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ABSTRACT 

The increasing number of e-commerce in Indonesia makes 

competition among e-commerce increasingly tight. Shopee is an 

e-commerce in Indonesia which succeeded in occupying the first 

position as the e-commece platform of choice for the Indonesian 

people in 2022, besides that in the first quarter of 2022 Shopee 

also experienced an increase in opinion reaching 64.4 percent 

and shopee experienced an increase in gross transaction value of 

38.7 percent. Purchasing decisions made in this E-commerce are 

an important factor in the achievement of the increase achieved 

by shopee e-commerce, of course before consumers make 

transactions consumers will consider aspects of brand 

ambassadors, sales promotion, and also brand awareness. This 

research is quantitative research. The data collection used in this 

study was through direct surveys to 150 research respondents 

using the Classical Assumption Test and Multiple Linear 

Regression Test with the help of the SPSS 24 data processing 

tool. The results showed that the variables of brand ambassador, 

sales promotion and brand awareness had a significant and 

significant effect on purchasing decisions in Shopee e-

commerce. The results of the f test show the results that the brand 

ambassador, sales promotion, and brand awareness variables 

simultaneously have a positive and significant effect on the 

purchasing decision variable in Shopee e-commerce. 
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Introduction  
Nowadays, the rapid develoment of technology has a major effect on human activities. The 

influence of industry revolution 4.0 gives an impact on indivdual to utilize internet even their business. 

Those changes can affect on the current business climate which is increasingly competitive with these 

technological developments (Istiani and Islamy, 2020). Online media is not only used for finding 

information, but also in this era online media is utilized as buying-selling transaction place or what is often 

known as online business in the form of E-Commerce (Farhani, Raihan dan Sekarini, 2022). Many factors 

influence customers when they are about to make a purchase, they will usually look at their brand and 

promotion. This decision will be the final result when they will make a purchase transaction where each 

customer has certain criteria for several possible alternatives (Milaković, 2021). 

This E-Commerce application is a modern shopping platform by making it easy for customers to 

access product information offered by sellers so that consumers only need to press on the gadget layer when 

making transactions (Kangean and Rusdi, 2020). In 2021, a We Are Social survey was conducted, and it 

resulted in a change in people's behavior in the online shopping style, which led to a rapid increase in the 

use of E-Commerce applications in Indonesia, the increase experienced a growth of 88.1%. Indonesia itself 

is also a country that has the potential to buy and sell through good E Commerce, one type of E-Commerce 

that is currently popular in Indonesia is shopee. Shopee is an electronic trading center originating from 

Singapore under the SEA Group which is commonly known as Garena. The company was founded in 2009 

by forest Li. The company was first inaugurated in Singapore in 2015, and since then the Shopee company 

has expanded their market share and network by establishing in several countries, especially in Southeast 

Asia, namely Malaysia, Thailand, Taiwan, Vietnam, the Philippines, and Indonesia. Shopee in Indonesia 

was founded in December 2015. After seven years from the establishment of shopee in Indonesia, this E-

commerce has a positive track record for the people of Indonesia. Shopee E-commerce also provides an 

experience for consumers by presenting a variety of product information, such as fashion products, 

electronics, cosmetics, to many other products that can meet the daily needs of consumers. In the results of 

a survey conducted by jakpat, regarding Indonesian E-Commerce trends in August 2022. Where in the 

survey included 1,420 respondents in Indonesia. As for the survey, the criteria for their respondents are 

people who have one online shopping through E-Commerce in the first semester of 2022. 

 

Figure 1.1 Indonesia's E-Commerce Platform of Choice 

Source : GoodStats (2022) 
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In the survey results, it can be seen that Shopee managed to outperform seven other E-Commerce, 

namely Tokopedia, Lazada, Bukalapak, Alfagift, Blibi, Klik Indomaret and also JD ID. E-Commerce 

Shopee managed to get a percentage of 77 percent. these results have increased compared to the survey 

results conducted by jakpat in the previous period. Shopee's strategy in influencing their consumers can be 

said to have been successful because of the many E-Commerce in Indonesia this application managed to 

occupy the first position. Compared to the previous year, Shopee E-Commerce occupied the second position 

after the Tokopedia market place. 

 
Figure 1.1 Number of E-Commerce Visitors in Indonesia 2021 

Source : Katadata (2021) 

 

From the two figures above, it shows that the competition between E-Commerce in Indonesia is 

quite tight. But in the table above we can also conclude that Shopee has many users in Indonesia which 

makes Shopee also have a great opportunity for selling its products in the Marketplace. Launching from 

katadata.co.id, we can also observe Shopee's success through the increase in revenue which reached US $ 

1.5 billion, it can be said that Shopee experienced an increase in revenue of 64.4 percent. In addition, Shopee 

also felt an increase in gross transaction value of 38.7 percent in the amount of US $ 17.4 billion. Forrest 

Li as the founder of this E-commerce also stated, "we recorded solid results across our businesses in the 

first quarter of 2022, despite the challenges compared to the same period last year." The increase in revenue 

is also undoubtedly due to the impact of the increase in purchase transactions on the shopee E-Commerce. 

Purchasing decisions in this E-commerce are an important factor in the company, especially since 

the company has received a lot of positive responses from the Indonesian people, especially in 2021 to 

2022, as evidenced by the increase in revenue and becoming the No. 1 E-Commerce in Indonesia. Many 

aspects influence consumers before carrying out product purchase decisions, consumers can generally 

consider a number of things before they make a purchase, for example brand ambassadors, sales promotion 

and brand awareness. Marketers must be able to enter the internal environment or external environment of 

target consumers to provide information. A method that can be used by companies is to form a brand 

ambassador. In today's era, it is undeniable that people's lives today in making purchasing decisions are 
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influenced by idols or trendsetters. Brand ambassadors are individuals who have a passion for the brand, 

can introduce, and even voluntarily provide insight regarding the brand (Faircloth, Capella and Alford, 

2001). Observations carried out by Rani, Prijati (2022) show that brand ambassadors have a significant 

effect on purchasing decisions but Osak and Pasharibu (2020) and Amin and Yanti (2021) say that brand 

ambassadors have no effect on purchasing decisions. 

Sales promotion is in the form of short-term incentives which support the purchase or sale of 

products (Kotler & Armstrong, 2008). The sales promotion implemented by E-Commerce shopee tends to 

attract consumers, including providing discounts, free shipping, giving cashback and others. Research 

conducted by Taufiqurahman (2022) states that sales promotion has an effect on purchase determination, 

but in observations carried out by Wardani, Manalu (2021) and Irawan, Kamil (2022) say sales promotion 

has no effect on purchase determination. When an industry launches a product on a new brand, one thing 

that needs to be observed is how the industry's method introduces the brand to its consumers. Brand 

awareness is the ability of potential buyers to understand and remember a brand that is an element of a 

product (Ramadayanti, 2019). Shopee seeks to form customer brand awareness through promotions to a 

number of electronic media such as television or other social media. In the observations of Naruliza and 

Suseno (2021), it is stated that brand awareness has an effect on purchase decisions while in observations 

carried out by Ardiansyah, Sarwoko Endi (2020) and Osak and Pasharibu (2020) stated that brand 

awareness has no effect on purchase decisions. 

Referring to the background and through the results of previous research that is not the same, the 

researcher carries out observations about "The Effect of Brand Ambassadors, Sales Promotion and Brand 

Awareness on Purchasing Decisions at E-Commerce Shopee". In this observation refers to how the 

influence of Brand ambassadors, Sales Promotion and also Brand awareness for purchasing decisions at E-

commerce shopee. This phenomenon is based on if through the brand ambassador chosen by Shopee itself, 

then also how Shopee forms their promotional programs, as well as customer confidence for this shopee 

brand to become the E-commerce of choice for customers. 

Literature Review  

This research focuses on how the influence of Brand ambassadors, Sales Promotion and also Brand 

awareness on purchasing decisions at E-commerce shopee. This is motivated by the existence of a brand 

ambassador chosen by Shopee himself, then also how this Shopee makes their promotional programs, as 

well as consumer confidence in this Shopee brand as the E-commerce of choice for consumers. The target 

in this research is the users of E-commerce shopee. By choosing the right brand ambassador, it can help 

consumers to remember brands that can control brand stability in an increasingly competitive business 

world, the choice of brand ambassador variables is also thought to have an influence on purchasing 

decisions (Prasetyo, 2016). In line with research conducted by Brestilliani and Suhermin (2020) that brand 

ambassadors have a positive and significant influence on purchasing decisions. The more attractive the 

promotions carried out by the company in an effort to attract consumers, the higher the opportunity for 

consumers to purchase products for that brand. This sales promotion variable has an influence on 

purchasing decisions (Selly et al., 2019). In line with research conducted by Wirakanda and Pardosi (2020) 

where the relationship between these variables shows a positive and significant influence between sales 

promotion on purchasing decisions. Consumer trust in a brand is also important so that companies are able 

to become the product of choice for consumers to meet their needs. This leads to the fact that brand trust 

that appears in the minds of consumers will lead to higher purchasing decisions for the products offered by 

these brands (Darmayanti et al, 2022). The high level of brand awareness owned by these customers has a 

similar relationship with the level of public trust as a consumer. This brand awareness will trigger a sense 
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of public trust as a customer for these customers to make purchasing decisions for that brand. 

Methodology  
This observation uses quantitative research which is intended to observe populations and samples, 

data collection using research instruments, quantitative and statistical data analysis which is used to carry 

out hypothesis testing that has been suspected by researchers (Sugiyono, 2013). This observation aims to 

observe how the influence of Brand ambassadors, Sales promotion, and Brand awareness for purchasing 

decisions in E-commerce Shopee. 

Population is an area which generally includes objects or subjects which have quality and a 

characteristic determined by the researcher to be understood and later to be drawn conclusions (Sugiyono, 

2017). In this observation, the population is the users of the Shopee E-Commerce application in Indonesia. 

Sugiono (2017) defines the sample to be an element in the total and nature of the collection of objects and 

subjects from a population. Determination of the total sample according to Hair et al., (1998), which 

depends on the total parameters multiplied by 5 to 10. In this observation there are 19 subsequent parameters 

multiplied by 7 (19 x 7 = 133) which are rounded up as 150 respondents in order to get good observation 

findings. The sampling technique in this observation is obtained through the non-probality sampling 

method. Non-parity sampling is a sampling method that provides equal opportunities in each element 

(member) of the population so that it can be selected as a sample member (Genady, 2018). The sample used 

in this observation refers to the following criteria: 

a) Not less than 17 years old  

b) Have used E-commerce Shopee where domiciled in Indonesia.  

c) Running transactions on E-commerce Shopee last 1 month ago. 

Independent variables or independent variables are variables which can influence or cause changes 

or the emergence of dependent variables (bound) (Sujarweni, 2015). The independent variables or 

independent variables (X) in this observation are brand ambassadors, sales promotion, and brand awareness. 

The dependent variable or dependent variable is the variable that is influenced or as a result of the 

independent variable (Sujarweni, 2015). The dependent variable or dependent variable (Y) in this 

observation is the purchase decision. 

The operational definition of variables in the observation is a description of each independent and 

dependent variable which is used in the observation for its forming parameters. The operational definition 

of this research variable can be observed in Table 2.1 below: 

Table 2.1 Summary of the Operational Definition of Research Variables 

Variable Definition Indicators Scale of 

Measurement 

Brand 

Ambassador 

(X1) 

Individuals or groups of people who 

display products/brands, have the 

expertise to provide insight into 

products/brands for the public, and can 

encourage customer purchasing 

decisions which make the industry can 

increase its sales.(Diawati et al., 2021) 

a) Transference 

b) Congruence 

c) Visibility 

d) Credibility 

e) Attraction  

f) Power 

(Lea Greenwood, 2013) 

Likert Scale 

Sales 

Promotion 

(X2)  

A direct appeal to customers through 

the media of a number of incentives 

which can be managed so that it can 

attract the attention of customers which 

a) Coupons 

b) Priece deals 

c) Cash return offer  

d) Subscription rewards  

e) Combined promotions  

Likert Scale 
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makes product sales can increase 

(Rohmah and Lubis, 2018). 

(Priansa, 2017) 

Brand 

Awareness 

(X3)    

A condition when a brand is in the 

minds of consumers, which can be used 

as a determinant in a number of 

categories and usually has a role to 

increase customer loyalty (Andriani, 

2019).  

a) Unware of brand  

b) Recognition 

c) Brand Recall  

d) Top Of Mind  

(Durianto, Dkk, 2004) 

Likert Scale 

Purchasing 

Decisions  

The process of making a decision to 

make a purchase where the customer 

wants to make a definite purchase. 

(Kotler and Keller, 2012) 

a) Need recognition  

b) Information search  

c) Alternative search 

d) Purchase decision  

e) Post-purchase 

activities  

(Kotler and Keller, 2016) 

Likert Scale 

Source : Primary data processed with SPSS 24, 2022 

Validity and reliability tests were carried out to ensure that the observation tool was valid and 

reliable. The data analysis method is through verification of data obtained from respondents' responses. In 

this observation, standard hypothesis tests are carried out, for example, normality test, multicollinearity 

test. As well as heteroscedasticity tests and multiple linear tests, regression analysis. Coefficient of 

determination (Adjusted r-squared) for the F test and t test. Test data with the SPSS version 2022 

application. The following is the regression equation in this observation: 

𝑌 = 𝛼 + 𝛽1𝑋1 + 𝛽2𝑋2 + 𝛽3𝑋3 + 𝑒 

Hypothesis 

H1 : Brand Ambassadors affects purchasing decisions.  

H2 : Sales Promotion affects purchasing decisions.  

H3 : Brand Awareness affects purchasing decisions. 

 

Results and Discussion  
Table 3.1 Validity Test Results 

Variable Item r table r count Description 

Brand Ambassador (X1) X1.1 0,134 0,756 Valid 

X1.2 0,134 0,317 Valid 

X1.3 0,134 0,707 Valid 

X1.4 0,134 0,767 Valid 

X1.5 0,134 0,726 Valid 

X1.6 0,134 0,534 Valid 

X1.7 0,134 0,755 Valid 

X1.8 0,134 0,566 Valid 

X1.9 0,134 0,755 Valid 

X1.10 0,134 0,597 Valid 

X1.11 0,134 0,765 Valid 

X1.12 0,134 0,642 Valid 

Sales Promotion (X2)  X2.1 0,134 0,418 Valid 

X2.2 0,134 0,461 Valid 

X2.3 0,134 0,613 Valid 

X2.4 0,134 0,637 Valid 
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X2.5 0,134 0,656 Valid 

X2.6 0,134 0,655 Valid 

X2.7 0,134 0,641 Valid 

X2.8 0,134 0,500 Valid 

X2.9 0,134 0,611 Valid 

X2.10 0,134 0,514 Valid 

Brand Awareness (X3) X3.1 0,134 0,657 Valid 

X3.2 0,134 0,642 Valid 

X3.3 0,134 0,608 Valid 

X3.4 0,134 0,504 Valid 

X3.5 0,134 0.663 Valid 

X3.6 0,134 0,631 Valid 

X3.7 0,134 0,719 Valid 

X3.8 0,134 0,642 Valid 

Purchasing Decision (Y)  Y1.1 0,134 0,518 Valid 

Y1.2 0,134 0,723 Valid 

Y1.3 0,134 0,694 Valid 

Y1.4 0,134 0,756 Valid 

Y1.5 0,134 0,684 Valid 

Y1.6 0,134 0,719 Valid 

Y1.7 0,134 0,717 Valid 

Y1.8 0,134 0,600 Valid 

Y1.9 0,134 0,703 Valid 

Y1.10 0,134 0,701 Valid 

Source : Primary data processed with SPSS 24, 2022 

From the data display table above, the validity test results show that all elements of the instrument 

and questions in the questionnaire in this observation are valid, which is displayed through the estimated r 

number> r table number 0.134. 

 

Reliability Test  

Table 3.2 Reliability Test Results 

Variable Cronbach’s Alpha Critical Value Description 

Brand Ambassador (X1) 0,887 0,700 Reliable 

Sales Promotion (X2)  0,771 0,700 Reliable 

Brand Awareness (X3) 0,789 0,700 Reliable 

Purchasing Decision (Y)  0,872 0,700 Reliable 

Source : Primary data processed with SPSS 24, 2022 

Referring to the reliability test results in the table above, for all X (independent) variables, it is said that all 

tools in this observation are reliable because the Cronsbach's Alpha value in this observation is> 0.700. 

Classical Assumption Test 

Normality Test 

Tabel 3.3 Normality Test Results 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residual 

N 150 

Normal Parametersa,b Mean .0000000 

Std. Deviation 3.63590918 

Most Extreme Differences Absolute .080 
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Positive .056 

Negative -.080 

Test Statistic .080 

Asymp. Sig. (2-tailed) .020c 

Monte Carlo Sig. (2-

tailed) 

Sig. .281d 

99% Confidence 

Interval 

Lower Bound .270 

Upper Bound .293 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 

d. Based on 10000 sampled tables with starting seed 2000000. 

Source : Primary data processed with SPSS 24, 2022 

Referring to table 3.3, the Normality Test results can be observed if the Monte Carlo Sig value. (2-

tailed) is Sig. 0.281 which makes it above the significance = 0.05. The results of the normality test can show 

that the data in this observation is normally distributed because it has a Monte Carlo Sig. (2-tailed) value 

of 0.281 which is higher than the significance value = 0.05. 

 

Multicollinearity Test 

Table 3.4 Multicollinearity Test Results 

Coefficientsa 

Model Collinearity Statistics Tolerance 

 VIF 

1 Brand_Ambassador .620 1.612 

Sales_Promotion .607 1.648 

Brand_ Awareness .584 1.712 

a. Dependent Variable: Keputusan_Pembelian 

Source : Primary data processed with SPSS 24, 2022 

Referring to table 3.4 Multicollinearity Test Results in this observation can be observed if the 

tolerance value on the Brand Awareness variable becomes X1 (0.620> 0.10). Sales Promotion becomes X2 

(0.607> 0.10), Brand Awareness becomes X3 (0.584> 0.10). While the VIF number on the Brand 

Ambassador variable becomes X1 (1.612 < 10). While the VIF number for the Sales Promotion variable 

becomes X2 (1.648 < 10). And the VIF number for the Brand Awareness variable becomes X3 (1,712 < 

10). The results of the Multicollinearity Test in this observation show that there is no multicollinearity in 

the data used in this observation. 

Heteroscedasticity Test 

Table 3.5 Heteroscedasticity Test Results 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 8.467 5.858  1.445 .161 

x1 -.051 .098 -.169 -.514 .612 

x2 .015 .117 .024 .126 .900 

x3 -.127 .195 -.214 -.649 .523 

a. Dependent Variable: RES2 

Source : Primary data processed with SPSS 24, 2022 
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The results of the Heteroscedasticity Test in this observation can be observed when the sig number 

of the Brand Ambassador variable becomes X1 (0.612> 0.05), Sales Promotion becomes X2 (0.900> 0.05), 

Brand Awareness becomes X3 (0.523> 0.05). The three independent variables (X) have a significance 

above (>) from 0.05. The results of the heteroscedasticity test in this observation show that there is no 

heteroscedasticity in the data used in this observation. 

 

Multiple Linear Regression Analysis Test 

 

Table 3.6 Multiple Linear Regression Anaysis Test 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients t Sig. 

B Std. Error Beta 

1 (Constant) 2.079 3.103  .670 .504 

Brand_Ambassador .134 .057 .169 2.335 .021 

Sales_Promotion .366 .089 .301 4.117 .000 

Brand_Awareness .507 .098 .385 5.166 .000 

a. Dependent Variabel : Purchasing Decision  

Source : Primary data processed with SPSS 24, 2022 

The regression equation used to observe the effect of service quality, trust, and customer 

satisfaction variables on customer loyalty is: 

𝑌 = 𝑎 + 𝑏1𝑥1 + 𝑏2𝑥2 + 𝑏3𝑥3 + 𝑒 

𝑌 = 2,079 + 0,134𝑥1 – 0,366𝑥2 + 0,507𝑥3 + 𝑒 

Referring to the results of multiple linear regression analysis tests which are displayed in table 3.6 Multiple 

Linear Regression Analysis Test Results display when:  

1. The regression coefficient on the Brand Ambassador variable (X1) displays a number of 0.134. These 

results show that the Brand Ambassador variable (X1) can have an influence on the Purchase Decision 

variable 0.134. This means that if the brand ambassador variable increases by 1%, the purchasing 

decision can increase by 13%, assuming that the other independent variables have a constant value.  

2. he regression coefficient of the Sales Promotion variable (X2) displays a number of 0.366. These 

results show that the Sales Promotion (X2) variable can have an influence on the Purchasing Decision 

variable 0.366. This means that if the sales promotion variable increases by 1%, the purchase decision 

can increase by 37%, assuming that the other independent variables have a constant value.  

3. The regression coefficient of the Brand Awareness variable (X3) displays a number of 0.507. These 

results show that the Brand Awareness (X3) variable can have an influence on the Purchase Decision 

variable 0.507. This means that if the brand awareness variable increases by 1%, the purchase decision 

can increase by 51%, assuming that the other independent variables have a constant value. 

 

F Test 

Table 3.7  F Test Result 

ANOVAa 

Model Sum of Squares Df Mean Square F Sig. 

1 Regression 2189.578 3 729.859 54.098 .000b 

Residual 1969.755 146 13.491   

Total 4159.333 149    

a. Dependent Variable: urchasing Decisiom 

b. Predictors: (Constant), Brand_Awareness, Brand_Ambassador, Sales_Promotion 

Source : Primary data processed with SPSS 24, 2022 
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Based on the F test results displayed in table 3.8, the F test results show that the probability number 

in the F test is 0.000 less than (<) the significance value (α) which is 0.05. These results show that Ha is 

accepted and Ho is rejected, which means that the Brand Ambassador, Sales Promotion, and Brand 

Awareness variables have a simultaneous or joint influence on purchasing decisions. The F test results also 

show that the calculated F number of 54.098 is above (>) the F table of 2.660 which makes these results 

show that Ho is rejected and Ha is accepted. The results of the F test through a comparison of the F count 

and F table have comparable results to the results of the F test through a comparison of the significance 

probability number 0.05 which makes the results of the F test show that the Brand Ambaadasador, Sales 

Promotion, and Brand Awareness variables together or simultaneously affect the purchasing decisions of 

Shopee E-Commerce consumers. 

 

T Test  

Table 3.8 T Test Results 

Coefficientsa 

Model Unstandardized Coefficients Standardized Coefficients T Sig. 

B Std. Error Beta 

1 (Constant) 2.079 3.103  .670 .504 

Brand_Ambassador .134 .057 .169 2.335 .021 

Sales_Promotion .366 .089 .301 4.117 .000 

Brand_Awareness .507 .098 .385 5.166 .000 

a. Dependent Variable: Purchasing Decision 

Source : Primary data processed with SPSS 24, 2022 

The t test is carried out through a comparison of the calculated t numbers which are obtained in the 

table above through the t table of 0.05 significance and degrees of freedom (df) = n-k = 150-4 = 146. 

Through this determination, a t table of 1.9762 is obtained. The Brand Ambassador variable has a t count 

of 2.335 above (>) the t table number 1.9762 and a significance number of 0.021 less than (<) the 

significance value (0.05). These results show that the Brand Ambassador variable partially gives an 

influence of 4,117 above (>) the t table number 1.9762 and a significance number of 0.00 less than (<) the 

significance number (0.05). These results show that the Sales Promotion variable partially influences the 

Purchasing Decision variable. The Brand Awareness variable has a t count of 5.166 above (>) the t table 

number 1.9762 and a significance number of 0.00 less than (<) the significance number (0.05). These results 

show that the Brand Awareness variable partially influences the Purchasing Decision variable. These results 

show that the Brand Ambassador, Sales Promotion, and Brand Awareness variables partially influence 

purchasing decisions. 

 

Test Coefficient of Determination (Adjusted R Square) 

Table 3.9 Test Coefficient of Determination 

Model Summary 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .726a .526 .517 3.67307 

a. Predictors: (Constant), Brand_Awareness, Brand_Ambassador, Sales_Promotion 

Source : Primary data processed with SPSS 24, 2022 

Referring to the results of the coefficient of determination test displayed in table 4.20, the results 

of the Determination Coefficient Test show that the Adjusted R Square number is 0.517 or 51.7 percent. 

These results mean that if the independent variable (X), namely Brand Ambassador becomes X1, Sales 
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Promotion becomes X2, Brand Awareness becomes X3 can describe the dependent variable (Y), namely 

the purchase decision of 51.7 percent while the other 48.3 percent is explained through independent 

variables outside of this observation. 

Discussion 

Referring to the results of data processing using multiple linear regression analysis through the t 

test in this observation, it displays the influence of the brand ambassador variable on purchasing decisions 

in Shopee e-commerce. The influence of the brand ambassador variable for this purchase decision can be 

displayed through the significance value in the brand ambassador variable displaying a significance number 

of 0.021 below (<) the significance percentage of 0.05 at the t count of 2.335 above (>) the t table number 

1.9762, it means that there is a positive influence between the brand ambassador variable for purchasing 

decisions in shopee e-commerce. These results show that for consumers, the brand ambassador chosen from 

the E-Commerce shopee for consumers is important because it can shape consumers to be loyal to E-

commerce Shopee. The positive correlation shows that the more skillful the brand ambassador is to provide 

insight into the product and can encourage customers to carry out purchasing decisions, the more efficient 

it is to increase purchasing decisions for customers. The findings of this observation are the same as the 

observations carried out previously by Rani & Prijati (2022), and also Sebastian & Wardana (2022) which 

mention that Brand Ambassadors have a major role in influencing purchasing decisions. 

Referring to the results of data processing using multiple linear regression analysis through the t 

test in this observation, it displays the influence of the Sales Promotion variable on purchasing decisions at 

E-commerce Shopee. The influence of the sales promotion variable for purchasing decisions can be 

displayed through the significance value in the variable of 0.00 below (<) the significance percentage of 

0.05 through the t count of 4.117 above (>) the t table number 1.9762, it means that there is a positive 

influence between the sales promotion variable for purchasing decisions in E-commerce shopee. These 

results show that for consumers sales promotion is the main reason because it can make customers to carry 

out purchase transactions at E-commerce Shopee. The positive correlation shows that the more effective 

the form of direct appeal to customers through a number of media incentives and also attracts attention 

carried out by E-commerce shopee for consumers, the more it can increase the purchasing decisions of 

consumers. The results of this observation are in line with observations previously carried out by Ricki 

(2020), and also Yuvita, et al (2019) which show that sales promotion has an influence on purchasing 

decisions. 

Referring to the results of data processing using multiple linear regression analysis through the t 

test in this observation, it displays the influence of the Brand Awareness variable on purchasing decisions 

at E-commerce Shopee. The influence of the Brand Awareness variable for this purchase decision can be 

displayed through the significance number in the Brand Awareness variable of 0.00 below (<) the 

significance percentage of 0.05 through the t count of 5.166 above (>) the t table number 1.9762, it means 

that there is a positive influence on the brand awareness variable with the purchasing decision variable at 

E-Commerce Shopee. These results show that for consumers, the brand awareness provided by E-commerce 

Shopee is the main reason because it can increase consumer purchasing decisions at E-Commerce Shopee. 

The positive correlation shows that the more consumers understand and remember shopee e-commerce, the 

more purchasing decisions can be made. The findings of this observation are also in line with the 

observations carried out by Naruliza & Suseno (2021) and Ansari et al (2019) which mention that Brand 

Awareness has an important role to influence Purchasing Decisions. 
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Conclusion 
Brand Ambassadors are proven to have a positive influence on purchasing decisions in shopee e-

commerce. This phenomenon means that if brand ambassadors can increase purchasing decisions in 

shoppee e-commerce. The direction of the positive correlation in the brand ambassador variable for 

purchasing decisions displays that if there is a 1% increase in brand ambassadors, it can add 13% to 

purchasing decisions assuming other independent variants have a stable value. Sales promotion is proven 

to have a positive influence on purchasing decisions in shopee e-commerce. This phenomenon means that 

if sales promotion can increase purchasing decisions in shopee e-commerce. The direction of the positive 

correlation between the sales promotion variable for purchasing decisions displays that if there is a 1% 

increase in sales promotion, it can add 37% to purchasing decisions, assuming other independent variables 

have a stable value. Brand awareness is proven to have a positive influence on purchasing decisions in E-

Commerce shopee. This phenomenon means that if brand awareness can increase purchasing decisions. 

The direction of the positive correlation between brand awareness variables for purchasing decisions 

displays that if there is a 1% increase in brand awareness, it can add 51% to purchasing decisions, assuming 

other independent variables have a stable value. 

In carrying out this observation, there are still a number of shortcomings and limitations, for 

example, aspects that can influence the purchasing decisions of E-Commerce Shopee consumers as a whole 

cannot be conveyed by the author, but the author hopes that this observation can contribute to all parties. 

Referring to the results of observations, discussions and conclusions obtained, the authors provide 

suggestions for E-Commerce Shopee and for subsequent researchers, namely as follows: a) The influence 

of this Brand Ambassador tends to be useful for an industry to attract the attention of a number of 

consumers, so that the shopee E-Commerce industry can continue to embrace more public figures to 

become brand ambassadors; b) The influence of Sales Promotion is quite important and must always be 

observed because for a promotion industry it tends to be important to attract more consumers to carry out 

purchasing decisions, so that many consumers will be interested in carrying out purchasing transactions if 

the promotions carried out are attractive to consumers; c) E-commerce shopee should, in order to increase 

brand awareness, be able to observe how big the effect of these variables is so that in order to get optimal 

results to increase purchasing decisions, the industry must keep competing with similar industries; and d) 

For the next researcher, it is hoped that he can use other variables outside the variables in this observation, 

namely brand ambassadors, sales promotion, and brand awareness so that other aspects can be known which 

can have an influence on Shopee, such as: brand image and consumer confidence. The next researcher can 

also carry out an increase in the total sample of respondents considering that this observation only uses a 

sample of 150 so that the hope is that the next researcher can provide research results that tend to be optimal. 
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