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Abstract

This research examines the influence of digital marketing and price on the purchasing decisions of
Generation Z users of TikTok Shop by Tokopedia among students of SMK ICB CN Bandung. The
study aims to analyze the effects of digital marketing and price, both partially and simultaneously,
on purchasing decisions. A quantitative approach with an ex post facto method was employed.
The population consisted of students who actively use TikTok Shop by Tokopedia. Using
purposive sampling, 190 respondents were selected based on the Hair formula. Primary data were
collected through structured questionnaires and analyzed using statistical techniques. The findings
indicate that digital marketing, price, and purchasing decision variables are generally in the good
category. Digital marketing has a positive and significant effect on purchasing decisions. Price also
has a positive and significant effect and exerts a stronger influence than digital marketing.
Simultaneously, both variables significantly affect purchasing decisions. Although challenges such
as information accuracy and perceived price value were identified, the overall implementation of
digital marketing and pricing strategies supports Generation Z consumers in making purchasing
decisions through TikTok Shop by Tokopedia. These findings highlight the importance of effective
digital marketing and competitive pricing in influencing online purchasing behavior.
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1. Introduction

Generation Z was born and grew up amidst rapid technological advancements, making them
highly dependent on gadgets and the internet (Aini et al., 2024). This dependency is almost
unavoidable, as Gen Z is accustomed to using digital technology to seek information and complete
daily activities. Their communication methods on social media also tend to be more relaxed,
individual, and direct, differing from the interaction patterns of previous generations (Rachmawati,
2023).

55


https://academicjournal.yarsi.ac.id/index.php/jobs
https://academicjournal.yarsi.ac.id/index.php/jobs
https://doi.org/10.33476/jobs.v7i1.6176
mailto:danielsatrio34@gmail.com
https://creativecommons.org/licenses/by-sa/4.0/

Hamonongan, Patimah, Pragiwani JOBS
7(1) 2026 55-66

With a birth range between 1997 and 2012, Gen Z is now the largest group in Indonesia, reaching
27.94% of the total population, or around 74.93 million people, thus occupying a strategic position
in the national demographic structure. Their characteristics are distinctive, ranging from
technological and digital mastery, critical and strategic thinking skills, to digital thinking habits
(Liska et al., 2023).

Gen Z's daily lives are inextricably linked to social media, which serves not only as a means of
communication but also as a source of information, for example, before purchasing a particular
product. TikTok is one of their favorite platforms, with approximately 24% of Gen Z using the app
to search for product information and utilizing TikTok Shop by Tokopedia as a technology-based
shopping tool (Pamekas et al., 2019; Kotler & Keller, 2022). With a high adaptability to digital
technology, Gen Z is clearly a generation that lives, learns, interacts, and transacts in a world
heavily influenced by technological advancements.

TikTok Shop by Tokopedia is now one of the favorite e-commerce platforms for Gen Z in
Indonesia, thanks to its ability to present engaging content through live streaming features and
algorithms that adapt to user preferences (Populix, 2023). TikTok itself has grown into one of the
most popular apps in the world (Rimadias et al., 2021), where users can not only create and share
videos, but also interact via messages and shop online through the TikTok Shop by Tokopedia
feature. This feature allows users to sell their products directly to consumers, and by collaborating
with Tokopedia, TikTok Shop by Tokopedia has successfully combined social media with e-
commerce, making it easier for sellers to increase sales (Lim, 2024; Campaign, 2024).

The shopping process is also made convenient: simply click the yellow cart icon in the bottom left
corner of the video, and users will be directed to the purchase page. The presence of TikTok Shop
by Tokopedia demonstrates how Gen Z utilizes technology and social media not only for
entertainment or communication, but also as a means of shopping and digital interaction, reflecting
their high adaptability to the ever-evolving digital world.

The existence of TikTok Shop by Tokopedia demonstrates how social media is not only a means
of entertainment but also an effective marketing tool to drive consumer purchasing decisions.
According to Tjiptono (2015), purchasing decisions are a process that includes pre-purchase
activities, consumption, and post-purchase evaluation, where consumers identify needs, seek
information about a particular product or brand, and evaluate available alternatives before finally
making a purchase. This process is very important for companies, because consumer purchasing
decisions will determine the marketing strategies to be implemented next. TikTok Shop by
Tokopedia, with its live streaming feature and personalized algorithm, makes it easy for users to
find products according to their needs and directly make purchases with just one click. In other
words, this platform helps companies tailor products to consumers' wants and needs, thereby
increasing the chance of conversion to purchases (Madani et al., 2023).

This study focuses on developing an understanding of the influence of digital marketing and pricing
on Gen Z purchasing decisions through TikTok Shop by Tokopedia. Previous research by Anjani
Sudrajat et al. (2024) showed that Gen Z tends to make impulsive purchases due to the influence
of live sales content and short promotions on TikTok Shop by Tokopedia. This phenomenon aligns
with Kertajaya's (2017) view, which emphasizes that the transformation from traditional to digital
marketing is not only about changing distribution channels, but also changes in consumer behavior,
which is now more responsive to interactive and personalized digital experiences. The main focus
of this study is digital marketing and pricing on purchasing decisions.

Digital marketing encompasses marketing strategies through influencer marketing, user-generated
content (UGC), and direct interactions between brands and consumers. These elements have been
shown to influence consumer purchasing decisions. TikTok, with its unique algorithm that
prioritizes relevant and engaging content, has the ability to create viral trends, bringing products to
the attention of a wider audience. Consumers, especially Gen Z, tend to trust user-generated
content more than traditional advertising. An effective digital marketing strategy can influence
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every stage of the purchasing decision-making process, from need recognition, information search,
and alternative evaluation to product purchase and use. This strategy has been proven to build
brand awareness, increase engagement, and accelerate consumer decision-making (Hansdoko et
al., 2025).

Besides digital marketing, price remains a key factor in consumer purchasing decisions. Research
by Makatita and Supriyono (2024) shows that consumer perceptions of fair prices, as well as
promotions or discounts, have a positive influence on online purchasing decisions. This suggests
that while creative and interactive digital marketing strategies can attract Gen Z's attention, price
remains a crucial factor in determining whether consumers will actually make a purchase. In the
context of TikTok Shop by Tokopedia, pricing strategies such as flash sales, short-term discounts,
or promotional packages are often combined with engaging digital content, such as live streaming
and influencer endorsements. This combination of effective digital marketing and competitive
pricing can encourage Gen Z consumers to make purchases. Generation Z is known as a discerning
and price-sensitive consumer group, although they also pay attention to the value and experience
offered by a product (Lestari, 2024).

Although extensive research has been conducted on purchasing decisions on e-commerce and
social commerce platforms, several research gaps remain that require further study. Research by
Anjani Sudrajat et al. (2024) found that live selling content and short promotions on TikTok Shop
by Tokopedia encourage impulsive buying behavior among Generation Z. Meanwhile, research by
Hansdoko et al. (2025) showed that digital marketing through influencer marketing and user-
generated content (UGC) positively influences consumer purchasing decisions. Furthermore,
research by Makatita and Supriyono (2024) demonstrated that price significantly influences
purchasing decisions in online transactions.

However, most previous research has examined the influence of digital marketing and price
separately, focusing primarily on conventional e-commerce platforms. Research specifically
integrating these two variables within the social commerce context of TikTok Shop by Tokopedia
is relatively limited. Furthermore, the development of the TikTok Shop by Tokopedia feature,
which combines elements of entertainment, social interaction, and digital transactions, has created
different consumer behavior patterns compared to other e-commerce platforms. Therefore,
previous research findings cannot necessarily be generalized to this context.

Another gap lies in the characteristics of the respondents. Most previous studies have used general
consumer populations, while research specifically examining Generation Z, the largest digital
consumer group in Indonesia, is limited. Yet, Generation Z has unique characteristics such as high
levels of digital literacy, a tendency to seek information through social media, and sensitivity to
price and promotions, which can influence the purchasing decision-making process.

Based on these conditions, research is needed that simultaneously analyzes the influence of digital
marketing and price on Generation Z's purchasing decisions on the TikTok Shop by Tokopedia
platform to provide a more comprehensive understanding of the factors influencing consumer
behavior in the social commerce era.

This research has several aspects of originality compared to previous research. First, this study
integrates digital marketing and price variables into a single research model to analyze their
influence on purchasing decisions on TikTok Shop by Tokopedia. Second, this study specifically
focuses on Generation Z as the research object, considering that this group constitutes the largest
digital generation in Indonesia and exhibits distinct consumption behaviors compared to previous
generations.

Third, this research was conducted in the context of TikTok Shop by Tokopedia, a social commerce
platform that combines social media and e-commerce within a single digital ecosystem. This
platform's characteristics differ from conventional marketplaces by utilizing live streaming features,
personalization algorithms, influencer marketing, and user-generated content that can influence
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consumer behavior more interactively. Therefore, this study is expected to provide new empirical
contributions regarding Generation Z purchasing behavior within the ever-evolving social
commerce ecosystem and enrich the literature on digital marketing and consumer behavior in
Indonesia.

2. Literature Review and Hypothesis

Administration

Siswandi (2017) states that the term administration comes from the word "ad," meaning "to," and
"ministro," meaning "to serve." Thus, administration can be defined as a form of service or devotion
to a particular party. Furthermore, the term "administrate," derived from Dutch, has a more limited
meaning, specifically related to administrative activities. These activities include the systematic
compilation and recording of information that serves as documentation of events occurring within
the organization and as reporting material for management. These activities include writing,
sending, and storing information, often associated with office administration as a part of overall
administration.

Business

Zimmerer and Scarborough (2018) define business as an endeavor run by an individual or group
that utilizes available resources to create valuable products or services that are competitive in the
marketplace. The success of a business is greatly influenced by the entrepreneur's ability to manage
resources, understand market needs, and adapt to changes in the business environment.

Marketing Management

Marketing management is a crucial function within a company, combining art and science to
attract, retain, and grow customers through the creation, delivery, and communication of superior
value (Kotler & Keller, 2022). More operationally, marketing management encompasses the
analysis, planning, implementation, and control of activities aimed at helping the company achieve
its strategic goals through targeted products or services (Assauri, 2022; Arman, 2022).

Digital Marketing

Digital marketing is an electronic communication channel used by marketers to promote products
and services through the internet. The application of digital marketing has proven effective in
expanding consumer perception and influencing their purchasing behavior. The essence of digital
marketing encompasses three main aspects: the use of digital media, digital consumer engagement,
and digital consumer interaction (Ryan, 2016, cited in Faisal et al., 2024).

Price

Price perception is a consumer's assessment of a product's price, whether it meets their expectations
or not. This price perception can influence a consumer's decision to purchase or not. Simply put,
price perception reflects the extent to which consumers perceive the offered price as fair and
acceptable (Maryam, 2018).

Buying decision

Purchasing decisions can be understood as the process by which consumers evaluate various
alternatives and select one or more options deemed most appropriate based on specific
considerations. This behavior encompasses purchasing actions by end consumers, both individuals
and households, for personal needs. The purchasing decision process begins with consumers
recognizing a need or problem they are facing, seeking information about a particular product or
brand, evaluating available alternatives, and ultimately making a purchasing decision (Kotler &
Armstrong, 2020).

Generation Z

Bansal (2018) asserted that Generation Z grew up in the era of the internet and global networks,
with impressive digital usage statistics, such as 5.1 billion Google searches per day, 4 billion
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YouTube viewers, more than 1 billion Facebook accounts, and more than 1 billion iTunes music
app users (Helaluddin et al., 2019). Research by Bencsik et al. (2016), cited by Nurul et al. (2021),
shows that compared to Generation X, Generation Z is more adept at utilizing technology and
information, so this has become an important part of their daily lives.

Research Hypothesis

The Influence of Digital Marketing on Purchasing Decisions

Digital marketing is a marketing strategy that utilizes digital media to reach and influence
consumers in making purchases. Effective digital marketing implementation can increase
consumer interest in a product through the delivery of engaging, interactive, and easily accessible
information. According to Gunelius (2011), indicators in social media marketing include content
creation, content sharing, connecting, and community building. Previous research conducted by
Angelyn and Kodrat (2021), Romansyah and Khuzaini (2023), Rahayu Hidayati and Khuzaini
(2023), Salsalina and Perangin-angin (2024), and Qalbi et al. (2024) showed that digital marketing
has a positive and significant influence on consumer purchasing decisions. Therefore, the first
hypothesis in this study is:

H1: Digital Marketing has a positive and significant influence on Generation Z's Purchasing
Decisions on TikTok Shop by Tokopedia.

The Influence of Price on Purchasing Decisions

Price is one of the main factors consumers consider before making a purchase. Consumer
perception of price can influence their level of interest and decision-making when choosing a
product. Suparti and Evelyana (2022) stated that price is a crucial indicator in determining
consumer purchasing decisions. Research by Budhiarti, Pratama, and colleagues (2022) also found
that competitive prices can increase purchasing interest and sales volume, while excessively high
prices can decrease purchasing decisions. Therefore, setting a price that is appropriate to the quality
and benefits of the product will improve consumer purchasing decisions. Based on this description,
the following hypothesis is formulated:

H2: Price has a positive and significant effect on Generation Z's purchasing decisions on
TikTok Shop by Tokopedia.

The Influence of Digital Marketing and Price on Purchasing Decisions

Purchasing decisions are the process by which consumers make choices about a product based on
needs, information, and evaluation of alternatives. According to Kotler and Keller (2016),
purchasing decisions occur when consumers decide to purchase a particular product after going
through a deliberation process. In the context of digital marketing, digital marketing and price are
two important factors that can simultaneously influence consumer behavior. Engaging digital
marketing strategies, such as creative content, live streaming, influencer marketing, and digital
promotions, can increase consumer attention and interest. Conversely, competitive pricing can
strengthen the perception of product value, thus encouraging consumers to make a purchase.

The simultaneous influence of these two variables is increasingly important for Generation Z, who
actively use social media and e-commerce platforms like TikTok Shop by Tokopedia. The
combination of effective digital marketing strategies and appropriate pricing can create a synergistic
effect in increasing consumer purchasing decisions. Based on this description, the third hypothesis
in this study is:

H3: Digital Marketing and Price simultaneously have a positive and significant influence on
Generation Z's Purchasing Decisions on TikTok Shop by Tokopedia.

3. Data and Method

Research Methods Used

This research uses a quantitative approach with the ex post facto method, as it aims to determine
the factual effect of independent variables on the dependent variable. According to Sugiyono
(2020), ex post facto research examines an event that has already occurred and then investigates
the factors that may have caused it.
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Furthermore, according to Sugiyono (2020), quantitative methods are based on a positivist
philosophy, where researchers study specific populations or samples, collect data through statistical
research instruments, and verify hypotheses. In this study, the primary focus is to identify the
influence of digital marketing and pricing on purchasing decisions among Generation Z users of
TikTok Shop by Tokopedia.

Population and Sample

In this study, the population consisted of all students of SMK ICB CN Bandung who actively use
TikTok Shop by Tokopedia as a shopping platform. The sampling technique in this study was
purposive sampling, namely the selection of samples based on certain criteria, namely students of
SMK ICB CN Bandung who actively use TikTok Shop by Tokopedia. The sampling technique in
this study was purposive sampling, namely the selection of samples based on certain criteria,
namely students of SMK ICB CN Bandung who actively use TikTok Shop by Tokopedia.

The population of this study consists of all students of SMK ICB CN Bandung who actively use
TikTok Shop by Tokopedia as an online shopping platform. Since not all students meet the
characteristics required for the study, a purposive sampling technique was employed. Purposive
sampling is a non-probability sampling method in which respondents are selected based on specific
criteria relevant to the research objectives. The criteria for participation are: (1) being an active
student of SMK ICB CN Bandung and (2) having used TikTok Shop by Tokopedia to search for
product information and/or make online purchases.

The sample size was determined based on the recommendation of Hair et al. (2019), who suggest
that for multivariate analysis, the minimum sample size should be 5-10 times the number of
indicators used in the research instrument. In this study, the questionnaire consists of 20 indicators
measuring Digital Marketing, Price, and Purchase Decision variables. Therefore, the minimum
sample size required is:

= 20 x 5 = 100

Thus, a minimum of 100 respondents is required to ensure sufficient statistical power and reliable
results. This sample size is considered adequate for analyzing the relationships between variables
and for representing the characteristics of students who actively use TikTok Shop by Tokopedia.

Furthermore, obtaining at least 100 respondents aligns with commonly accepted standards in
behavioral and marketing research, ensuring that the collected data are sufficient for conducting
validity, reliability, and regression analyses.

Data collection technique

This study used a questionnaire as the primary instrument for data collection. A questionnaire is a
form of primary data collection, in which respondents are asked to answer written questions
prepared by the researcher (Sugiyono, 2020). The use of questionnaires allows researchers to collect
information from a large number of respondents efficiently and systematically. In this study,
questionnaires were used to measure the research variables: social media marketing, price, and
purchasing decisions.

Data Processing Techniques

The data analysis procedure in this study was carried out in two main stages using IBM SPSS 27.0.
The first stage is descriptive analysis, which aims to describe the general characteristics of the
respondent data, such as frequency distribution, average (mean), median, standard deviation, and
the distribution of values for each variable. Descriptive analysis helps researchers understand the
initial picture of the condition of Digital Marketing, prices, and purchasing decisions among
Generation Z users of TikTok Shop by Tokopedia.
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4. Results
Reliability Test

Table 1. Reliability Test

Variables Cronbach's Benchmark  Information
Alpha Value

Digital Marketing ,945 ,600 Reliable

Price ,930 ,600 Reliable

Buying decision ,956 ,600 Reliable

Source: Processed Data (2026)

Based on the reliability test results in the table above, it is known that the Digital Marketing variable
has a Cronbach's Alpha value 0of 0.945, the Price variable 0.930, and the Purchase Decision variable
0.956. All Cronbach's Alpha values are greater than the benchmark value of 0.600. This indicates
that all instruments used in this study meet the reliability criteria.

Normality Test

Table 2. Normality Test

One-Sample Kolmogorov-Smirnov Test

ABS_RES

N 190

Mean 0E-7
Normal Parametersa,b Stan.da.rd 3.63920100

Deviation

Absolute ,123
Most Extreme Differences Positive ,123

Negative -,097
Kolmogorov-Smirnov Z 1,700
Asymp. Sig. (2-tailed) ,062

Source: Processed Data (2026)
Based on the results of the One-Sample Kolmogorov-Smirnov test, the Asymp. Sig. (2-tailed) value
was obtained at 0.062. This significance value is greater than 0.05, so Hoaccepted and it can be
concluded that the residual data in this study is normally distributed. Thus, the normality
assumption in the regression model has been met.

Multicollinearity Test

Table 3. Multicollinearity Test

Coefficientsa
Model Collinearity Statistics
Tolerance VIF
(Constant)
1 Digital Marketing ,210 4,769
Price ,210 4,769

Source: Processed Data (2026)

Thus, it can be concluded that there are no symptoms of multicollinearity between the independent
variables in the regression model of this study.
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Heteroscedasticity Test

Table 4. Heteroscedasticity Test

Coefficientsa
Model t Sig.
(Constant) ,000 1,000
1 Digital Marketing ,000 1,000
Price ,000 1,000

Source: Processed Data (2026)

All significance values are greater than 0.05, thus concluding that there are no signs of
heteroscedasticity in this research's regression model. Therefore, the regression model examining
the influence of digital marketing and price on purchasing decisions meets the assumption of
homoscedasticity.

Hypothesis Testing
Table 5. Hypothesis Testing
Coefficientsa
Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 2,751 1,486 1,852 ,066
1 Digital Marketing ,347 ,057 ,361 6,101 ,000
Price ,924 ,092 ,593 10,032 ,000

Based on the results of the descriptive analysis, the Digital Marketing variable obtained an average
of 3.722 and the Price variable obtained an average of 3.595, both of which are included in the
good category. This indicates that Generation Z students at SMK CN have a positive perception
of digital marketing activities and product prices on TikTok Shop by Tokopedia. However, there
are still several indicators with the lowest average values, namely 3.500 for the indicator of product
information accuracy on social media and 3.384 for the indicator of price suitability to product
benefits. This condition indicates that some respondents still doubt the accuracy of product
information and consider the price not fully commensurate with the benefits received. Therefore,
companies need to increase the transparency of product information and strengthen pricing
strategies to be able to provide a better perception of value for Generation Z consumers.

Table 6. ANOVA
ANOVA
Model Sum of g Mean Sig.
Squares Square
Regression 15747,877 2 7873,939 588,247 ,000b
1 Residual 2503,075 187 13,385
Total 18250,953 189

Source: Processed Data (2026)

Based on the results of the F test in the ANOVA table, the calculated F value was 588.247 with a
significance of 0.000 < 0.05, so that Horejected and Haaccepted. This indicates that the variables of
Digital Marketing and Price simultaneously have a significant influence on Generation Z's
Purchasing Decisions on TikTok Shop by Tokopedia. Thus, the regression model in this study is
deemed suitable for use.
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5. Discussion

The Influence of Digital Marketing on Purchasing Decisions

Digital marketing is an electronic communication channel used by companies to promote products
and build relationships with consumers through the internet. Ryan (2016) in Faisal et al. (2024)
explains that the core of digital marketing includes the use of digital media, a digital approach to
consumers, and two-way interactions that enable active consumer engagement. In the context of
Generation Z, digital marketing is highly relevant because this generation is a digital native who is
accustomed to using social media and consuming visual and interactive content. Platforms like
TikTok allow for creative delivery of marketing messages through short videos, live streaming, and
collaborations with influencers, thereby influencing consumer purchasing behavior.

The results of this study align with those of Angelyn and Kodrat (2021), who stated that
implementing social media marketing strategies can significantly improve consumer purchasing
decisions. Gunelius (2011) also explained that the effectiveness of social media marketing is
influenced by four main indicators: content creation, content sharing, connecting, and community
building. When these four indicators are implemented effectively, consumers are more easily
attracted to and influenced by marketing messages delivered through digital media.

Furthermore, the results of this study support the research of Romansyah and Khuzaini (2023),
Rahayu Hidayati and Khuzaini (2023), Salsalina and Perangin-angin (2024), and Qalbi et al.
(2024), which concluded that digital marketing has a positive and significant influence on
purchasing decisions. Therefore, the first hypothesis (H1), which states that digital marketing has
a positive and significant influence on purchasing decisions, is accepted.

The Influence of Price on Purchasing Decisions

Price is a crucial element in the marketing mix that directly influences consumer purchasing
decisions. According to Kotler and Armstrong in Musfar (2020), price is the amount of money
consumers must pay to obtain the benefits of a product or service. Consumer perception of price is
not only related to the amount paid but also to the appropriateness of the price to the benefits
received. Therefore, price is a crucial factor consumers consider before making a purchasing
decision.

The results of this study support the opinion of Suparti and Evelyana (2022), who stated that price
is the primary indicator consumers consider when making purchasing decisions. Research by
Budhiarti, Pratama, and colleagues (2022) also shows that competitive prices can increase purchase
intention and sales volume, while excessively high prices can decrease consumer interest. This
suggests that Generation Z has a high sensitivity to price, particularly when shopping online on
digital platforms like TikTok Shop by Tokopedia.

Thus, the results of this study are consistent with previous theory and research stating that price
has a significant influence on consumer purchasing decisions. Therefore, the second hypothesis
(H2), which states that price has a positive and significant influence on purchasing decisions, is
accepted.
Influence.

The Simultaneous Influence of Digital Marketing and Price on Purchasing Decisions

The F-test is used to determine whether the variables Digital Marketing and Price simultaneously
have a significant influence on Purchasing Decisions. According to Ghozali (2020), the significance
value in the F-test indicates the probability that the independent variables simultaneously influence
the dependent variable. If the significance value is < 0.05, then the independent variables are
declared to have a significant simultaneous influence on the dependent variable.

The results of this study indicate that a combination of digital marketing strategies and appropriate
pricing can improve consumer purchasing decisions. Digital marketing through social media,
creative content, live streaming, and digital promotions can attract attention and increase consumer
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interest in a product. Meanwhile, competitive pricing can strengthen the product's perceived value,
so consumers feel the product they purchase is worth the benefits it offers.

In Generation Z, the simultaneous influence of these two variables is even stronger due to the
generation's active social media use and high responsiveness to digital promotions. TikTok Shop
by Tokopedia, as a social media-based e-commerce platform, is able to combine digital marketing
strategies with attractive pricing, thereby more effectively driving purchasing decisions.

Thus, the results of this study strengthen previous theories and research which state that Digital
Marketing and Price have an important influence in forming consumer purchasing decisions, both
partially and simultaneously.

6. Conclusion

Based on the results of the research that has been conducted, it can be concluded that Digital
Marketing and Price have a positive and significant influence on Generation Z's Purchasing
Decisions on TikTok Shop by Tokopedia. The Digital Marketing variable obtained an average
value of 3.722, the Price variable was 3.595, and the Purchase Decision variable was 3.715, all of
which are in the good category. The results of the hypothesis testing indicate that partially Digital
Marketing and Price have a significant influence on purchasing decisions, with the Price variable
being the most dominant factor. In addition, simultaneously both variables are also proven to be
able to influence Generation Z's purchasing decisions. These findings indicate that creative and
interactive digital marketing strategies, accompanied by competitive pricing, can increase
consumer interest and confidence in making purchases through TikTok Shop by Tokopedia.

Implications

The results of this study imply that companies need to strengthen their digital marketing strategies
to align with the characteristics of Generation Z as active social media users. Creative content, live
streaming, influencer marketing, and accurate product information can enhance the effectiveness
of digital promotions. Furthermore, companies need to maintain a competitive pricing strategy
commensurate with product quality to enhance consumer perceptions of value. By combining
effective digital marketing with appropriate pricing, companies can improve purchasing decisions
and strengthen their competitiveness on social commerce platforms like TikTok Shop by
Tokopedia.

Recommendation

Based on the research results, companies are advised to continue optimizing their digital marketing
strategies through creative, informative, and interactive content to be more appealing to Generation
Z. Companies also need to increase product information transparency and maintain price
alignment with the product benefits offered. In addition, providing promotions, discounts, and free
shipping programs can be strategies to increase consumer purchasing interest. For future
researchers, it is recommended to add other variables such as consumer trust, product quality,
brand image, or influencer influence to make the research results more comprehensive and have a
broader level of generalization.
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