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ABSTRACT 

	Aims: This study seeks to examine and validate the impact of the digital advertising strategies utilized by Shopee on the purchasing interest of Generation Z, focusing on students from the Faculty of Economics and Business, Makassar State University.
Study design:  Quantitative descriptive.
[bookmark: _GoBack]Place and Duration of Study:  Faculty of Economics and Business, Makassar State University, between July and September 2025. 
Methodology: Data was gathered by the distribution of questionnaires to a sample of 100 active students. The methods used for data analysis approaches encompass validity testing, reliability testing, classical assumption testing, simple linear regression analysis, t-test (hypothesis), and the coefficient of determination (R²), facilitated by SPSS.
Results: The research findings demonstrate that digital marketing methods exert a favorable and significant impact on purchase intention. The calculated t-value (7.730), exceeding the t-table value (1.660), along with the significance value (0.000), which is below 0.05, confirms the research hypothesis. The coefficient of determination reveals that the digital marketing strategy accounts for 37.9% of purchase interest, with the remaining percentage attributable to other factors.
Conclusion: The findings of this study clearly demonstrate that the digital marketing methods implemented by Shopee exert a substantial and considerable influence on cultivating purchase interest among Generation Z students. This discovery holds significant implications for Shopee to further refine its marketing strategy to engage Generation Z more effectively.
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1. INTRODUCTION 

The development of technology and the internet have fundamentally changed the business landscape, ushering in a new era known as the Fourth Industrial Revolution (Industry 4.0) and Society 5.0. This digital transformation is not only affecting how companies operate, but is also drastically changing consumer behavior and expectations (Radzikhovska, 2021). One of the most significant manifestations of this change is the rise of e-commerce as the primary channel for buying and selling activities. Platforms like Shopee, Tokopedia, and Lazada have become an integral part of people's daily lives, offering unprecedented convenience, speed, and product variety (Azam & Ansari, 2024). The ability to shop anytime, anywhere has shifted consumer preferences from conventional shopping in physical stores to online shopping. This phenomenon is supported by data showing increased internet penetration in Indonesia, which in turn is driving exponential growth in e-commerce users (Maisaroh, Habibi & Iqbal, 2024).

Amidst the fierce competition in the e-commerce industry, the ability to attract and retain consumers is a key factor for success. Shopee, as one of the dominant players in the Southeast Asian market including Indonesia, consistently demonstrates impressive year-over-year growth in visitor numbers. This success is not unrelated to an aggressive and innovative marketing strategy, specifically designed to reach the most relevant demographic segment: Generation Z. This generation, born between the mid-1990s and the early 2010s, is a unique consumer group. They are digital natives, the first generation to grow up with the internet, social media, and mobile technology (Kahraman, 2020; Çoklar & Tatli, 2021; Chang & Chang, 2023; Haeruddin, 2025). This characteristic makes them highly receptive to digital marketing. They are accustomed to researching product information online, comparing prices, reading reviews from other users, and are heavily influenced by trends emerging on social media platforms like TikTok, Instagram, and X. For them, shopping is not just about transactions, but also a social, entertainment and interactive experience (Charles & Immanuel, 2025).

Understanding the behavior of Generation Z is both a challenge and a significant opportunity for marketers. They tend to be less loyal to a single brand and easily switch to competitors who offer a better experience (Cagnin & Nicolas, 2022), more competitive prices (Subawa et al, 2020), or more attractive promotions (Fathinasari, Purnomo & Leksono, 2023). Therefore, an effective digital marketing strategy must be multifaceted and integrated. This encompasses a variety of tactics, ranging from Search Engine Marketing (SEM) to ensure visibility on search engines, Social Media Marketing to build interaction and community, influencer marketing to increase trust, and content marketing that presents relevant and engaging content. Shopee has implemented these various strategies very well, through massive advertising campaigns, "twin date" promotions (such as 11.11 and 12.12), free shipping offers, cashback, and interactive features like Shopee Live and Shopee Games designed to increase user engagement.

Nevertheless, there is a research gap regarding the effectiveness of this strategy. Some previous studies, such as those by Nawaz & Kaldeen (2020), Dastane (2020), and Alwan & Alshurideh (2022), have shown that digital marketing has a positive and significant effect on purchase intention. However, other studies by Edwin (2023) and Watulingas & Permana (2020), found the opposite result, where digital marketing did not have a significant effect. This difference in results indicates that context, platform, and target audience play a significant role, necessitating further, more specific research. This research aims to fill that gap by focusing on the Shopee platform and the Generation Z target audience, specifically within the student environment. Students are the ideal representation of Generation Z, who are digitally active, have purchasing power, and are intensive e-commerce users. By analyzing the influence of Shopee's digital marketing strategies on the purchasing interest of Management students at Makassar State University, this research aims to provide a deeper and more contextual understanding. The results of this research are expected not only to contribute academically to the digital marketing literature but also to provide valuable practical insights for Shopee and other business owners in formulating more effective strategies to win the hearts of Generation Z.

2. LITERATURE REVIEW.
2.1. Marketing Theory
Marketing is a fundamental function in business that aims to create, communicate, and deliver value to customers. According to Kotler (2012), marketing is the process by which companies create value for customers and build strong relationships with them in order to capture value from customers in return. This definition emphasizes the importance of customer orientation, where understanding market needs and desires becomes the starting point for all business activities. Marketing is not just a sales or promotion activity, but a comprehensive system that includes integrated product planning, pricing, distribution, and promotion (Etzel, Walker & Stanton, 2007). In the digital context, these principles remain relevant, but are executed through different channels and tools to reach audiences in the virtual world.

2.2. Consumer Behavior
Consumer behavior is the study of how individuals, groups, or organizations select, purchase, use, and dispose of goods, services, ideas, or experiences to satisfy their needs and desires (Fasi, 2017). Understanding consumer behavior is key to designing effective marketing strategies. Schiffman and Kanuk (2010) explain that consumer behavior encompasses the mental and physical processes that occur before, during, and after a purchase. Several key factors that influence consumer behavior, namely cultural factors (values and social norms), social factors (reference groups, family, social roles), and personal factors (age, occupation, lifestyle, personality) (Skrudupaitė, Virvilaitė & Kuvykaitė, 2006; Gherasim, 2013; Šostar & Ristanović, 2023). In the context of Generation Z, social and personal factors become very dominant. They are heavily influenced by peers, influencers, and trends on social media, and have highly digitized lifestyles (Barbe & Neuburger, 2021; Chang & Chang, 2023).

2.3. Digital Marketing
Digital marketing is the use of digital technology and internet-based media to market products or services. Digital marketing encompasses the use of the internet and other interactive technologies to create and connect dialogues between companies and identified consumers (Desai & Vidyapeeth, 2019). This is an evolution of traditional marketing that allows for two-way interaction, message personalization, and much more accurate performance measurement. Digital marketing indicators commonly used in research includes several key aspects. Search Engine Marketing (SEM) focuses on increasing visibility in search engines (Jusuf, 2023). Social Media Marketing uses platforms like Instagram and TikTok to build community and engagement (Shawky et al, 2019). Content marketing involves creating and distributing valuable content to attract an audience (Lopes & Casais, 2022). Email marketing is used to maintain relationships with customers (Hartemo, 2016), while influencer marketing leverages the credibility of public figures to promote products (Okonkwo & Namkoisse, 2023). These strategies, when integrated, can create powerful and impactful marketing campaigns.

2.4. Purchase Intention
Purchase intention is the stage in the consumer decision-making process when they develop a desire or intention to purchase a product or service. Purchase intention emerges during exposure to a stimulus from the observed product, resulting in an interest in trial and subsequent acquisition (Lee & Lee, 2015). This interest doesn't appear suddenly; rather, it's the result of an evaluation process involving information, product attributes, and brand perceptions (Riu & Haeruddin, 2025). Purchase interest is the stage where consumers begin to seek further information about products that have caught their attention (Kotler, 2012). Purchase interest indicators can be measured through several dimensions, such as transactional interest (the tendency to buy a product), referential interest (the desire to recommend the product to others), preferential interest (choosing the product over other alternatives), and exploratory interest (the desire to always learn more about the product).

2.5. Previous Research and Relationships between Variables. 
Several studies have examined the relationship between digital marketing and purchase intention, but with varying results. Research by Nawaz & Kaldeen (2020), Dastane (2020), and Alwan & Alshurideh (2022) found that digital marketing has a positive and significant effect on purchase intention. This finding supports the argument that well-planned digital marketing activities, such as social media promotions and influencer marketing, can effectively drive consumer purchase intention. However, research by Edwin (2023) and Watulingas & Permana (2020) showed the opposite results. The existence of this research gap indicates that the effectiveness of digital marketing can depend on various contextual factors. Based on the theoretical foundation and previous research findings, which predominantly show a positive relationship, this study constructs a conceptual framework stating that the digital marketing strategies implemented by Shopee (independent variable) positively influence the purchase intention of Generation Z (dependent variable).

3. RESEARCH METHODS
This research is designed to test the hypothesis regarding the influence of Shopee's digital marketing strategies on Generation Z's purchase intention. To achieve this objective, a quantitative research approach with a descriptive method was used. This approach was chosen because it allows researchers to measure variables numerically and analyze cause-and-effect relationships between variables through statistical testing. This research was conducted within the Faculty of Economics and Business at Makassar State University, with data collection taking place from July to September 2024.

This study involves two main variables. The independent variable (X) is Digital Marketing Strategy, which is measured through respondents' perceptions of various digital marketing activities conducted by Shopee. The dependent variable (Y) is Purchase Intention, which measures respondents' tendency or intention to make purchases on the Shopee platform. The research design is described as a direct relationship model where variable X is hypothesized to influence variable Y. Variable measurement uses a Likert scale with a range from 1 (Strongly Disagree) to 5 (Strongly Agree), allowing for the quantification of respondents' attitudes and perceptions. The research instrument is a questionnaire compiled based on the theoretical indicators of both variables.

The population in this study consists of all active students in the Faculty of Economics and Business, Makassar State University, totaling 1,676 people. Given the large population size, sampling becomes a necessary step. The sample size was determined using Slovin's formula with an error tolerance level of 10% (0.1). Based on the calculation, the minimum sample size obtained was 94.37 respondents, which was then rounded up to 100 respondents to simplify analysis and anticipate incomplete data. The sampling technique used is probability sampling with the random sampling type. This method ensures that every individual in the population has an equal chance of being selected as a sample, thereby improving the generalizability of the research findings.


4. RESULT AND DISCUSSION
4.1. RESULT
4.1.1. Respondent Description.
Out of the 100 respondents who participated in this study, the majority were women, totaling 82 people (82%), while the remaining 18 were men (18%). This data reflects the general demographics of students in social studies programs, while also indicating that women tend to be more active in online shopping. When asked about the most familiar e-commerce platform, the majority of respondents (94%) chose Shopee, followed by TikTok Shop (4%), and Tokopedia (2%). This dominance of Shopee indicates a very strong market penetration among students, who are the target audience for this research.

4.1.2. Data Analysis Results.
Data analysis was conducted through several statistical tests to ensure the suitability of the research model and to answer the research questions.

4.1.2.1. Validity and Reliability Testing
Validity testing was conducted by comparing the calculated r-value for each statement item with the r-table value (for N=100, the r-table value is 0.196). The results show that all statement items for the Digital Marketing Strategy (X) and Purchase Intention (Y) variables have calculated r-values greater than 0.196. Thus, it can be concluded that all items in the questionnaire are valid and suitable for measuring both variables.

Table 1. Validity testing
	Variable
	Indicator
	r count
	r table
	Result

	

Digital Marketing Strategies (X)
	X.1
	0,546
	0,196
	Valid

	
	X.2
	0,517
	0,196
	Valid

	
	X.3
	0,580
	0,196
	Valid

	
	X.4
	0,587
	0,196
	Valid

	
	X.5
	0,429
	0,196
	Valid

	
	X.6
	0,444
	0,196
	Valid

	
	X.7
	0,438
	0,196
	Valid

	
	X.8
	0,648
	0,196
	Valid

	


Purchase Intention (Y)
	Y.1
	0,686
	0,196
	Valid

	
	Y.2
	0,729
	0,196
	Valid

	
	Y.3
	0,733
	0,196
	Valid

	
	Y.4
	0,747
	0,196
	Valid

	
	Y.5
	0,687
	0,196
	Valid

	
	Y.6
	0,718
	0,196
	Valid

	
	Y.7
	0,609
	0,196
	Valid

	
	Y.8
	0,639
	0,196
	Valid



Reliability testing was conducted using Cronbach's Alpha. The Digital Marketing Strategy variable (X) obtained a Cronbach's Alpha value of 0.626, and the Purchase Intention variable (Y) obtained a value of 0.843. Since both values are greater than the minimum standard of 0.60, the research instrument is declared reliable, meaning this questionnaire is consistent and reliable for data collection.
[bookmark: _heading=h.q20b2a7jq2o5]Table 2. Reliability testing
	Variable
	Cronbach's Alpha
	Result

	Digital Marketing Strategies (X)
	0,626
	Reliable

	Purchase Intention (Y)
	0,843
	Reliable



4.1.2.2. Normality Test
The Kolmogorov-Smirnov normality test is performed to ensure that the residual data is normally distributed. The test results show an Asymp. Sig. (2-tailed) value of 0.072. Since this value is greater than the significance level of 0.05 (0.072 > 0.05), it can be concluded that the residual data is normally distributed, thus meeting one of the important assumptions for regression analysis.

Figure 1. Normality Test
[image: ]


Based on the P-plot Normality Test in Figure 1, it can be seen that the data is scattered around the diagonal line and follows the direction of the diagonal line, so it can be concluded that the data is normally distributed.

As for the provisions on normality testing using Kolmogorov-Smirnov, if the Sig value is > 0.05, the data being tested is normally distributed, and if the Sig value is < 0.05, the data being tested is not normally distributed. Based on the results of the Kolmogorov-Smirnov normality test in Table 3, it can be seen that the significance value obtained is 0.072, which is greater than 0.05. Therefore, it can be concluded that the residual data is normally distributed.


Table 3. Normality Testing Kolmogorov-Smirnov
	
	Unstandardized Residual

	N
	
	100

	
	Mean
	.0000000

	Normal Parametersa,b
	Std.
Deviation
	3.01274131

	Most Extreme Differences
	Absolute
	.129

	
	Positive
	.058

	
	Negative
	-.129

	Kolmogorov-Smirnov Z
	
	1.289

	Asymp. Sig. (2-tailed)
	
	.072




4.1.2.3. Simple Linear Regression Analysis

Table 4. Simple Regression Test Results
Coefficientsa
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	(Constant)
	2.029
	4.232
	
.615
	.480
	.633

	1
	Digital Marketing Strategy
	.918
	.119
	
	7.730
	.000


a. Dependent Variable: Purchase Intention

The following is the form of the regression model equation formed based on the calculation results from Table 4:

Y = a + bX
Y = 2,029 + 0,918

1. The constant value (α) of 2.029 indicates that if the independent variable (X total) is 0.000, it is directly proportional to the value of the dependent variable (purchase intention), which is 2.029. 
2. The coefficient value of X (b) = 0.918 indicates that the X total variable has a positive effect on purchase interest, or in other words, if the value of digital marketing strategies is increased by 1%, purchase interest will increase by 0.918.







4.1.2.4. Partial Test
Table 5. T Test
Coefficientsa
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	
	(Constant)
	2.029
	4.232
	
.615
	.480
	.633

	1
	Digital Marketing Strategy
	.918
	.119
	
	7.730
	.000


a. Dependent Variable: Purchase Intention

Based on the t-test in Table 5, it can be seen that the calculated t value is 7.730. To find the value of t-table, we use the formula df = n-k. Where n is the number of respondents and k is the number of research variables, so df = 100 – 2 = 98. So, the t-table value with a significance level of 0.05 is 1.660. The resulting Sig. value is 0.000. Therefore, it is concluded that the calculated t-value is greater than the t-table value (7.730 > 1.660) and the Sig. value (0.000) is less than 0.05, which means that Digital Marketing Strategy (independent variable) has a positive and significant effect on Purchase Intention (dependent variable).

4.1.2.5. Coefficient of Determination
Table 6. Results of the Coefficient of Determination Test (R2)
Model Summary
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.615a
	.379
	.372
	3.028


a. Predictors: (Constant), Digital Marketing Strategy

Based on the Coefficient of Determination Test (R2) in table 5, the R Square (R2) value is known to be 0.379 or 37.9%. This means that the influence of Digital Marketing Strategy on Purchase Intention is 37.9%, and the remaining 62.1% is influenced by other variables not examined in this study.

4.2. DISCUSSION
Based on Table 5, it can be seen that the Digital Marketing Strategy variable (X) has a t-statistic of 7.730 and a significance value of 0.00 < 0.05. Therefore, it can be concluded that the Digital Marketing Strategy on Shopee has a positive and significant effect on Purchase Intention. Thus, the hypothesis in this study can be accepted.

Based on the Coefficient of Determination Test (R2) in Table 5, the variable of Generation Z Purchase Interest in this study is influenced by Digital Marketing Strategy by 37.9%. This means that the more aggressive and attractive the Digital Marketing Strategy implemented by Shopee, the higher the Purchase Interest of Generation Z toward products sold thru Shopee.

Based on the respondents' responses regarding the Digital Marketing Strategy variable (X), it was found that some respondents felt they could not fully access information about the products they wanted thru the Shopee website. This was because these respondents did not receive complete product information thru the Shopee website. Furthermore, some respondents felt that the Shopee website's layout did not make it easy for them to find information related to the products they were looking for. This was because important information such as product descriptions, specifications, and reviews was often not placed consistently, forcing respondents to search for this information.

A small portion of respondents felt they couldn't fully obtain information about Shopee products thru internet search engines. This is because search engines don't thoroughly index all product pages on Shopee, so some products or product details don't appear in search results, and some information can only be accessed directly thru the Shopee website and is not easily found thru general internet searches. This is also shown in the next statement, which is that they feel the internet doesn't fully help them find information about Shopee products. This is because the information displayed in the search is often short snippets and doesn't include important details like product specifications, price, or reviews.

Furthermore, there were 5 respondents who did not feel they saw Shopee promotions on websites very often. This is because Shopee might be focusing on other marketing channels such as social media, influencer marketing, email marketing, or mobile apps, making promotions on websites less intensive. Furthermore, they don't see Shopee's advertisements on various websites very often. This is because in the competitive e-commerce industry, advertisements from competitors like Tokopedia, Lazada, or Bukalapak might dominate the same advertising space, making Shopee's ads less visible. Additionally, if respondents use ad-blocking software, they do not see Shopee ads or other ads on various websites.

There were also respondents who felt that they didn't see Shopee aggressively promoting thru the internet. This is because Shopee invests more in social media advertising, collaborating with influencers, or holding campaigns on mobile platforms, making general internet promotions less visible.

This is also evident in a small number of respondents who did not feel that online promotions were entirely able to capture their attention to purchase products on Shopee. This is because if the promotions offered are not competitive or not attractive enough, respondents do not feel compelled to buy products on Shopee. Additionally, promotions that look good but do not meet expectations when viewed in more detail on the Shopee website can reduce purchasing interest.

Furthermore, 1 respondent considered the appearance of other e-commerce platforms more appealing compared to Shopee. This is because the respondent preferred the design/appearance of e-commerce platforms that better suited their personal taste. Next, there were 6 respondents who felt they were not fully interested in researching information before purchasing new products offered by Shopee. This was because the respondents already had high trust in Shopee, so they felt no need to conduct research before buying. In the statement regarding their willingness to try new products on Shopee, 5 of the respondents expressed no interest in trying them. This is because the respondents feel comfortable and satisfied with the products they are already using and see no reason to switch or try new ones.

The results of this study are consistent with research conducted by Nawaz & Kaldeen (2020), Dastane (2020), and Alwan & Alshurideh (2022), which showed that the digital marketing variable has a positive and significant influence on consumer purchase interest. With search engine marketing, consumers can easily find products sold on e-commerce thru the Google search engine. Social media marketing attracts consumers to seek information and shop thru e-commerce due to the promotions offered, and email marketing helps consumers obtain information more effectively. Having a well-designed website or application to attract and engage potential clients is crucial for the success of digital marketing. Customers can quickly and easily browse and learn more about the company's goods and services thru the website or app.

4. CONCLUSION

Based on the research findings and discussions presented earlier, it can be concluded from this study that digital marketing strategies on Shopee have a positive and significant impact on Generation Z's purchase intention, which answers the research question. The findings of this study clearly demonstrate that the digital marketing methods implemented by Shopee exert a substantial and considerable influence on cultivating purchase interest among Generation Z students. This discovery holds significant implications for Shopee to further refine its marketing strategy to engage Generation Z more effectively
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