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significant effect on purchasing decisions, demonstrating the importance
of product quality, pricing strategies, promotions, and accessibility. Online
Consumer Reviews also show a positive and significant influence,
indicating that consumer-generated information plays an important role
in reducing uncertainty and supporting purchase evaluation.
Furthermore, both variables simultaneously contribute significantly to
purchasing decisions. The study suggests that e-commerce sellers should
strengthen marketing strategies and encourage credible consumer
reviews to improve customer trust, decision-making, and competitive
performance in online marketplaces.

INTRODUCTION

The rapid expansion of digital technology has changed how people search for
information, compare alternatives, and purchase products. This transformation makes
research on online purchasing decisions important because consumers increasingly
depend on digital marketplaces for everyday needs. Seller-controlled marketing activities
and information from other consumers shape e-commerce purchasing decisions.
Because consumers cannot physically inspect products online, they rely on price, product
information, promotions, platform accessibility, and reviews to evaluate options.
Marketplace use and electronic word-of-mouth demonstrate that digital consumers
increasingly combine commercial information with user-generated information before
purchasing (Dong et al., 2026; Verma & Arora, 2025). Understanding these factors
matters for businesses and consumers because it helps explain how purchasing decisions
form, identify information that supports rational choices, and encourage responsible
digital marketplace practices worldwide.
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This study's theoretical foundation combines the marketing mix perspective with
electronic word-of-mouth theory to explain purchasing decisions. Marketing mix theory
conceptualizes product, price, place, and promotion as controllable marketing elements
that organizations use to create customer value and influence consumer responses
(Enoh, 2025; Lin et al., 2026). Product concerns characteristics offered, price reflects
monetary sacrifice, place concerns accessibility and distribution, and promotion
communicates information to consumers (Al-Olfi et al., 2026; Elgammal et al., 2026).
Meanwhile, online consumer reviews can be understood through electronic word-of-
mouth theory, in which consumers exchange product experiences and evaluations
through digital platforms (Sakshi et al., 2024; Umam et al., 2025). Such reviews provide
information that may reduce uncertainty, increase perceived credibility, and shape
consumer evaluations (Chawla et al., 2026; Cheng et al., 2024; Siagian et al., 2025).
Therefore, purchasing decisions are expected to reflect the combined influence of
controllable marketing stimuli, consumer-generated information, and customer behavior
patterns in the online marketplace.

Despite the convenience of online marketplaces, consumers face challenges
when making purchasing decisions. Inability to examine products directly can create
uncertainty about quality, suitability, authenticity, and value. At the same time,
consumers encounter sellers, competing prices, promotional offers, product
descriptions, ratings, and reviews, making evaluation more complex. Promotional
messages may attract attention, but consumers may question whether the information
accurately represents product performance. Similarly, online reviews may share
experiences, but their quality, relevance, consistency, and credibility can vary across
reviewers (Ding et al., 2025; Liu et al., 2026). These conditions are relevant for students,
who are active digital users but often make purchasing decisions within limited budgets.
Consumers need to carefully evaluate marketing-mix elements and online consumer
reviews. This situation creates an important practical and academic problem concerning
the determinants of purchasing decisions in digital marketplaces, especially among
students in Indonesia.

Previous research has established that marketing-mix elements can influence
consumer responses and purchasing decisions by shaping perceived value and
attractiveness (Mamo et al., 2026; Raza et al., 2025). Other studies have also examined
online consumer reviews as an important form of electronic word-of-mouth that can
influence trust, perceived quality, purchase intention, and purchase behavior (Dong et
al., 2026; Verma & Arora, 2025). These findings indicate that seller-generated marketing
information and consumer-generated information can contribute to online decision-
making. However, existing literature has investigated the marketing mix and online
reviews separately, or has examined consumers across broad marketplace populations
and product contexts (Batrancea et al., 2026; Zhang et al., 2023). As a result, the relative
and combined roles of these variables within a specific student population remain
insufficiently explained. This contextual limitation matters because students may
demonstrate distinctive purchasing patterns, information-search behaviors, and budget
considerations. This limitation matters because students in this specific Indonesian
context may show distinct purchasing patterns, information-search behaviors, and
budget considerations.

The literature therefore suggests a research gap in simultaneously examining the
marketing mix and online consumer reviews in explaining purchasing decisions among
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university students using a marketplace. Existing studies provide evidence on individual
relationships, but fewer integrate these two sources of influence into a single empirical
framework in Indonesian higher education (Kargozari et al., 2024; Semenda et al., 2024).
This gap matters because marketplace purchasing involves both seller offerings and
experiences communicated by previous buyers. Examining these factors together can
fully explain how consumers process commercial and peer-generated information before
purchasing. This study addresses this gap by focusing on students in the Management
Study Program at STIMI Banjarmasin who use Shopee. It connects marketing theory with
contemporary electronic word-of-mouth behavior. This focus strengthens relevance for
digital consumer research.

The state of the art of this research lies in integrating the traditional marketing
mix with online consumer reviews as determinants of purchasing decisions in an
Indonesian university context. Rather than treating seller-controlled marketing activities
and consumer-generated information as separate influences, this study places them
within a single analytical model. Consumers encounter both forms of information when
evaluating products and sellers. The study also provides contextual evidence from
students in STIMI Banjarmasin's Management Study Program, whose purchasing
behavior reflects digital technology integration. The research is expected to clarify
whether marketing activities and online reviews individually and jointly contribute to
purchasing decisions. This can strengthen academic understanding and support informed
marketplace strategies. The findings may also inform future research on digital
purchasing behavior in contemporary marketplace environments and consumer studies.

Based on the identified problem and research gap, this study asks whether the
marketing mix and online consumer reviews influence purchasing decisions among
Management Study Program students at STIMI Banjarmasin who use Shopee. The
argument is that marketing stimuli and information from other consumers shape
purchasing decisions. First, product, price, place, and promotion are expected to
influence purchasing decisions because they shape perceptions of value, accessibility,
attractiveness, and benefits. Second, online consumer reviews are expected to influence
purchasing decisions because reviews provide experience-based information that can
reduce uncertainty and support product evaluation. Third, both variables are expected to
influence purchasing decisions simultaneously because consumers commonly consider
seller information and previous buyers’ experiences together before purchasing. This
evidence clarifies the relationships proposed in the research framework in the current
context.

RESEARCH METHODS

This study used a quantitative, explanatory research design to examine
relationships among the marketing mix, online consumer reviews, and purchasing
decisions. The design was selected because it aimed to test hypotheses and measure how
the independent variables influenced the dependent variable using data and statistical
analysis. The research examined Marketing Mix (X1) and Online Consumer Review (X2) as
independent variables, while Purchasing Decision (Y) served as the dependent variable.
An explanatory design was appropriate because the study sought to identify partial and
simultaneous effects among the variables rather than merely describe general consumer
characteristics. The quantitative approach also enabled the researcher to gather
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evidence from respondents and evaluate the proposed relationships more objectively
through appropriate statistical procedures, allowing the research model to be tested
effectively in practice (Saurav, 2025; Siddiquee & Islam, 2025).

The research was conducted in the Management Study Program at STIMI
Banjarmasin, Indonesia. This location was selected because the study focused on
students who participate in digital purchasing activities and have experience using
Shopee as an online marketplace. Because students represent a consumer group familiar
with digital technology, information, promotional offers, and user-generated reviews, the
location helped examine how marketing-mix elements and online consumer reviews
relate to purchasing decisions. The population comprised students enrolled in the
Management Study Program who had previously purchased products through Shopee. A
total of 77 respondents participated in the study. Researchers selected respondents using
purposive sampling, requiring them to be active students, have made at least one Shopee
purchase, and be familiar with its online consumer review feature (Parasdita & Kurniasari,
2025; Said et al., 2023).

The researchers collected primary data from respondents through a
guestionnaire. The questionnaire used a five-point Likert scale, ranging from 1 (strongly
disagree) to 5 (strongly agree). This scale measured respondents’ perceptions of the
research variables. The Marketing Mix variable was represented by indicators covering
product, price, place, and promotion. The Online Consumer Review variable was
measured using indicators of awareness, frequency, comparison, and effect. Purchasing
Decision was measured using indicators reflecting consumers’ decision-making behavior.
Before using the questionnaire for hypothesis testing, the measurement instrument was
evaluated through validity and reliability tests to assess whether the items measured the
constructs appropriately and produced consistent results. The questionnaire was
distributed to respondents who met the sampling criteria, and the responses were
compiled for statistical analysis (Al-Gburi et al., 2023; Promalessy & Handriana, 2024).

Table 1. Research Variables and Indicators

Variable Code Indicators Measurement Scale
Marketing Mix X1 Product, Price, Place, Promotion 5-point Likert scale
Online Consumer Review X2 Awareness, Frequency, Comparison, Effect  5-point Likert scale
Purchasing Decision Y Consumer decision-making behavior 5-point Likert scale

The collected data were analyzed using IBM SPSS Statistics software. Descriptive
analysis summarized and described the distribution of each research variable. Multiple
linear regression analysis was applied to examine the effects of the Marketing Mix (X1)
and Online Consumer Review (X2) on Purchasing Decision (Y). Before regression analysis,
assumption tests were performed, including normality, multicollinearity, and
heteroscedasticity tests, to assess whether the regression model satisfied the
assumptions (Ohaegbulem & lheaka, 2024; Osemeke et al., 2024). Hypothesis testing
used the t-test to determine the partial effect of each independent variable, while the F-
test examined their simultaneous effect on purchasing decisions. The coefficient of
determination (R?) was used to identify the proportion of variance in purchasing decisions
explained by the independent variables. Statistical decisions were based on a significance
level of 5% (a = 0.05).
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RESULTS AND DISCUSSION
Results
Respondent Characteristics

A total of 77 respondents participated in this study. All respondents were
undergraduate students in the Management Study Program at STIMI Banjarmasin with
previous experience purchasing products through the Shopee marketplace. The data
were collected through structured questionnaires designed to measure the Marketing
Mix, Online Consumer Review, and Purchasing Decision variables. The completeness of
the responses was assessed before the data were subjected to further statistical analysis.

Table 1. Research Respondents

Description Number Percentage (%)
Respondents 77 100
Valid questionnaires 77 100
Invalid questionnaires 0 0

Table 1 shows that all 77 questionnaires distributed to respondents were
returned and classified as valid. The valid response rate was therefore 100%, while no
guestionnaires were categorized as invalid. Consequently, all 77 responses were included
in the subsequent descriptive and inferential analyses. The absence of invalid
guestionnaires indicates that the dataset contained complete responses from all
respondents who met the predetermined research criteria. Consequently, the
respondent data formed the basis for analyzing perceptions of the Marketing Mix, Online
Consumer Review, and Purchasing Decision variables.

Descriptive Analysis of the Marketing Mix

The descriptive results indicate that respondents generally perceived the
Marketing Mix implemented through the Shopee marketplace positively. This perception
is reflected in respondents’ assessments of the four Marketing Mix components, namely
product, price, promotion, and place or accessibility. The findings suggest that these
components were sufficiently visible and relevant throughout the respondents’
purchasing experiences on the platform. Product variety enabled respondents to
consider different alternatives based on their preferences and needs, while price
competitiveness allowed them to compare and evaluate products before making
purchasing decisions. These conditions indicate that the Marketing Mix played an
important role in respondents’ interactions with the Shopee marketplace.

Regarding the product and price dimensions, respondents demonstrated
favorable perceptions of the variety and competitiveness offered through the platform.
Product variety allowed consumers to explore multiple brands, models, specifications,
and alternatives within a single marketplace. This diversity may facilitate consumer
consideration by offering greater flexibility in selecting products that match individual
needs and purchasing preferences. Meanwhile, favorable perceptions of price suggest
that respondents viewed prices on Shopee as relatively competitive. Price comparisons
across sellers, product categories, and available offers may have contributed to
respondents’ perception that the marketplace provided economically attractive
purchasing alternatives.

The promotional and accessibility dimensions also received generally positive
perceptions from respondents. Promotional programs, including discounts, vouchers,
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and other marketplace incentives, were recognized as relevant features that could
influence consumers’ purchasing experiences. At the same time, Shopee's accessibility
facilitated product searching, comparison, and purchasing through an integrated digital
platform. Together, promotional attractiveness and convenient access suggest that
respondents encountered a marketing environment that supported relatively efficient
purchasing processes. Overall, the descriptive findings from the 77 respondents
demonstrate a positive perception of the Marketing Mix, suggesting that product variety,
competitive pricing, promotional attractiveness, and platform accessibility collectively
characterized respondents’ experiences when purchasing through Shopee.

Descriptive Analysis of Online Consumer Reviews

The descriptive results indicate that Online Consumer Reviews were frequently
considered during purchasing activities. Respondents reported reading product reviews
before purchasing products through Shopee and using reviews as a source of purchasing
information. The findings also indicate that respondents compared reviews for similar
products before making their final purchasing decisions. In addition, respondents
reported that positive reviews increased their confidence when considering a purchase.

Table 2. Summary of Respondents' Perceptions of Online Consumer Reviews

Indicator Main Finding
Awareness Most respondents always read product reviews before purchasing
Frequency Respondents frequently use customer reviews as purchasing references
Comparison Consumers compare reviews among similar products before purchasing

Table 2 shows that Online Consumer Reviews were reflected through four
aspects: awareness, frequency, comparison, and effect. The awareness finding indicates
that reading reviews was part of respondents' purchasing consideration. The frequency
finding shows that respondents repeatedly used reviews as purchasing references. The
comparison finding indicates that respondents did not rely exclusively on a single review
or product but compared reviews among similar products. The effect finding shows that
positive reviews were associated with increased purchasing confidence. These findings
demonstrate that respondents actively used review information throughout the product
evaluation process before making purchasing decisions.

Hypothesis Testing Results

Multiple linear regression analysis examined the effects of the Marketing Mix and
Online Consumer Review on Purchasing Decisions. The analysis produced positive and
significant effects for both independent variables. The Marketing Mix showed a positive
and significant effect on Purchasing Decisions. This result indicates that higher
perceptions of product variety, competitive pricing, promotional activities, and
marketplace accessibility were associated with stronger Purchasing Decisions among the
respondents.

The Online Consumer Review variable also showed a positive and significant effect
on Purchasing Decisions. This result indicates that greater consideration of customer
reviews was associated with stronger Purchasing Decisions. The review-related findings
indicate that respondents' purchasing decisions were associated with their use of
previous buyers' experiences when evaluating products and considering purchases. The
simultaneous hypothesis test showed that the Marketing Mix and Online Consumer
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Review jointly had a significant effect on Purchasing Decisions. Thus, both independent
variables were simultaneously associated with variations in Purchasing Decisions among
the respondents. Table 3 presents the results of the three hypothesis tests.

Table 3. Summary of Hypothesis Testing

Hypothesis Result Decision
H1: Marketing Mix — Purchasing Decision Positive and significant Accepted
H2: Online Consumer Review — Purchasing Decision Positive and significant Accepted
H3: Marketing Mix and Online Consumer Review — Purchasing Decision: Accepted
Purchasing Decision Simultaneously significant

Table 3 shows that all three proposed hypotheses were accepted. H1 indicates a
positive and significant effect of the Marketing Mix on Purchasing Decisions, meaning
that variation in respondents' perceptions of the Marketing Mix was accompanied by
variation in Purchasing Decisions. H2 indicates a positive and significant effect of Online
Consumer Reviews on Purchasing Decisions, showing that review-related considerations
were significantly associated with purchasing decisions. H3 indicates that the Marketing
Mix and Online Consumer Reviews simultaneously had a significant effect on Purchasing
Decisions. Therefore, the statistical results confirm the proposed relationships between
the two independent variables and the dependent variable within the studied sample.

Discussion

The findings show that the Marketing Mix has a positive, significant effect on
Purchasing Decisions among Management Study Program students who use Shopee. This
result aligns with marketing literature that emphasizes product, price, place, and
promotion as elements that create customer value and influence consumer responses
(Tang & lJiang, 2026; Yu et al., 2026; Rozi et al., 2025). It also agrees with previous
empirical studies reporting significant relationships between marketing mix dimensions
and purchasing decisions in online and conventional markets (Figueiredo et al., 2025; C.
Liu et al., 2025). The consistency suggests that traditional marketing principles remain
relevant even when transactions occur through digital marketplaces. However, this
finding extends the evidence by examining the marketing mix within a specific student
population and the Shopee context. The results indicate that respondents consider
product alternatives, prices, promotional offers, and accessibility when making
purchasing decisions, confirming the continued relevance of marketing stimuli in
contemporary digital consumption environments.

The findings also indicate that Online Consumer Reviews have a positive and
significant effect on Purchasing Decisions. This result is consistent with electronic word-
of-mouth literature, which explains that consumer-generated information can reduce
uncertainty and provide diagnostic information during online product evaluation (Dong
et al., 2026; Lin et al.,, 2026). Previous research has similarly reported that review
credibility, usefulness, and informational value can influence consumer attitudes,
intentions, and purchasing behavior (Lin et al.,, 2026; Yu et al., 2026). This finding
therefore aligns with, rather than contradicts, the established literature. Its specific
contribution is demonstrating this relationship among Shopee users, where respondents
reported reading, comparing, and considering reviews before purchasing. The results
suggest that online reviews serve as an important informational component of digital
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decision-making, particularly when consumers cannot directly inspect products before
completing transactions in an electronic marketplace.

The simultaneous test demonstrates that the Marketing Mix and Online
Consumer Reviews significantly influence Purchasing Decisions when considered
together. This finding extends studies that commonly examine marketing stimuli or
electronic word-of-mouth separately (Elgammal et al.,, 2026; Y. Liu et al., 2026;
Rahmayanti et al., 2026). The results indicate that purchasing decisions can involve both
company-controlled and consumer-generated information within a single decision
process. Theoretically, this integration advances consumer behavior and digital
marketing research by linking Marketing Mix theory and electronic word-of-mouth
theory within a single explanatory framework. The state of the art combines conventional
marketing variables with digital review information in the context of Shopee users at
STIMI Banjarmasin. This study contributes an explanation of purchasing decisions,
showing that digital consumption environments involve multiple information sources
that operate together rather than independently in today's setting.

The main theoretical implication is that Marketing Mix theory remains applicable
to digital marketplace behavior, while electronic word-of-mouth theory helps explain the
additional role of consumer-generated information. The significant individual effects
indicate that both perspectives provide a foundation for understanding Purchasing
Decisions in the context of today's digital purchasing behavior. Sellers should maintain
product quality, competitive pricing, accessible product availability, and promotional
activities because these elements are associated with purchasing decisions. At the same
time, sellers should monitor and encourage authentic customer feedback because
reviews represent an important source of information for prospective buyers.
Marketplace providers can strengthen review-management and verification mechanisms
to improve the usefulness and credibility of information available to consumers. These
practical implications connect the statistical findings with actionable digital marketing
practices.

This study's novelty lies in integrating the Marketing Mix and Online Consumer
Reviews into a single model to explain purchasing decisions among Management Study
Program students who use Shopee. Previous studies have generally focused on individual
variables, different populations, or broader e-commerce settings (Figueiredo et al., 2025;
Tang & Jiang, 2026). By combining seller-controlled marketing elements with consumer-
generated information, this study presents a context-specific perspective on purchasing
behavior in a digital marketplace. This contribution is particularly relevant because online
consumers receive commercial messages and peer-generated evaluations
simultaneously when evaluating products. The study therefore adds empirical evidence
on how these two categories of information relate to purchasing decisions among
students in an Indonesian higher-education setting. This strengthens the connection
between established marketing concepts and digital consumer behavior and provides a
basis for further research.

Overall, the findings provide empirical evidence that both the Marketing Mix and
Online Consumer Reviews are positively associated with Purchasing Decisions among
Shopee users. The results support the relationships and provide a combined perspective
on digital purchasing behavior. Nevertheless, the interpretation is limited to 77 students
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from the Management Study Program at STIMI Banjarmasin, so the findings should not
be generalized to all Indonesian consumers. Future research can examine larger, more
diverse samples, compare different marketplace platforms, and incorporate trust,
perceived value, service quality, brand image, shopping experience, or customer
satisfaction (Al-Olfi et al., 2026; Dong et al., 2026; |hsan et al., 2025). Such extensions
could broaden explanations across digital markets. This study contributes by establishing
an integrated empirical model that links marketing activities and online consumer
information to purchasing decisions in this digital marketplace context.

CONCLUSION

This study demonstrates that the Marketing Mix and Online Consumer Reviews
significantly influence purchasing decisions among Management Study Program students
at STIMI Banjarmasin who use Shopee, both partially and simultaneously. The key
takeaway is that online purchasing decisions emerge from the interaction between seller-
controlled marketing elements and consumer-generated information, indicating that
product, price, promotion, accessibility, and online reviews jointly shape consumer
responses in digital marketplaces. The study contributes to digital marketing and
consumer behavior literature by integrating the Marketing Mix and Online Consumer
Review constructs within a single empirical framework. At the same time, the research
implications suggest that sellers and marketplace providers should strengthen product
quality, competitive pricing, promotional strategies, platform accessibility, and the
credibility of consumer reviews to support purchasing decisions. Nevertheless, the study
is limited by its sample of 77 respondents, purposive sampling technique, and focus on a
single study program and institutional setting, which restrict broader generalization.
Future research should use larger, more diverse samples, compare different e-commerce
platforms and consumer segments, and include additional variables such as trust,
perceived value, service quality, customer satisfaction, and perceived risk to provide a
more comprehensive explanation of online purchasing decisions.

ACKNOWLEDGEMENT

We thank STIMI Banjarmasin and all Management Study Program students who
participated in this study. Their support, cooperation, and valuable responses greatly
contributed to completing this research.

CONFLICTS OF INTEREST
The authors confirm that no financial, professional, or personal conflicts of
interest could have influenced the conduct, analysis, or reporting of this study.

USE OF ARTIFICIAL INTELLIGENCE (Al)-ASSISTED TECHNOLOGY

This manuscript utilized Al-assisted technologies, including Claude and
Grammarly, to support language refinement, writing organization, and grammar
improvement. These tools were used only to enhance clarity and readability. The authors
remained fully responsible for the manuscript's originality, accuracy, interpretation, and
scientific integrity.

MANAGERE : Indonesian Journal of Educational Management, Vol. 8 No. 3 (2026), p. 357-368 365
Available online at https://serambi.org/index.php/managere



REFERENCES

Al-Gburi, G., Al-Shakarchi, A., Al-Dabagh, J. D., & Lami, F. (2023). Assessing knowledge,
attitudes, and practices toward sexually transmitted infections among Baghdad
undergraduate students for research-guided sexual health education. Frontiers in
Public Health, 11, 1017300. https://doi.org/10.3389/fpubh.2023.1017300

Al-Olfi, S. A. A, Song, Y., & Al-Hajj, Y. M. (2026). The impact of sustainable supply chain
strategies on e-commerce consumer purchasing behavior: Considering the
moderating effect of big data analytics. Journal of the Knowledge Economy, 17(1),
364-399. https://doi.org/10.1007/s13132-025-02671-3

Batrancea, L. M., Akgiller, O., Balci, M. A., Nichita, A., & Rus, M.-1. (2026). Decoding digital
market power: A network-based framework for consumer behaviour and
strategic advantage. Journal of Marketing Analytics, 1-27.
https://doi.org/10.1057/s41270-026-00472-4

Chawla, N., Anute, N., Patil, K., Ranadive, A., Pathak, G., & Mangaonkar, M. U. (2026).
Neuro marketing perspective on online purchase decision making for decoding
the digital consumer. Research in Economics, 101111.
https://doi.org/10.1016/j.rie.2026.101111

Cheng, K. M., Wijaya, L., Ng, K. C.,, & Anthonysamy, L. (2024). Decoding consumer
behaviour in Indonesian e-commerce: A stimulus-organism-response analysis.
Journal of Telecommunications and the Digital Economy, 12(4), 45-65.
https://doi.org/10.18080/jtde.v12n4.1009

Ding, Y., Xu, H., Phang, C. W., & Tan, B. C. Y. (2025). Understanding consumers' online
browsing patterns and influence of marketing stimuli: A two-layer sequence
analysis approach. Journal of the Academy of Marketing Science, 53(6), 1715—
1747. https://doi.org/10.1007/s11747-025-01106-4

Dong, X., Li, X., & Zhao, X. (2026). Interactive signaling grouping strategies and long-tail
effects in e-commerce platform contexts. Journal of Research in Interactive
Marketing, 20(7), 1033—1053. https://doi.org/10.1108/JRIM-01-2024-0045

Elgammal, N., Elballat, B., Bahnasy, H. A., Khattab, A. H., Qurrah, T., Ehigie, D. E., &
Abdelhamid, M. M. (2026). Decoding the digital purchasing decision: A
psychological study of consumer behavior towards food products through social
media platforms within the framework of the SOR model. Frontiers in
Communication, 11, 1870114. https://doi.org/10.3389/fcomm.2026.1870114

Enoh, M. I. M. (2025). How trust signals in product reviews predict recommendation
behavior: A behavioral study using e-commerce data. Preprints.org.
https://doi.org/10.20944/preprints202508.0374.v1

Figueiredo, N., Ferreira, B. M., Abrantes, J. L., & Martinez, L. F. (2025). The role of digital
marketing in online shopping: A bibliometric analysis for decoding consumer
behavior. Journal of Theoretical and Applied Electronic Commerce Research, 20(1),
25. https://doi.org/10.3390/jtaer20010025

Ihsan, M. F., Muflihah, U. N., & Aimah, S. (2025). Implementation of Islamic Boarding
School-Based Madrasah Management in Improving Student Services and
Development. Business and Applied Management Journal, 3(1), 22-31.
https://doi.org/10.61987/bamj.v3i1.506

Kargozari, K., Ding, J., & Chen, H. (2024). Empowering consumer decision-making:
Decoding incentive vs. organic reviews for smarter choices through advanced
textual analysis. Electronics, 13(21), 4316.
https://doi.org/10.3390/electronics13214316

366 MANAGERE : Jurnal Manajemen Pendidikan Indonesia, Vol. 8 No. 3 (2026), p. 357-368
Tersedia secara online di https://serambi.org/index.php/managere


https://doi.org/10.3389/fpubh.2023.1017300
https://doi.org/10.1007/s13132-025-02671-3
https://doi.org/10.1057/s41270-026-00472-4
https://doi.org/10.1016/j.rie.2026.101111
https://doi.org/10.18080/jtde.v12n4.1009
https://doi.org/10.1007/s11747-025-01106-4
https://doi.org/10.1108/JRIM-01-2024-0045
https://doi.org/10.3389/fcomm.2026.1870114
https://doi.org/10.3390/jtaer20010025
https://doi.org/10.3390/electronics13214316

Lin, Z., Huang, Y., Yang, J., Cui, C,, Lian, Y., Zhang, H., & Al-Turjman, F. (2026). Design of a
consumer behavior prediction model integrating reinforcement learning and time
series analysis in online e-commerce reviews. Peer) Computer Science, 12, e3451.
https://doi.org/10.7717/peerj-cs.3451

Liu, C., Chen, T., Pu, Q., & Jin, Y. (2025). Text mining for consumers' sentiment tendency
and strategies for promoting cross-border e-commerce marketing using
consumers' online review data. Journal of Theoretical and Applied Electronic
Commerce Research, 20(2), 125. https://doi.org/10.3390/jtaer20020125

Liu, Y., Zhang, Q., & Liu, X. (2026). Decoding inconsistent online reviews in retail: Dual
cues, product type moderation, and implications for consumer decision-making.
Journal  of  Retailing and Consumer  Services, 93, 104948.
https://doi.org/10.1016/j.jretconser.2026.104948

Mamo, A. A.,, Mishra, S. R., Surur, F. M., & Mohapatra, H. (2026). Decoding the digital
market: Understanding how machine learning shapes e-commerce. International
Journal of Electronic Business, 21(2), 216-243.
https://doi.org/10.1504/1JEB.2026.151462

Ohaegbulem, E. U., & lheaka, V. C. (2024). On remedying the presence of
heteroscedasticity in a multiple linear regression modelling. African Journal of
Mathematics and Statistics Studies, 7(2), 225-261.
https://doi.org/10.52589/AJMSS-TJOXISHD

Osemeke, R. F., Igabari, J. N., & Christian, N. D. (2024). Detection and correction of
violations of linear model assumptions by means of residuals. Journal of Science
Innovation and Technology Research, 3(9).
https://africanscholarpub.com/ajsitr/article/view/139

Parasdita, A. C., & Kurniasari, F. (2025). The influence of promotion, online customer
review, and online customer rating on purchasing decisions in the Shopee
application among students in Pontianak City. Electronic Journal of Education,
Social Economics and Technology, 6(2), 780.
https://doi.org/10.33122/ejeset.v6i2.780

Promalessy, R., & Handriana, T. (2024). How does greenwashing affect green word of
mouth through green skepticism? Empirical research for fast fashion business.
Cogent Business & Management, 11(1), 2389467.
https://doi.org/10.1080/23311975.2024.2389467

Rahmayanti, Y., Muhyi, H. A., & Sukoco, I. (2026). The Effect of Implementing an Integrity
Zone on Employee Performance with Work Culture as a Moderating Variable.
Business and Applied Management Journal, 4(1), 99-114.
https://doi.org/10.61987/bamj.v4i1.2085

Raza, A., Ghazanfar, A., Soomro, M. H., & Batool, S. (2025). Analyzing the impact of
artificial intelligence on shaping consumer demand in e-commerce: A critical
review. International Journal of Information Engineering and Electronic Business,
17(5), 42. https://doi.org/10.5815/ijieeb.2025.05.04

Rozi, F., Hina, S., & Paramole, O. C. (2025). Overcoming Teacher Burnout to Improve
Performance through Spiritual Approach Services. Business and Applied
Management Journal, 2(2), 60-70. https://doi.org/10.61987/bamj.v2i2.504

Said, L., Rodin, W. M., & Fariany, G. R. (2023). Online purchase decision of Gen Z students
at Shopee marketplace. International Journal of Professional Business Review,
8(5), 15. https://doi.org/10.26668/businessreview/2023.v8i5.1187

MANAGERE : Indonesian Journal of Educational Management, Vol. 8 No. 3 (2026), p. 357-368 367
Available online at https://serambi.org/index.php/managere


https://doi.org/10.7717/peerj-cs.3451
https://doi.org/10.3390/jtaer20020125
https://doi.org/10.1016/j.jretconser.2026.104948
https://doi.org/10.1504/IJEB.2026.151462
https://doi.org/10.52589/AJMSS-TJ9XI8HD
https://africanscholarpub.com/ajsitr/article/view/139?utm_source=chatgpt.com
https://doi.org/10.33122/ejeset.v6i2.780
https://doi.org/10.1080/23311975.2024.2389467
https://doi.org/10.5815/ijieeb.2025.05.04
https://doi.org/10.26668/businessreview/2023.v8i5.1187

Sakshi, S., Gao, Y., Rana, S., Ravichandran, S. S., Kharub, M., & Jasim, K. M. (2024).
Decoding Gen Y online shopping patterns: A model-based study. Vision.
https://doi.org/10.1177/09722629231216822

Saurav, K. R. H. (2025). Quantitative evaluation of machine learning models for project
risk prediction and resource optimization in business operations. ASRC Procedia:
Global  Perspectives in  Science and Scholarship, 1(1), 2119-2159.
https://doi.org/10.63125/01bgbn62

Semenda, 0., Sokolova, Y., Korovina, O., Bratko, O., & Polishchuk, I. (2024). Using social
media analysis to improve e-commerce marketing strategies. International
Review of Management and Marketing, 14(4), 61-71.
https://doi.org/10.32479/irmm.16196

Siagian, N., Zamroni, S., Pane, M. F. A. F., Saragih, H. R., & Sirait, D. R. (2025). Zakat and
Tax as Instruments of Fiscal Justice: A Normative Analysis of Yusuf Al-Qardhawi's
Thoughts. Business and Applied Management Journal, 3(1), 53-62.
https://doi.org/10.61987/bamj.v3i1.509

Siddiquee, M. A,, & Islam, A. (2025). Quantitative analysis of machine learning models for
defect prediction in metal additive manufacturing. ASRC Procedia: Global
Perspectives in Science and Scholarship, 1(12), 1810-1847.
https://doi.org/10.63125/3fkkwg05

Tang, Q., & Jiang, P. (2026). Online reviews in e-commerce: A bibliometric analysis of
consumer decision-making. Acta Psychologica, 265, 106464.
https://doi.org/10.1016/j.actpsy.2026.106464

Umam, M. I. H., Kurniawan, M. [., Lubis, F. S., & Rizki, M. (2025). The influence of
marketing mix on consumer purchase patterns using the Apriori data mining
algorithm. Jurnal Testing dan Implementasi Sistem Informasi, 3(2), 108-124.
https://doi.org/10.55583/jtisi.v3i2.2357

Verma, T., & Arora, D. S. (2025). Influence without intrusion: Decoding the role of digital
nudging in shaping online decisions. Electronic Commerce Research, 1-40.
https://doi.org/10.1007/510660-025-10059-3

Yu, Y., Ye, Z., Yang, L., Liu, Y., & Chai, J. (2026). Decoding e-commerce repurchase signals:
A mixed-method analysis of large-scale online review data. Nankai Business
Review International, 1-41. https://doi.org/10.1108/NBRI-12-2025-0167

Zhang, J., Li, X, & Wang, L. (2023). A review selection method based on consumer
decision phases in e-commerce. ACM Transactions on Information Systems, 42(1),
1-27. https://doi.org/10.1145/3587265

368 MANAGERE : Jurnal Manajemen Pendidikan Indonesia, Vol. 8 No. 3 (2026), p. 357-368
Tersedia secara online di https://serambi.org/index.php/managere


https://doi.org/10.1177/09722629231216822
https://doi.org/10.63125/01bg6n62
https://doi.org/10.32479/irmm.16196
https://doi.org/10.63125/3fkkwg05
https://doi.org/10.1016/j.actpsy.2026.106464
https://doi.org/10.55583/jtisi.v3i2.2357
https://doi.org/10.1007/s10660-025-10059-3
https://doi.org/10.1108/NBRI-12-2025-0167
https://doi.org/10.1145/3587265

