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ABSTRACT

Objective: This study aims to analyze the influence of online customer reviews, e-service quality, content marketing, and electronic word of mouth (E-WOM) on purchase decisions on the Tokopedia e-commerce  platform.
Research Design: This study is a quantitative research with a data collection method using an online questionnaire. The population of this study is active students at the University of Muhammadiyah Purwokerto.
Place and Duration of Research: This research was conducted at the University of Muhammadiyah Purwokerto from October to December 2025.
Methodology: The population in this study was 21,674 students from 11 faculties at the University of Muhammadiyah Purwokerto, with a sample of 130 respondents using purposive sampling techniques, and data testing was carried out with SPLS version 23 program.
Results: The results of this study show that online customer reviews and electronic service quality have a positive and significant effect on purchase decisions. Meanwhile, content marketing, electronic word of mouth, does not have a significant effect on purchase decisions.
Conclusion: The results of the study show that online customer reviews and e-service quality have a positive and significant effect on purchasing decisions on Tokopedia, which indicates that user reviews and digital service quality are important considerations for consumers. On the other hand, content marketing and electronic word of mouth have a positive and insignificant effect on purchase decisions, which is suspected because the information conveyed has not been able to build consumer trust optimally. The R-square value indicates that the research model only explains some of the factors that influence the purchase decision. Therefore, further research is recommended to add other variables such as consumer trust, risk perception, price, or seller reputation and expand the scope of respondents so that the results of the research are more representative.
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1. INTRODUCTION
The e-commerce sector in Indonesia is experiencing very rapid development in line with the increase in the use of the internet which is increasingly accessible and the use of smartphones that has expanded its reach, and in Indonesia it is well known as one of the countries with the fastest growth of the digital economy (Nurrohman et al., 2025). In 2024, several e-commerce platforms in Indonesia will record the value of national e-commerce transactions based on Gross Merchandise Value (GMV) which will reach USD 65 billion in 2024 ((Google, 2024), In the same year, the condition of the Indonesian e-commerce market shows the concentration of transactions on a number of major platforms, which is reflected in the level of market share dominance of each platform. Shopee is recorded to have a dominance share of 38%, followed by Tokopedia at 23%, Blibli at 9%, Lazada at 8%, and Orami at 3% measured based on the estimated market share of e-commerce platform dominance (U.S. International Trade Administration, 2025).
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Figure 1. Dominance of E-commerce Platforms in Indonesia in 2024
Tokopedia's position which ranks second in the dominance of national e-commerce, in the midst of the rapid development of the e-commerce sector in Indonesia, makes consumer purchasing decisions on the platform an interesting issue to be researched. This condition indicates that consumers not only consider the size of the platform, but also various other factors before making a purchase choice. Therefore, this study aims to analyze the factors that affect consumers' purchasing decisions on the Tokopedia platform.
In line with the rapid growth of e-commerce in Indonesia, these changes are also felt in the lifestyle of students as part of active users of digital platforms. According to Fatmawati (2020), it is explained that ease of access, time efficiency, and the influence of the social environment make students prefer to shop online. This shows that the development of e-commerce is not only
increase transactions on a macro basis, but also form new consumption patterns among students.
Purchase decisions are a process that begins when consumers are aware of a problem or need, then attract information about relevant products or brands (Puspitasari et al., 2022). Furthermore, consumers compare various alternatives in meeting their needs, until finally making a choice to make a purchase (Aryanto et al., 2024)
[bookmark: _GoBack]In the context of purchasing decision-making, students are influenced by several factors, one of which is online customer review. Online customer reviews are one of the elements that contribute to the purchase decision making process in ecommerce services. Online customer reviews are a form of responses or assessments given by consumers to a product or service through the media platform (Hana & Miranti, 2021). Several studies, such as those conducted by Ritonga et al. (2024); Nurhabibah et al. (2022)  Hana & Miranti (2021) and Nurhikmah et al. (2025), show that online customer reviews have a positive and significant effect on purchase decisions. However, a different finding was put forward by Kuncoro & Suharti (2024) who stated that online customer reviews do not have a significant effect on purchase decisions.
The second factor that influences the purchase decision is e-service quality. Hartono et al. (2021) explained that e-service quality is related to the provision of website-based features and facilities designed to meet consumer needs, so that the shopping process can take place effectively and efficiently. E-service quality can be understood as the level of quality of digital services provided through websites, which plays a role in increasing consumer satisfaction and supporting the efficiency of online shopping activities (Mulia & Fitriyah, 2023). Previous research conducted by Haluti, D Massie, et al. (2023) and Fitriany & Ariyanti (2024) states that e-service quality has a positive and significant effect on consumer purchase decisions on e-commerce platforms. Meanwhile, research from Azzahra et al. (2025) shows that e-service quality is not

has a significant effect on purchasing decisions.
The third factor that influences purchasing decisions is content marketing. Content marketing is a marketing strategy that focuses on creating and disseminating relevant, informative, and valuable content to attract the attention of audiences and build long-term relationships with consumers (Hidayat et al., 2023). Several previous studies conducted by Diamanda & Rachmad (2024a), Sorongan & Wadu (2024), and Said et al. (2020) show that content marketing has a positive and significant influence on consumer purchase decisions on certain online platforms. Meanwhile, research conducted by Sintiawati & Murwanti (2023) states that content marketing does not have a significant influence on purchase decisions.
The fourth factor that influences the purchase decision is the electronic word of mouth. Electronic word of mouth is the process of informally disseminating information through the internet or online platforms with a word-of-mouth communication method (Lopez et al., 2020). This information can be used for potential buyers to better recognize the goods or products they will buy or the experiences they have when shopping (Rahmawati et al., 2022). Research conducted by Yulindasari & Fikriyah (2022), Lestari & Widjanarko (2023), and Hidayat et al. (2023) shows that there is a positive and significant influence between electronic word of mouth on purchase decisions. However, another study conducted by (Suharyanto & Rahman, 2022) found that electronic word of mouth did not have a significant effect on purchase decisions.

Research	Ini	is a development of a study conducted by (Hana & Miranti, 2021) with the addition of electronic word of mouth By being based on changes in digital consumer behavior, where reviews, comments, and other consumer experiences conveyed through social media become one of the sources of information in the purchase decision-making process. This is in line with research from (Betaria & Komalasari, 2024) regarding the influence of Electronic Word of Mouth on purchase decisions at Shopee at Toko Akar Sari

Cosmetics Pekanbaru, which shows that eWOM plays a role in shaping consumer perception and purchasing decisions.
This research makes a theoretical contribution to the development of marketing management science, especially the discussion of the influence of online customer reviews, e service quality, content marketing and electronic word of mouth on purchase decisions. The results of this study expand the reference by adding the context of the marketplace, especially for students.
The formulation of the problem in this study is whether online customer reviews, e service quality, content marketing and electronic word of mouth have a positive and significant effect on purchasing decisions on Tokopedia. The purpose of this study is to analyze the influence of online customer reviews, e-service quality, content marketing and electronic word of mouth on purchase decisions on Tokopedia, in students of the University of Muhammadiyah Purwokerto
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Figure 2. Frame of Mind.


2. MATERIALS AND METHODS
2.1. Consumer Behavior
Consumer behavior is how individuals, groups, or organizations make choices. Buyers utilize, and discard goods, services, ideas or experiences that help to meet their needs and desires (Kotler & Keller, 2021). According to Peter & Olson (2018), consumer behavior is influenced by two main processes, namely cognitive and affective processes that are interrelated in interpreting stimuli and determining consumer responses.

Cognitive processes are mental activities such as paying attention to information, understanding, and interpreting stimuli,	Remembering	previous experience, evaluating alternatives, and forming a purchase decision. This process shows that consumers do not act spontaneously but through the processing of information that is structured in their minds (Peter & Olson, 2018).
Affective processes are feelings that arise in response to stimuli, which can be in the form of interest, pleasure, or discomfort, this affective response can be positive or negative and also affect attitudes towards products or services (Peter & Olson, 2018).
2.2. Purchase Decision
Purchase decisions can be understood as a series of processes that consumers go through in determining their choice of a product or service to be purchased. (Tjiptono & Fandy, 2019) explained that purchasing decisions are related to consumers' efforts in selecting and determining the alternatives that are considered most suitable among the various options available. The process is formed from the experience of guiding various factors, ranging from perceived needs, information obtained, individual preferences, to external influences such as advertisements, recommendations, and reviews from other consumers (Firjatillah et al., 2025).
In the context of this study, purchase decisions refer to the actions of consumers in making purchases through the Tokopedia e-commerce platform, both for the products and services offered. The decision-making process does not occur directly, but through certain stages that consumers go through before finally deciding to make a transaction
According to Kotler & Keller (2019) the purchase decision process consists of several indicators, namely: a) Problem recognition, b) Information search, c) Alternative evaluation, d) Purchase decision, and e) Post-purchase behavior.
2.3. Online Customer Review of Purchase Decisions

Online customer reviews are services that provide review information from previous buyers (Abdel Fattah & Khaled, 2021). Online customer reviews act as a tool to support decision-making, as a way to convey feedback from customers, and as a suggestion system in the e-commers platform (Herdiana et al., 2023).
In the cognitive approach, consumers process reviews as information to assess and compare product quality, while in the affective approach, they elicit emotional responses such as trust or interest that also influence purchasing decisions (Peter & Olson, 2018).
Online customer reviews are one of the important sources of information for consumers in the buyer decision-making process. According to Agesti et al. (2021) there are five indicators of online customer online: include
a) perceived benefits, b) credibility of sources, c) quality of arguments, d) number of reviews, and e) positive or negative tendency of reviews. Results of previous research conducted by Tonda et al. (2024); Rusniati et al. (2024); and Nurhabibah et al. (2022), show that online customer reviews have a positive and significant effect on purchase decisions.
➡ H1: Online customer reviews have a positive and significant effect on purchasing decisions
2.4. Electronic	Service	Quality on Purchase Decisions
E-service quality describes the extent to which digital platforms are able to provide efficient, responsive, and reliable services during the transaction process (Mulia & Fitriyah, 2023). Consumers who shop online depend on the quality of service of electronic systems because they cannot see or touch products directly.

From a cognitive perspective, the quality of electronic services is perceived by consumers through an assessment of the ease of use of the system, clarity of information, and the reliability of the features provided by the platform. Meanwhile, from the affective side, a good digital service experience can create feelings of comfort, security, and satisfaction, which ultimately strengthens consumers' positive attitudes and encourages

the formation of purchasing decisions (Peter & Olson, 2018).

According to (Hernando and Gunawan (2021), electronic service quality can be measured through several indicators: a) ease of use, b) application availability, c) order suitability, d) privacy protection, and e) payment flexibility. The results of previous research conducted by Prinita Hapsari et al. (2022); Nugraha Permana & Ratnasari (2023); and Meltareza & Redyanti (2022) found that e-service quality has a positive effect on purchasing decisions.
➡ H2: E-service quality has a positive effect on purchasing decisions.
2.5. Contents	Marketing	against the Purchase Decision
According to Ritonga et al. (2024), content marketing is a strategy that focuses on creating and distributing content that is relevant and also valuable to attract and engage audiences. Content delivered consistently can increase consumer trust and interest in the brand or product offered.
Based on a cognitive approach, marketing content is processed by consumers as information that is assessed in terms of relevance, clarity, and benefits. From an affective side, the content can also cause feelings of interest and trust, which in turn influences consumer attitudes and purchasing decisions (Peter & Olson, 2018).
According to Milhinhos (2015), content marketing can be measured through several indicators: a) relevance, b) accuracy or accuracy, c) value, d) ease of understanding, e) ease of access, and f) consistency. The results of previous research conducted by Diamanda & Rachmad (2024b), and Perbanas et al. (2024) prove that content marketing has a positive influence on purchase decisions.
➡ H3: Content marketing has a positive effect on purchase decisions.
2.6. Electronic Word of Mouth on Purchase Decisions
WOM (word of mouth) is a method to verbally disseminate information about a good or service

among people (Almira & Putri, 2022). while E-WOM itself is an open review made by future consumers, existing or consumers who have previously done about products or services that are accessed by many people through electronic media (Kristiawan & Keni, 2020).
Based on a cognitive approach, marketing content is processed by consumers as information that is assessed in terms of relevance, clarity, and benefits. From an affective side, the content can also cause feelings of interest and trust, which in turn influences consumer attitudes and purchasing decisions (Peter & Olson, 2018).
According to Mahaputra & Setiawan (2019), electronic word of mouth can be measured through several indicators, namely: a) information, b) knowledge, c) responsiveness, and d) reliability. Results of previous research conducted by Taebenu et al. (2025); Nurhasanah et al. (2021); and Rahmawati et al. (2022), stated that electronic word of mouth has a positive and significant effect on purchasing decisions.
➡ H4: Electronic word of mouth has a positive effect on purchasing decisions.
2.7. RESEARCH METHODS
This study uses a quantitative approach by collecting primary data through questionnaires distributed online using Google Form. The research population in the odd semester of 2025 amounted  to 21,674 students spread across 11 faculties. The sample was determined by the purposive sampling method, with the criteria of respondents in the form of active students of the University of Muhammadiyah Purwokerto who had conducted online shopping transactions through the Tokopedia application. To calculate the minimum sample count, the Slovin formula is used which results in
100 respondents. To anticipate the possibility of non-response in data collection through Google Forms, such as respondents who do not complete filling or data that cannot be used completely, the number of samples is increased by 30 percent. This addition refers to the guidelines for determining sample size in the survey research proposed by (Israel, 1992), so that the total number of respondents used in this study is 130 people.

3. RESULTS AND DISCUSSION
3.1. Respondent Criteria

Table 1. Respondent Criteria
	Yes
	Information
	Frequency
	Presentase %

	1
	Faculty
	
	

	
	Teacher Training and Education
	44
	34

	
	Economics and Business
	34
	26

	
	Engineering and Science
	14
	11

	
	Agriculture and Fisheries
	3
	2

	
	Islam
	3
	2

	
	Psychology
	6
	5

	
	Farmasi
	5
	4

	
	Cultural and Communication Sciences
	1
	1

	
	Law
	3
	2

	
	Medicine
	2
	2

	
	Health Sciences
	15
	12

	
	Quantity
	130
	100%

	
	2	Monthly Pocket Money
	
	

	
	IDR 500,000-IDR 1,499,000
	66
	51

	
	IDR 1,500,000-IDR 2,499,000
	49
	38

	
	IDR 2,500,000-IDR 3,499,000
	10
	8

	
	>Rp.3.500.000
	5
	4

	
	Quantity
	130
	100%


Source : data processing results (2025)


3.2. Res Analysis sem-pls
3.2.1. Results of the sem-pls model analysis
The results of this model can be analyzed using Outer Model and Inner Model testing. The Outer Model is used to test the reliability and validity of the constructs used in the model. The analysis process was carried out in two stages by eliminating the X1.6, X2.2, X2.5, Y1.2, and Y1.3 indicators because they had an outer loading value below 0.7. This is done to ensure that the indicators used truly represent the constructed being researched accurately and consistently. Meanwhile, the Inner Model focuses on the structural relationships between constructs. At this stage, an evaluation of the

the strength and direction of the relationship between constructs, as well as to determine whether the hypothesis that has been formulated is acceptable or not.
3.2.2. Uji Outer Loading
Based on the table below, it can be concluded that the results of the Outer Loading test show a value of > 0.7, so that the calculation has met the requirements according to (Ghozali & Latan, 2015). An Outer Loading value greater than 0.7 shows that each indicator in the questionnaire or research instrument has a fairly strong relationship with latent variables. Thus, it can be concluded that the indicator indicators in this study have met the set criteria, so that further testing can be carried out.

Table 2. Outer loading Results

	Variabel
	Item
	Running 1
	Running 2

	
	X1.1
	0,815
	0,831

	
	X1.2
	0,757
	0,791

	Online Customer Riview
	X1.3
X1.4
	0,822
0,843
	0,824
0,838

	
	X1.5
	0,761
	0,747

	
	X1.6
	0,661
	-

	
	X2.1
	0,760
	0,764

	
	X2.2
	0,658
	-

	E - Service Quality
	X2.3
	0,859
	0,895

	
	X2.4
	0,803
	0,818

	
	X2.5
	0,692
	-

	
	X3.1
	0,789
	0,782

	
	X3.2
	0,760
	0,767

	Content Marketing
	X3.3
X3.4
	0,735
0,785
	0,745
0,784

	
	X3.5
	0,789
	0,788

	
	X3.6
	0,796
	0,793

	
	X4.1
	O,836
	0,833

	
	X4.2
	0,812
	0,812

	E-WOM
	X4.3
X4.4
	0,808
0,739
	0,813
0,734

	
	X4.5
	0,789
	0,784

	
	X4.6
	0,745
	0,751

	
	Y1.1
	0,729
	0,700

	
	Y1.2
	0,437
	-

	Purchase Decision
	Y1.3
Y1.4
	0,572
0,808
	-
0,834

	
	Y1.5
	0,809
	0,835

	
	Y1.6
	0,772
	0,813


Source : data processing results (2025)
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Figure 3. Analysis of the SEM-PLS model
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Figure 4. Analysis of the SEM-PLS model

3.2.3. Uji Cronbach Alpha, Composite Reliability, dan Average Variance Extracted (AVE)
Based on Table 3, the results of the validity test converged where the mandatory AVE value is above 0.5 (Ghozali & Latan, 2015). Composite reliability is a construct that describes the indicators used in assessing the consistency of values, the value of composite reliability

should be above 0.7 (Ghozali & Latan, 2015). And Cronbach alpha is used to measure the reliability of an intentional construct, where the required value must be above 0.7 (Ghozali & Latan, 2015). It can be interpreted that the results of this test show a variable above 0.5 so that it can be concluded that the validity of this study is accurate and reliable.

Tabel 3. Cronbach Alpha, Composite Reability, dan Average Variance Extracted ( AVE)
	Variabel	Cronbach
	Composite
	Average
Variance	Information

	
	Alpha
	Reliability
	Extracted
(AVE)
	

	Independent variable (X)
	
	
	
	

	Online Customer Riview
	0,866
	0,903
	0,651
	Reliable

	E-Service Quality
	0,769
	0,867
	0,685
	Reliable

	Content Marketing
	0,871
	0,901
	0,603
	Reliable

	E-WOM
	0,879
	0,908
	0,622
	Reliable

	Related Variable (Y)
	
	
	
	

	Purchase Decision
	0,807
	0,874
	0,635
	Reliable


Source: Processed Data 2025


3.2.4. Uji Fornell-lacker
The results of table 4, show that the results of the test Validity	Discrimination using the Fornell-Larcker Criterion shows that each latent variable has a higher AVE root value (Ghozali & Latan, 2015). The root value of AVE on each variable, such as online costumer review (0,807), e-service quality (0,828), content marketing (0.777), and elektronic word of mouth (0.788), the purchase decision (0.797) is higher than the correlation value with other constructs.


This condition shows that each variable can represent the indicator more dominantly than its relationship with other variables, so that each construct has a clear conceptual difference and does not overlap in measurement. With this, it can be concluded that all variables in this study have met the discriminant validity based on the forneel-larcker criteria.


Table 4. Fornell-lacker
	Variabel
	OCR(X1)
	ESQ(X2)
	CM(X3)
	E-WOM(X4)
	KP(Y1)

	Online Customer Reviews
	0,807
	
	
	
	

	E-Service Quality
	0,660
	0,828
	
	
	

	Content Marketing
	0,686
	0,701
	0,777
	
	

	E-WOM
	0,563
	0,518
	0,601
	0,788
	

	Purchase Decision
	0,733
	0,611
	0,595
	0,473
	0,797


Source : data processing results (2025)

3.2.5. R-Square Test Results
Based on table 5, the R Square Adjusted value in this study is 0.555. This value shows that 55.5% of the variation in purchase decisions can be explained by four independent variables, namely online customer reviews, e-service quality, content marketing, and electronics

word of mouth. Meanwhile, 44.5% of the variation in purchasing decisions was influenced by other variables outside the study model that were not studied. This shows that the research model has a fairly good explanatory ability in explaining consumer purchasing decisions (Ghozali & Latan, 2015).
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Table 5. R-squared
Information	Value

R Square	0,569
R Square Adjusted	0,555

Source : data processing results (2025)


3.2.6. Model Fit Results
Based on the results of the fit model test, the SRMR value of 0.077 indicates that the research model has a good level of suitability. Consistent d_ULS and d_G values between the saturated model and the estimation model indicate no	There are serious problems with the specifications


model. Although the NFI value of 0.751 has not reached the very good category, it is still acceptable in the PLS-SEM approach. Thus, overall the research model was declared feasible and can be used for further structural analysis.

Table 6.Model Fit Results

	
	Model Saturated
	Estimation Model

	SRMR
	0.077
	0.077

	d_ULS
	1.792
	1.792

	d_G
	0,700
	0.700

	Chi-Square
	494.873
	494.873

	NFI
	0,751
	0,751


Source : data processing results (2025)


3.2.7. Hypothesis Test Results
Based on Table 7, the H1 hypothesis is accepted because it meets the criteria  for t-statistical values > t-table, which is 4.535 > 1.65714, with a significance value of P Values of 0.000 < 0.05, so that it is declared positive and significant. Furthermore, H2 was accepted because it met the criteria  for t-statistical values > t-table, namely 2.180 > 1.65714 with a significant value of P Values of 0.030 < 0.05,

So that it was declared positive and significant. Meanwhile, H3 was rejected because the t-statistical value < t-table was 0.724 < 1.65714 with a significance value of P values of 0.469 > 0.05, so the effect was not significant. Finally, H4 was rejected because  the t-statistical value < t-table, which was 0.724 < 1.65714, with a significance value of P Values of 0.798 > 0.05, so it was declared insignificant.

Table 7. Hypothesis test

	Hypothesis	Original
	T
	P	Information

	
	Sample
	Statistics
	Values
	

	Online customer riview -> Decision
	
	
	
	

	Purchase (H1)
	0,544
	4,535
	0,000
	Accepted

	E-Service Quality -> Results
	
	
	
	

	Purchase (H2)
	0,185
	2,180
	0,030
	Accepted

	Content Marketing -> Results
	
	
	
	

	Purchase (H3)
	0,077
	0,724
	0,469
	Rejected

	E-WOM -> Purchase Decision
	
	
	
	

	(H4)
	0,025
	0,256
	0,798
	Rejected


Source : data processing results (2025)


11

3.3. Discussion
3.3.1. The Influence of Online Customer Reviews on Purchase Decisions
The results of the study show that online customer reviews have a positive and significant effect on purchasing decisions on Tokopedia. These findings are in line with research conducted by (Ritonga et al., 2024) which states that the more positive reviews a product receives, the stronger the consumer perception and belief in the product. This condition encourages consumers to make purchase decisions, so good online customer reviews play a role in increasing the chances of a purchase.

Based on the cognitive and also affective processes described by (Peter & Olson, 2018), Positive reviews provide information that is easy to process logically, thus strengthening consumer evaluations. At the same time, positive tones and good experiences from other consumers bring out a sense of trust and emotional comfort. The collaboration of these two processes makes reviews a factor that can drive purchase decisions. These results are in line with the research  of Tonda & Khan (2024); Rizqullah et al. (2025) dan  Rusniati et al. (2024) which found that online customer reviews have a positive influence on purchase decisions.

3.3.2. Influence	E-Service	Quality Depends on the Purchase Decision
The results of this study show that e-service quality has a positive and significant effect on purchase decisions on Tokopedia. These findings are in line with

research conducted by (Mulia & Fitriyah, 2023) which states that security and privacy aspects have an important role in building consumer security. The guarantee of personal data protection provided by e-commerce platforms encourages user trust, so that consumers are more confident and encouraged to make purchase decisions.
Based on cognitive and affective processes according to Peter & Olson (2018), the quality of digital services is a stimulus that consumers assess through the ease of use of applications, system reliability, and clarity of information provided. The assessment then creates a feeling of comfort, security, and trust in the services used. This combination of rational judgment and positive feelings is what ultimately encourages consumers to make purchases, so that e-service quality is proven to affect purchase decisions. The results of this study are in line with research Haluti, Massie, et al., (2023); Setiawan et al.(2025) and Fitriany & Ariyanti, (2024) which states that electronic service quality affects purchase decisions.

3.3.3. Influence	Contents	Marketing Against Purchase Decisions
The results of the study show that content marketing has a positive and insignificant effect on purchase decisions. These findings are in line with research conducted by (Hazizah, 2024) which indicates that the content-based marketing strategies implemented have not been able to optimally influence consumers in making purchase decisions. Therefore, it is necessary to evaluate and develop content so that

The information presented is more relevant, interesting, and in accordance with consumer needs.
Based on cognitive and affective processes (Peter & Olson, 2018), stimuli only have an impact when they are able to form a clear understanding or trigger an emotional response. In these cases, marketing content may be perceived as too general or not relevant enough that it does not build a strong cognitive process. At the same time, the content also does not generate meaningful emotional reactions for consumers. This finding is in line with research by Sintiawati & Murwanti (2023) and Hazizah (2024) which shows that content marketing does not have a positive effect on purchase decisions.
3.3.4. Influence	Electronic	Get	of Mouth Faced Purchase Decision
The results of the study show that electronic word of mouth has a positive and insignificant effect on purchase decisions, The results of the study show that electronic word of mouth does not have a positive effect on purchase decisions. This indicates that the information obtained through e-WOM has not optimally influenced consumers in making purchase decisions. Therefore, the information derived from e-WOM needs to be processed cognitively by consumers in order to be able to build trust and confidence in making purchasing decisions.
When viewed from the cognitive and affective processes according to (Peter & Olson, 2018) e-WOM as a social stimulus should be able to influence the way consumers judge a product. However, the results show that the information received by munking is considered less credible, too diverse, or irrelevant to consumer needs. As a result, there is no strong process of meaning and emotional evaluation, so the purchase decision is not affected.

This research is in line with the findings of Suharyanto & Rahman (2022) and Abror & Sulton (2025) which show that electronic word of mouth does not have a positive effect on purchasing decisions.

4. Conclusion
The results of this study confirm that online customer reviews and e-service quality have a positive and significant influence on purchase decisions on Tokopedia. These findings prove that reviews from previous users and satisfactory web site quality are the main considerations for consumers in making purchasing decisions on Tokopedia.
However, the results of the study of electronic service quality and electronic word of mouth have a positive and insignificant effect on purchasing decisions on Tokopedia. This may be due to the fact that the information conveyed through content marketing and e-WOM has not fully built consumer trust, so it has not been able to significantly influence purchasing decisions.
The R-square value shows that the variables in this study only explain some of the factors that affect the purchase decision. This opens up space for other researchers to include other variables such as consumer trust, risk perception, price or seller reputation so that the results of the study can provide a more comprehensive picture and additions to the criteria of respendence.
This study is limited by the relatively narrow scope of respondents. Therefore, further research is recommended to involve a wider population so that the results are more representative and able to reflect e-commerce consumer behavior more accurately.
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