often the main choice because they can provide direct incentives for consumers to make
purchases. According to (Kotler & Keller, 2016), discount promotions not only function to
increase sales volume, but can also influence how consumers view the value of the products
offered. Research by (Putra et al., 2016) also shows that e-commerce platforms that offer
attractive discounts can increase consumer purchasing interest and loyalty. This shows that
promotions and discounts have significant potential in influencing people's purchasing deci-
sions.

2.3 Purchasing Decision

Consumer purchasing decisions are a series of processes that individuals or groups go
through when choosing, buying, using, and evaluating products or services (Hosaini et al.,
2020). The putchasing decision-making process is complex and influenced by vatious factors,
such as price, product quality, and marketing strategies implemented. Research by (Aaker &
Moorman, 2013) revealed that consumers tend to be mote responsive to discount offers,
especially when they feel they are getting more value from the product they are buying. Dis-
counts can create a sense of urgency and encourage consumers to make immediate purchasing
decisions, thereby increasing the likelihood of a transaction. Therefore, it is important to an-
alyze the effectiveness of discount promotions so that companies can make optimal use of
this strategy.
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3. Proposed Method

In this section, you need to desctibe the proposed method step by step. Explanations
accompanied by equations and flow diagrams as illustrations will make it easier for readers to
understand your research.

This study uses a quantitative method that aims to desctibe and explain a problem with
results that can be generalized. So it does not focus too much on the depth of information or
analysis (Kriyantono, 2022). In data collection, this study uses a survey technique through a
questionnaire. The independent variable in this study is the discount (X), while the purchasing
decision (Y) acts as the dependent variable. The research subjects consisted of students of
Trunojoyo University, Madura.

This study is explanatory in nature and aims to test the causal relationship between var-
iables. Researchers will conduct statistical tests to determine whether or not there is an influ-
ence between these variables. There are two types of data used in this study, namely primary
and secondary data. Primary data is obtained directly from the main source, in this case
through a questionnaire filled out by respondents. Meanwhile, secondary data comes from
supporting literature such as scientific journals, articles and theses. Researchers need to make
a selection in choosing secondary data so that it is relevant to the research objectives.

Vatiable measurements wete carried out using a Likert scale to assess respondents' opin-
ions and perceptions. The variables Discount (X) and Purchase Decision (Y) are measured
through questions that respondents must choose with the options: Strongly Agree (5), Agree
(4), Neutral (3), Disagree (2) and Strongly Disagree (1).

The research population included male and female students at Trunojoyo University,
Madura, Management study program, Class of 2023, aged 18 to 25 years who are users of the
Shopee platform and have made purchases more than three times. The sampling technique
used purposive sampling where respondents were selected based on certain criteria. The re-
search sample consisted of 100 respondents selected by distributing digital questionnaires
(Google Form) to Management Students who use the Shopee e-commerce platform and then
analyzed using Microsoft Excel. To analyze the effect of discounts on consumer purchasing
decisions, this study uses regression and correlation analysis.

4. Results and Discussion

4.1 Results

Regression Analysis
This study uses simple linear regression analysis to measure the extent to which the in-
dependent variable (discount) influences the dependent variable (consumer purchasing deci-

sions).
Table 1. Simple Regression Analysis Results
Cocfficients Standard Error t Stat
Constant 2.021809793 0.487511434 4.14720487
Discount 0.770892314 0.058431763 13.1930354

Based on table 1, the following regression equation can be obtained:
Y =2.021 + 0.770 X

From this equation it can be concluded that:
1. Constant (a) = 2.021 shows the basic value of the purchasing decision when the discount
variable is zero. This means that without the influence of discounts, the average consumer
purchasing decision (Y) is at 2.021.
2. The regression coefficient of the discount variable (X) = 0.770 indicates that for every
increase in the variable X, consumer purchasing decisions (Y) will increase by 77%. Con-
versely, if the discount decreases, consumer purchasing decisions will decrease. A positive
coefficient value proves that there is a unidirectional relationship between discounts and con-
sumer purchasing decisions so that it can be concluded that the higher the discount, the higher
the consumer purchasing decision on the Shopee platform.

Correlation Analysis
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Correlation analysis is used to measure how closely related the independent variable (dis-
count) and the dependent variable (consumer purchasing decisions) is.
Table 2. Correlation Analysis Results

Statistics
Multiple R 0.799862667
R Square 0.639780286
Adjusted R Square 0.636104575
Standard Error 0.988360791
Observations 100

The results of the analysis in table 2 show an R square value of 0.639 (63.9%) which can
be concluded that the discount variable is able to explain 63.9% of the total consumer put-
chasing decision variables. In other words, the influence of discounts on consumer purchas-
ing decisions is quite strong. And some of the consumer purchasing decisions (36.1%) are
influenced by other factors.

4.2 Discussion

Discounts have a significant influence on purchasing decisions, discounts not only at-
tract consumers' attention but also encourage them to make purchases. The results of the
regression analysis found that discounts had an effect of 0.770 on purchasing decisions on
the Shopee e-commerce platform. This shows that discounts have a major influence on con-
sumer purchasing decisions by 77%. In the context of e-commerce like Shopee, discounts are
an effective strategy because consumers are very sensitive to price offers. If Shopee continues
to utilize discount strategies, they can increase customer loyalty and maintain a competitive
market share. (Sholihah, 2025)

Discounts make a real contribution to increasing purchasing decisions, the bigger or
more attractive the discount offered, the greater the chance of consumers deciding to buy the
product (Lee & Chen-Yu, 2018). This is consistent with marketing theory which states that
price reductions through discounts can increase the perception of product value in the eyes
of consumers, thereby encouraging purchasing interest (Chapman, 1993). Discounts play an
important role in attracting consumer interest in buying products. Price discounts have
proven to be one of the most effective marketing strategies to attract consumer attention,
increase sales volume, and encourage consumers to make purchasing decisions (Andrews et
al., 2014). Companies that routinely offer various forms of discounts can take advantage of
this strategy to maintain competitiveness in an increasingly competitive market. (Paraswati &
Riofita, 2024)

Good sales promotions will make customers pause for a moment in consuming a prod-
uct they usually buy, with sales promotions making them think about a brand and product
(Junikon & Ali, 2022). Consumers make purchases as a result of the stimulation of a sales
promotion offered. The hidden benefits of sales promotions, for example, if a customer takes
an offer from a sales promotion if they buy three and only pay for two, then they will not buy
competing products. (Prasetya & Eng, 2015)

5. Conclusions

This study examines in depth the impact of discount promotions on consumer purchas-
ing decisions on the Shopee e-commerce platform. Along with the rapid development of
information technology, the way consumers shop has changed, where discounts have become
one of the most effective marketing strategies. This study confirms that discounts are not just
a way to attract momentary attention, but rather the main factor that significantly influences
consumer purchasing behavior.

Using quantitative methods, this study proves that discounts have a real influence on
consumer decisions when shopping at Shopee. Regression and correlation analysis revealed
that consumers ate not only attracted to discounts, but are also motivated to make purchases
because of them. Discounts provide added value that is felt by consumers, thus encouraging
increased purchasing interest and loyalty to the platform.

This study also highlights the important role of discount promotions as a highly relevant
strategy in the increasingly competitive e-commerce environment. Shopee uses discounts to
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strengthen its competitive position, expand market share, and build strong relationships with
customers. These findings underscore the importance for companies to understand consumer
behavior related to discounts and optimize promotional strategies in order to achieve maxi-
mum marketing results. In short, this study provides empirical evidence on the power of
discount promotions in influencing purchasing decisions on e-commerce platforms. The re-
sults of this study serve as a valuable guide for marketers and business people in utilizing
discounts effectively to increase sales and build customer loyalty.

References

[1] Aaker, D. A., & Moorman, C. (2013). Manajemen Pemasaran Strategis: Strategic Market Management (8th ed.). Salemba Empat.

[2] Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson.

[3] Putra, E. W., Kumadji, S., & Yulianto, E. (2016). Pengaruh Diskon Terhadap Minat Beli Serta Dampaknya Pada Keputusan Pem-
belian. Jurnal Administrasi Bisnis, 38(2), 184—193.

[4] Andrews, M., Luo, X., Fang, Z., & Aspara, J. (2014). Cause marketing effectiveness and the moderating role of price discounts.
Journal of Marketing, 78(6), 120—142. https://doi.org/10.1509/im.14.0003

[5] Brawijaya, U., Administrasi, F. L., Ilmu, J., Bisnis, A., & Pemasaran, K. (2018). Pengaruh diskon terhadap keputusan pembelian dan
kepuasan pelanggan bisnis online.

[6] Camilleri, M. A. (2018). Market Segmentation, Targeting and Positioning. Tourism, Hospitality and Event Management, 69-83.
https://doi.org/10.1007/978-3-319-49849-2 4

[7] Chapman, J. (1993). The Effect of Discounts on the Price-Perceived Quality Paradigm. Journal of Marketing Theory and Practice,
1(2), 1-11. http://www.jstor.org/stable/ 40469665

[8] Dickson, R. K. (2025). Achieving Organizational Goals Through Strategic Planning and Adaptation : A Theoretical Investigation.
13(2), 62-73.

[9] Ghose, S., & Lowengart, O. (2013). Consumer choice and preference for brand categories. Journal of Marketing Analytics, 1(1), 3—
17. https://doi.org/10.1057/jma.2012.1Hidayat, F., & Riofita, H. (2024). Pengaruh Diskon Dan Promosi Terhadap Perilaku Pem-
belian Implusif Di Era Digital Pada Platform E-Commerce The Influence of Discounts and Promotions on Impulsive Purchasing
Behavior in the Digital Era on E-Commerce Platforms. 7(11), 4196—4201. https://doi.org/10.56338/jks.v7i11.6400

[10] Hosaini, A., Hosaini, A., & Rasoli, M. S. (2020). Research Paper on Consumer Purchasing Decision Making Process and Factors
Affecting Consumers “ Purchasing Decisions. International Journal of Science and Research (IJSR), 9(4), 1201-1207.
https://doi.org/10.21275/SR20420213654

[11] Junikon, E., & Ali, H. (2022). The Influence of Product Quality and Sales Promotion on Repurchase Intention & Impulsive Buying
(Marketing Management Literature Review). Dinasti International Journal of Management Science, 4(2), 297-305.

[12] Kartomo, T. (2024). The role of discounts and promotions in enhancing consumer loyalty. 1, 181-190.

[13] Kriyantono, R. (2022). Teknik Praktis Riset Komunikasi Kuantitaif Dan Kualitatif (2 ed.). Prenadamedia Group.

[14] Lee, J. E., & Chen-Yu, J. H. (2018). Effects of price discount on consumers’ perceptions of savings, quality, and value for apparel
products: mediating effect of price discount affect. Fashion and Textiles, 5(1). https://doi.org/10.1186/540691-018-0128-2

[15] Li, H., & Chen, Zh. (2024). How do e-commerce platforms and retailers implement discount pricing policies under consumers are
strategic? PLoS ONE, 19(5 May), 1-15. https://doi.org/10.1371/journal.pone.0296654

[16] Lin, C. F. (2002). Segmenting customer brand preference: Demographic or psychographic. Journal of Product & Brand Manage-
ment, 11(4), 249-268. https://doi.org/10.1108/10610420210435443

[17] Nilsagard, Y. E., Smith, D. R., S6derqvist, F., Strid, E. N., & Wallin, L. (2025). Achieving health-promotion practice in primary care
using a multifaceted implementation strategy: a non-randomized parallel group study. Implementation Science Communications,
6(1). https://doi.org/10.1186/s43058-025-00723-y

[18] Paraswati, S., & Riofita, H. (2024). Diskon sebagai Strategi Pemasaran. 8(20106), 46457—46461.

[19] Pereira, V., & Costa, H. G. (2015). A literature review on lot size with quantity discounts: 1995-2013. Journal of Modelling in
Management, 10(3), 341-359. https://doi.org/10.1108/JM2-07-2013-0029

[20] Prasetya, 1., & Eng, M. (2015). YANG PALING MEMPENGARUHI SIKAP KONSUMEN DALAM MELAKUKAN PEM-
BELIAN BARANG ?

[21] Rijal, S., Hidayah, R. W., Caezar, A., Tadampali, T., Purnamasari, W., Education, E., Makassar, U. N., & Selatan, S. (2024). The
Effect of Promotion , Discount , Service Quality on Consumer Satisfaction through Purchase Decisions on E-commerce as Inter-
vening Variables on Students of the Faculty of Economics ,. 2(3), 574-583.

[22] Schmidt, D., & Reda, J. (2017). Short- and Long-Term Incentive Design Criteria Among Top 200 Companies: Study Highlights.
Journal of Compensation and Benefits, March/April, 14-23.

[23] Shekhawat, K., Puri, A., Sharma, N., Wagh, H., & Kokatnur, P. (2020). A Study on the Impact of Discounts on Consumer Buying
Behaviour. INTERNATIONAL JOURNAL OF CREATIVE RESEARCH THOUGHTS, 8(4), 932-936.

[24] Sholihah, Z. (2025). PENGARUH DISKON DAN PROMOSI PADA E-COMMERCE TERHADAP LOYALITAS PELANG-
GAN APLIKASI SHOPEE (STUDI KASUS PADA MAHASISWA FAKULTAS EKONOMI UNUSIDA ANGKATAN 2021
). 2(3), 14-23.

[25] Singh, P., Khoshaim, L., Nuwisser, B., & Alhassan, I. (2024). How Information Technology (IT) Is Shaping Consumer Behavior in
the Digital Age: A Systematic Review and TFuture Research Directions. Sustainability (Switzerland), 16(4).
https://doi.org/10.3390/ su16041556



https://doi.org/10.1509/jm.14.0003
https://doi.org/10.1007/978-3-319-49849-2_4
http://www.jstor.org/stable/40469665
https://doi.org/10.56338/jks.v7i11.6400
https://doi.org/10.21275/SR20420213654
https://doi.org/10.1186/s40691-018-0128-2
https://doi.org/10.1371/journal.pone.0296654
https://doi.org/10.1108/10610420210435443
https://doi.org/10.1186/s43058-025-00723-y
https://doi.org/10.1108/JM2-07-2013-0029

