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INTRODUCTION

The evolution of the digital economic ecosystem in Indonesia has transformed the landscape of
consumer behavior from conventional shopping toward e-commerce platforms. As one of the primary
players, Shopee has successfully dominated the market through aggressive marketing strategies.
However, the shift in modern consumption patterns is no longer solely focused on product availability;
rather, it is heavily influenced by economic incentives and social validation. Consumers in metropolitan
cities like Surabaya, known for high levels of digital literacy, have become highly selective in evaluating
offers before conducting transactions. This trend has strengthened post-pandemic, where price
sensitivity is coupled with a reliance on digital information (reviews) as the primary basis for decision-
making (Ayuwangi et al., 2025).

On the other hand, the contestation between e-commerce platforms in Surabaya has entered a
highly saturated phase of price and service competition. Shopee consistently penetrates the market
through Discount and Free Shipping policies to maintain its market share (Nugroho et al., 2025).
However, reality on the ground indicates that massive price promotions do not always align linearly
with sustainable purchase decisions. Modern consumers tend to filter information through Online
Reviews to confront advertising promises with the actual experiences of other users (Andriani et al.,
2025). This phenomenon creates an interesting paradox: even when economic incentives are available,
purchase decisions are often delayed if there is insufficient Buying Interest acting as the psychological
driving force (Yuwana, 2025). A functional gap emerges when large-scale promotions fail to achieve
conversion targets due to low buying interest triggered by negative sentiments in the review columns
(Wiratama et al., 2025).

Data from the Central Bureau of Statistics (BPS) shows that e-commerce development in
Indonesia has experienced significant growth. Based on the latest e-commerce survey results, the value
of Indonesian e-commerce transactions in 2023 reached approximately IDR 1,100.87 trillion, a 40%
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increase compared to 2022, which stood at IDR 783 trillion. This increase reflects the rapid expansion
of digital trade activities and an increase in the number of e-commerce businesses by approximately
27% (Khairani et al., 2025). Furthermore, reports from Bank Indonesia indicate that although the
nominal value of e-commerce transactions in 2023 was recorded at approximately IDR 453.75 trillion,
the volume of transactions actually increased to 3.71 billion transactions, up from 3.49 billion
transactions in the previous year. This signifies that the frequency of public digital transactions
continues to rise, even though the average transaction value per purchase may fluctuate (Sari et al.,
2025).

The current phenomenon shows that discounts and free shipping are often the main attractions
for consumers when shopping online. Many consumers tend to postpone purchases until specific
promos, such as flash sales or free shipping, become available. This indicates that purchase decisions
are not always based on necessity but are also influenced by price incentives. Conversely, online
reviews are becoming an increasingly vital factor in the digital era. Consumers tend to seek information
and read reviews from other users before buying a product. Positive reviews can increase trust and
buying interest, whereas negative reviews can hinder purchase decisions, even if the product is offered
with a discount or free shipping. However, an interesting phenomenon arises when not all consumers
immediately make a purchase despite the presence of discounts and free shipping. In many cases,
consumers still consider psychological factors in the form of Buying Interest as an initial stage before
making a Purchase Decision. This implies that discounts, free shipping, and online reviews do not
always directly influence purchase decisions but first affect buying interest as an intervening variable.

This research carries high urgency alongside the rapid development of e-commerce in Indonesia,
particularly on the Shopee platform, which has become one of the marketplaces with the largest number
of users. Increasingly tight competition drives business actors to rely on various promotional strategies
such as discounts and free shipping, as well as utilizing online reviews as digital marketing tools.
However, the effectiveness of these three strategies is not always consistent in driving consumer
purchase decisions.

Theoretically, this research is motivated by a research gap consisting of inconsistencies in
previous findings. Regarding Discounts, Mardiyah & Saputra (2025) state their impact is significantly
positive on purchase decisions, yet O. P. Handayani & Meitawati (2024) found an insignificant impact
because consumers began to doubt the quality of products that were discounted too heavily. Similar
debates occur regarding Free Shipping; Mus et al. (2025) proved its positive influence, while other
studies found that free shipping is no longer effective if the minimum purchase requirements are too
high. Likewise, with Online Reviews, where Supartono (2025) found a strong influence on purchase
decisions, whereas Lestari (2025) argued that the abundance of fake reviews has begun to reduce the
effectiveness of this variable in moving consumer buying interest.

In facing these literary inconsistencies, it is crucial to include the Buying Interest variable as a
mediator to clarify how external stimuli are processed internally by consumers. Practically, this research
has high urgency for marketers on Shopee to formulate strategies that do not only focus on "price wars"
but also on strengthening purchase intentions through quality reviews. Academically, this research is
urgently needed to fill the gap regarding how economic incentives (Discounts/Free Shipping) interact
with digital social factors (Online Reviews) in shaping purchase decisions in the post-digital era. Based
on this formulation, this study aims to examine and analyze the influence of Discounts, Free Shipping,
and Online Reviews on Purchase Decisions among Shopee consumers in Surabaya, both directly and
indirectly through Buying Interest as an intervening variable.

RESEARCH METHODS

This study employs a quantitative design with an explanatory research approach to examine the
relationships among variables. The population consists of all Shopee users in the Surabaya area, which
is considered infinite, meaning the exact number cannot be determined. To obtain representative data,
purposive sampling was applied using specific criteria: respondents must reside in Surabaya, have made
a purchase via Shopee within the last week, and have been exposed to promotions such as discounts
and free shipping, as well as online reviews prior to making a purchase. The sample size was calculated
using the Lemeshow formula for unknown populations, resulting in 104 respondents. Primary data were
collected through online questionnaires using a 1-5 Likert scale (from strongly disagree to strongly
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agree). Descriptive analysis was then conducted to illustrate respondents’ demographic characteristics
and their online shopping behavior.

For inferential analysis this study utilizes path analysis with the assistance of SPSS version 27.
The analytical procedures include instrument quality tests (validity and reliability), classical assumption
tests (normality, multicollinearity, and heteroscedasticity), and regression analysis with hypothesis
testing using the t-test and coefficient of determination (R?). The study examines both direct and indirect
effects of discounts, free shipping, and online reviews on buying interest and purchase decisions.
Buying interest is positioned as an intervening variable that mediates the relationship between the
independent variables and purchase decisions, with mediation effects tested using the Sobel test or
indirect effect analysis. A total of ten hypotheses are proposed, covering the direct effects of each
independent variable on buying interest and purchase decisions, the effect of buying interest on
purchase decisions, and the mediating role of buying interest in linking discounts, free shipping, and
online reviews to purchase decisions.

RESULTS AND DISCUSSION

Based on the demographic data collected from 104 respondents, the profile of the respondents in
this study is predominantly female, accounting for 62 individuals (60%). In terms of age, the majority
of respondents fall within the productive age group of 18-20 years, with 50 individuals (48%).
Regarding educational background, most respondents are currently pursuing or have completed a
Bachelor's degree (S1), totalling 50 individuals (48%). Meanwhile, from a financial perspective, the
respondents are dominated by the group with a relatively low one-time purchase of < 100 thousand
rupiahs, making up 54% or 56 individuals.

Respondents' Demographic Characteristics

Table 1. Demographic Characteristics

Characteristic Category Frequency (f) Percentage (%)
Gender Male 42 40%
Female 62 60%
Age < 18 years old 26 25%
18-20 years old 50 48%
21-25 years old 23 22%
26-30 years old 2 2%
> 30 years old 3 3%
Education High School (SMA) 39 38%
Associate Degree (D3) 13 13%
Bachelor's Degree (S1) 50 48%
Others 2 2%
Expenditure <100k IDR 56 54%
101-200k IDR 38 37%
201-300k IDR 7 7%
> 300k IDR 3 3%

Source: Respondent Tabulation

Table 2. Descriptive Statistics

Variable Minimum Maximum Mean Std. Deviation
X1 1.00 5.00 2.863 1.18694
X2 1.00 5.00 3.0144 1.25307
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X3 1.00 5.00 2.9255 1.2047
Z 1.25 5.00 3.3389 0.68258
Y 1.50 4.75 3.0793 0.65477

Sources: Data processed by SPSS 27, (2026)

The descriptive statistical analysis of the 104 respondents indicates variations in data distribution
across the five studied variables (Discount, Free Shipping, Online Review, Buying Interest and purchase
decision). Variables discount, free shipping, and online review exhibit a full range of scores, spanning
from a minimum value of 1.00 to a maximum value of 5.00. Among these independent variables, free
shipping records the highest mean of 3.0144, alongside the highest data dispersion (std. deviation) of
1.25307 , whereas discount has the lowest mean at 2.8630. On the other hand, variable buying interest
shows the highest overall mean score, reaching 3.3389, with a minimum value of 1.25 and a maximum
value of 5.00. Lastly, variable purchase decision presents a mean score of 3.0793, with scores ranging
from a minimum of 1.50 to a maximum of 4.75 , while also demonstrating the most homogeneous data
distribution, indicated by the lowest standard deviation of 0.65477.

Table 3. Validity and Reliability Test Results

Variable Indicator Corrected Item-Total Correlation Cronbach's Alpha

Discount (X1) X1.1 0.961 0.973
X1.2 0.921
X1.3 0917
X1.4 0.937

Free Shipping (X2) X2.1 0.961 0.979
X2.2 0.927
X2.3 0.950
X2.4 0.953

Online Review (X3) X3.1 0.958 0.978
X3.2 0.925
X33 0.947
X34 0.952

Buying Interest (Z) Z1 0.851 0.916
Z2 0.711
73 0.819
74 0.888

Purchase Decision (Y) Y1 0.825 0.906
Y2 0.779
Y3 0.797
Y4 0.867

Source: Data processed by SPSS 27, (2026)

The results of the validity and reliability instruments demonstrate that all measuring items utilized
in this study are completely valid and reliable. Each measurement indicator across the five research
variables yields a Corrected Item-Total Correlation value well above the critical threshold of 0.30, with
coefficients ranging from 0.711 to 0.961, thereby confirming that all question items are valid for data
collection. Furthermore, the internal consistency testing evaluates all variables as highly reliable, given
that every single Cronbach's Alpha value substantially exceeds the required benchmark of 0.70. The
highest reliability is recorded by the Free Shipping variable (X2) at 0.979 , while the Purchase Decision
variable (Y) holds the lowest yet highly secure reliability coefficient of 0.906.
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Table 4. Classical Assumption Test Results (Model 1: X1, X2, X3 — Z)

Classical Variable/ Statistical Significance Result/Status
Assumption Test  Diagnostic Metric Value /Threshold
Normality(One- Test 0.084 p>0.05 Normally Distributed
Sample StatisticAsymp. 0.066
Kolmogorov- Sig. (2-tailed)
Smirnov)
Multicollinearity = X1 (Discount) VIF: VIF <10 No Multicollinearity
(Variance X2 (Free Shipping) 1.014 No Multicollinearity
Inflation Factor) X3 (Online VIF: No Multicollinearity
Review) 1.034
VIF:
1.040
Heteroscedasticity X1 (Discount) Sig: 0.305 p>0.05 No Heteroscedasticity
(Glejser Test) X2 (Free Shipping) Sig: 0.158 No Heteroscedasticity
X3 (Online  Sig: 0.362 No Heteroscedasticity
Review)

Source: Data processed by SPSS 27, (2026)

The classical assumption testing for Regression Model 1 (X1, X2, X3 — Z) confirms that the
research data fulfills all the necessary econometric assumptions for linear regression analysis. First, the
normality test using the One-Sample Kolmogorov-Smirnov method yields an asymptotic significance
value of 0.066, which exceeds the 0.05 threshold, proving that the regression residuals are normally
distributed. Second, the multicollinearity evaluation demonstrates that all independent variables,
Discount (X1), Free Shipping (X2), and Online Review (X3), possess a Variance Inflation Factor (VIF)
significantly below the maximum allowable limit of 10, with the highest VIF value being merely 1.040
for X3, which indicates that no multicollinearity issues exist within the model. Lastly, the Glejser
heteroscedasticity test reveals that the significance values for X1 (p = 0.305), X2 (p = 0.158), and X3
(p = 0.362) are all well above the 0.05 alpha level, firmly establishing that the model is entirely free
from heteroscedasticity problems.

Table 5. Classical Assumption Test Results (Model 2: X1, X2, X3,Z — Y)

Classical Assumption Variable/ Statistical Significance Result /Status
Test Diagnostic Metric Value /Threshold
Normality(One- Test 0.059 p>0.05 Normally Distributed
Sample Kolmogorov- StatisticAsymp. 0.200
Smirnov) Sig. (2-tailed)
Multicollinearity X1 (Discount) VIF: 1.176 VIF <10.0  No Multicollinearity
(Variance Inflation X2 (Free Shipping) VIF: 1.131 No Multicollinearity
Factor) X3 (Online VIF: 1.224 No Multicollinearity
Review) VIF: 1.545 No Multicollinearity
Z (Buying Interest)
Heteroscedasticity X1 (Discount) Sig: 0.532 p>0.05 No
(Glejser Test) X2 (Free Shipping) Sig: 0.635 Heteroscedasticity
X3 (Online  Sig: 0.907 No
Review) Sig: 0.105 Heteroscedasticity
Z (Buying Interest) No
Heteroscedasticity
No
Heteroscedasticity

Source: Data processed by SPSS 27, (2026)
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The classical assumption testing for Regression Model 2 (X1, X2, X3, Z — Y) confirms that the
research data satisfies all critical econometric requirements for linear regression analysis. First, the
normality test using the One-Sample Kolmogorov-Smirnov method yields an asymptotic significance
value of 0.200, which is well above the 0.05 threshold, demonstrating that the regression residuals are
perfectly normally distributed. Second, the multicollinearity diagnostic shows that all independent and
intervening variables, Discount (X1), Free Shipping (X2), Online Review (X3), and Buying Interest
(2), exhibit Variance Inflation Factor (VIF) values significantly below the maximum threshold of 10,
with the highest VIF reaching only 1.545 for variable Z, thereby confirming the absence of
multicollinearity within the model. Lastly, the Glejser heteroscedasticity test reveals that the
significance values for X1 (p = 0.532), X2 (p =0.635), X3 (p =0.907), and Z (p = 0.105) all markedly
exceed the 0.05 alpha level, firmly establishing that the variance of the residuals remains homoscedastic
and completely free from heteroscedasticity problems.

Table 6. Partial Test (t-Test)

Model Unstandardized B Std. Beta t Sig.
Error

H1: Discount -> Buying Interest .186 047 324 3993 .000
H2: Free Shipping -> Buying Interest 137 045 251 3.065 .003
H3: Online Review -> Buying Interest .196 046 346 4.214 .000
H4: Discount -> Purchase Decision 140 025 253 5516 .000
H5: Free Shipping -> Purchase Decision 135 024 259 5754 .000
H6: Online Review -> Purchase Decision 137 025 252 5384 .000
H7: Buying Interest -> Purchase Decision .506 050 527 10.036 .000

Source: Data processed by SPSS 27, (2026)

Hypothesis Testing Analysis

Based on the results of the path analysis with a significance level of o = 0.05 and a t-table value
of 1.660, all proposed hypotheses are accepted. Discounts are proven to have a positive and significant
effect on buying interest, as indicated by a significance value of 0.000, which is less than 0.05, and a t-
count of 3.993, which exceeds 1.660. Similarly, free shipping shows a positive and significant influence
on buying interest with a significance value of 0.003 and a t-count of 3.065. Online reviews also
significantly affect buying interest, as reflected by a significance value of 0.000 and a t-count of 4.214.
These findings indicate that promotional strategies and information sources play an important role in
increasing consumers’ intention to purchase on Shopee in Surabaya.

Discounts, free shipping, and online reviews are all found to have a positive and significant
influence on purchase decisions. Discounts show a significance value of 0.000 with a t-count of 5.516,
while free shipping has a significance value of 0.000 with a t-count of 5.754, and online reviews have
a significance value of 0.000 with a t-count of 5.384, all exceeding the required threshold. In addition,
buying interest has the strongest influence on purchase decisions, with a significance value of 0.000
and a t-count of 10.036. This indicates that buying interest plays a crucial role as a determinant of actual
purchasing behavior, while discounts, free shipping, and online reviews significantly contribute both
directly and indirectly to shaping consumer purchase decisions.

The purpose of testing the mediation hypotheses in this study is to examine the extent to which
the variable Purchase Intention (M) is able to mediate the relationship between the independent
variables and Purchase Decision (Y).

Table 7. Sobel Test

. . Sobel
. . Direct Indirect Total .
Path Relationship Effect Effect Effect Value Sig. Result
(t-count)
H8: Discount -> Buying 0.140 0.094 0.234 3.686 .000 Significant

Interest -> Purchase Decision (Mediation)
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HO9: Free Shipping -> Buying  0.135 0.069 0.204 2.801 .005 Significant

Interest -> Purchase Decision (Mediation)
H10: Online Review ->  0.137 0.099 0.236 3.927 .000 Significant
Buying Interest -> Purchase (Mediation)
Decision

Source: Data processed by SPSS 27, (2026)

Based on the indirect effect analysis using the Sobel Test, buying interest is proven to
significantly mediate the relationship between all independent variables and purchase decisions. The
influence of discounts on purchase decisions through buying interest shows an indirect effect value of
0.094, with a t-count of 3.686, which is greater than the t-table value of 1.96, and a significance value
01 0.000 less than 0.05. This indicates that buying interest significantly mediates the effect of discounts,
meaning that attractive price reductions first stimulate consumer intention before leading to actual
purchase decisions. Similarly, free shipping also has a significant indirect effect on purchase decisions
through buying interest, as indicated by a t-count of 2.801, which exceeds the t-table value of 1.96, and
a significance value of 0.005 less than 0.05.

This suggests that the elimination of shipping costs creates psychological interest that encourages
consumers to complete purchases. In addition, online reviews demonstrate a significant indirect
influence on purchase decisions through buying interest, with an indirect effect value of 0.099, a t-count
of 3.927, and a significance value of 0.000 less than 0.05. These results confirm that buying interest
effectively mediates the impact of online reviews, where positive consumer feedback strengthens
purchase intention and ultimately drives actual buying behavior.

Table 8. F-Test

Regression Dependent Predictors F- Significance Result /
Model Variable Value (p-value) Decision
Model 1 Buying Interest (Z) X1, X2, X3 18.156 0.000 Highly
Significant
Model 2 Purchase Decision X1, X2, X3, 115.060 0.000 Highly
) V4 Significant

Source: Data processed by SPSS 27, (2026)

The simultaneous F-test results demonstrate that both regression models are highly robust and
statistically significant. For Model 1, the combination of Discount (X1), Free Shipping (X2), and Online
Review (X3) exerts a highly significant simultaneous effect on Buying Interest (Z), indicated by an F-
value of 18.156 and a significance level of p = 0.000 < 0.05. Similarly, Model 2 yields an exceptionally
strong F-statistic of 115.060 with a significance level of p =0.000 < 0.05, which conclusively confirms
that the independent variables (X1, X2, X3) alongside the intervening variable (Z) simultaneously and
significantly predict the final Purchase Decision (Y). Consequently, these findings prove that both
empirical models fit the empirical data excellently, justifying further interpretation of their individual
pathway coefficients.

Table 9. Coefficient of Determination (R?)

Regression Dependent Variable R R Square Adjusted R Std. Error of the

Model (R2) Square Estimate
Model 1 Buying Interest (Z) 0.594 0.353 0.333 0.55739
Model 2 Purchase Decision (Y)  0.907 0.823 0.816 0.28100

Source: Data processed by SPSS 27, (2026)

The coefficient of determination analysis reveals varying degrees of explanatory power between
the two regression models. For Model 1, the Adjusted R Square value is 0.333, indicating that 33.3%
of the variance in Buying Interest (Z) can be simultaneously explained by the independent variables,
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namely Discount (X1), Free Shipping (X2), and Online Review (X3), while the remaining 66.7% is
accounted for by other variables outside the scope of this model. In contrast, Model 2 demonstrates an
exceptionally high Adjusted R Square value of 0.816, which proves that 81.6% of the variance in the
final Purchase Decision (Y) is explained by the combination of the independent variables and the
intervening variable (X1, X2, X3, and Z), leaving only 18.4% to be explained by external factors. These
results establish that the second framework possesses a remarkably robust capacity to predict consumer
behavior compared to the first baseline framework.

Purchase Decision (Y)
[0.816]

Buying Interest (2)

Free Shipping (X2)

Online Review (X3)
0.135

Figure 1. The Results of Path Analysis

The Influence of Discounts, Free Shipping, and Online Reviews on Buying Interest

Based on the analysis results, it is found that discounts, free shipping, and online reviews have a
positive and significant influence on the buying interest of Shopee consumers in Surabaya.
Theoretically, Kotler and Armstrong (2018) state that price reductions serve as economic stimuli that
directly increase product attractiveness by offering immediate financial benefits to consumers. This
finding is strongly supported by the research of Febrianti et al. (2026), which demonstrates that
discounts significantly increase buying interest by enhancing the perceived value of the product for
customers. In line with this, Paraswati and Riofita (2024) found that direct discounts are the most
effective type of promotion in attracting consumer psychological interest because they provide tangible
and instant financial gains. Furthermore, Silaban et al. (2026) also revealed that price reductions and
promos are the primary attractions for digital platform users to visit online stores and conduct
transactions.

Lastly, a study by Fridayanti and Suratno (2026) emphasized that price cuts consistently lower
the psychological barriers of consumers during the decision-making process, thereby triggering strong
impulsive buying behavior. In addition, it is found that free shipping has a positive and significant
influence on buying interest. Theoretically, providing non-price incentives such as eliminating shipping
fees functions as an effective sales promotion tool to reduce real transaction costs and consumer
psychological barriers when shopping online. This empirical finding is strongly supported by the
research of Nugroho et al., (2025), which states that free shipping programs consistently serve as a
primary stimulus capable of increasing consumer attraction and buying interest on e-commerce
platforms.

Furthermore, Ayuwangi et al., (2025) also emphasize that within a metropolitan digital
ecosystem, free shipping policies psychologically reinforce the perception of financial benefits in the
minds of customers, thereby driving their buying interest. In line with this, a study by Andriani et al.
(2025) indicates that free shipping offers represent one of the most crucial promotional dimensions that
directly trigger consumers' motivation and intention to transact. Lastly, empirical research by Febrianti
et al. (2026) further proves that the elimination of delivery costs successfully shifts consumer
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preferences and significantly accelerates the formation of buying interest before a final decision is made.
Moreover, online reviews are also proven to have a positive and significant influence on buying interest.
Theoretically, online reviews function as a form of electronic word-of-mouth (e-WOM) and social proof
that drastically reduces information asymmetry and the perceived risk of uncertainty encountered by
consumers when shopping digitally.

This empirical finding is strongly supported by the research of Andriani et al. (2025), which states
that informative and trustworthy online reviews are crucial factors that directly shape positive
perceptions and initial consumer interest in purchasing a product. Furthermore, Ayuwangi et al., (2025)
emphasize that metropolitan communities with high digital literacy heavily rely on other users' reviews
as a basis for objective validation before developing their buying interest. In line with this, a study by
Budiarti and Mujanah (2025) also indicates that the accumulation of positive reviews on e-commerce
platforms successfully builds the reputation of digital storefronts, which effectively stimulates customer
purchase intentions and interest. Lastly, research by Febrianti et al. (2026) further proves that both the
quality and quantity of product reviews significantly accelerate the formation of buying interest by
providing a sense of security and psychological confidence for potential buyers.

The Influence of Discounts, Free Shipping, Online Reviews, and Buying Interest on Purchase
Decisions

Based on the analysis results, it is found that discounts have a direct positive and significant
influence on purchase decisions. Theoretically, Kotler and Armstrong (2018) explain that discounts
serve as one of the most effective sales promotion tools that can directly convert a consumer's interest
into an actual buying action by optimizing perceived economic value and providing immediate financial
incentives. This finding is strongly supported by empirical research from Febrianti et al. (2026), which
confirms that the magnitude of a discount significantly drives consumers to conclude their evaluation
process and make instant purchase decisions. This result aligns with a study by Paraswati and Riofita
(2024), which states that periodic price discount incentives are proven to be the primary determining
factor behind consumers' ultimate decisions to select and buy products from digital storefronts.

Furthermore, Silaban et al. (2026) also emphasize in their study that aggressive discounting on
e-commerce platforms is significantly and positively correlated with a surge in final purchase decisions
made by customers. Lastly, Fridayanti and Suratno (2026) reinforce these findings through their
research conclusion that well-targeted price reduction strategies successfully minimize consumer
hesitation, thereby directly accelerating the conversion of intent into definitive purchase decisions.
Furthermore, free shipping is also found to have a direct positive and significant influence on purchase
decisions. Theoretically, Kotler and Keller (2016) elaborate in promotional mix theory that non-price
incentives such as eliminating shipping costs serve as a strategic sales promotion instrument designed
to accelerate market response by removing additional cost burdens. This empirical finding is strongly
supported by research from Nugroho et al., (2025), which states that the free shipping facility directly
acts as a final determinant that encourages online consumers to immediately complete their payments.

In line with this, Ayuwangi et al., (2025) also emphasize that free shipping offers are a crucial
factor that consistently converts initial customer interest into actual purchase decisions. Furthermore, a
study by Andriani et al. (2025) indicates that the policy of eliminating delivery costs psychologically
enhances consumers' transactional satisfaction, thereby strengthening their confidence to make a final
purchase decision. Lastly, Febrianti et al. (2026) reinforce these findings by concluding that free
shipping programs provide an effective economic stimulus in accelerating closing sales. In addition,
online reviews also have a direct positive and significant influence on purchase decisions. Theoretically,
Schiffman and Kanuk (2010) explain that external information such as consumer reviews plays a crucial
role in simplifying decision-making processes.

This is supported by Andriani et al. (2025), who state that review quality significantly strengthens
consumer confidence in executing purchase decisions. Ayuwangi et al., (2025) further emphasize that
reviews act as the primary validation basis for urban consumers. Nugroho et al., (2025) also prove that
positive testimonials reduce risk and increase conversion rates. Lastly, Febrianti et al. (2026) conclude
that reviews accompanied by visual evidence have strong persuasive power in encouraging purchases.
Buying interest itself is also proven to have a direct positive and significant influence on purchase
decisions. Theoretically, Kotler and Keller (2016) explain that buying interest is the strongest predictor
of actual purchasing behavior. This is supported by Nugroho et al., (2025), Ayuwangi et al., (2025),
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Andriani et al. (2025), and Febrianti et al. (2026), all of whom confirm that stronger buying interest
directly accelerates the transition from intention to real transactions.

The Mediating Role of Buying Interest in the Relationship between Promotional Factors and
Purchase Decisions

Based on the analysis results, buying interest is proven to positively and significantly mediate the
influence of discounts, free shipping, and online reviews on purchase decisions. Theoretically, the
Stimulus-Organism-Response (SOR) Theory explains that external stimuli first influence internal
psychological states before producing behavioral responses. In the context of discounts, Febrianti et al.
(2026) state that buying interest acts as a crucial intervening variable that converts discount
attractiveness into actual purchases. Paraswati and Riofita (2024) and Silaban et al. (2026) also
emphasize that discounts must first generate psychological attraction before leading to transactions.
Fridayanti and Suratno (2026) further confirm that stronger buying interest enhances the effectiveness
of discount strategies.

In the context of free shipping, Nugroho et al., (2025) and Ayuwangi et al., (2025) highlight that
buying interest is a key bridge between free shipping incentives and purchase decisions. Andriani et al.
(2025) and Febrianti et al. (2026) also confirm that the elimination of shipping costs first builds
consumer intention before resulting in transactions. Lastly, for online reviews, Andriani et al. (2025),
Ayuwangi et al., (2025), and Nugroho et al., (2025) emphasize that reviews must first stimulate buying
interest before influencing final decisions. Febrianti et al. (2026) further conclude that the effectiveness
of online reviews in driving purchase decisions becomes optimal when they successfully strengthen
buying interest. Therefore, buying interest serves as a crucial mediating variable that bridges
promotional and informational stimuli with actual consumer purchasing behavior in the e-commerce
ecosystem.

CONCLUSION

The findings indicate that all hypotheses were supported: price discounts, free shipping, and
online reviews each exert positive and significant effects on consumer buying interest and directly
influence purchase decisions among Shopee users in Surabaya. Path analysis and mediation testing
demonstrate that buying interest functions as a significant intervening variable, strengthening the
translation of promotional stimuli into final purchase actions. Collectively, these variables display
strong predictive power in explaining purchase-decision dynamics within the studied sample,
underscoring the combined importance of economic incentives and information signals (e.g., review
quality) in digital marketplace behaviour.

Practical implications advise platform managers and merchants to complement price-based
tactics with strategies that explicitly cultivate buying interest such as improving review transparency
and accessibility of free-shipping programs with realistic minimums to enhance conversion and user
retention. Study limitations include geographic and platform-specific sampling and the exclusion of
consumer-intrinsic factors; future research should broaden geographic and platform scope and
incorporate internal consumer variables (for example, income, brand trust, habitual behavior, and
perceived service quality) to produce a more comprehensive model of online purchase decision-making.
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