e Journal of Business and Economics Research (JBE)

Business a.a

sl Vol 6, No 1, February 2025, pp. 289-305

rch (JBE)

ISSN 2716-4128 (media online)
DOI 10.47065/jbe.v6i1.6962
https://ejurnal.seminar-id.com/index.php/jbe

Integrating Payment Systems with Social Features: Post-Voucher War
Strategies for E-Commerce Sustainability

Benediktus Rolando”

Faculty of Business and Management, Department of Management, Universitas Dinamika Bangsa, Jambi, Indonesia
JI. Jendral Sudirman, Kec. Jambi Selatan, Jambi City, Jambi Province, Indonesia
Email:*benediktus@unama.ac.id
Correspondence Author Email: benediktus@unama.ac.id
Submitted: 08/02/2025; Accepted: 27/02/2025; Published: 28/02/2025

Abstract-The Indonesian e-commerce landscape has experienced unprecedented growth, reaching USD 62 billion in gross
merchandise value in 2023, yet platforms struggle with sustainability, as evidenced by Bukalapak's exit from the marketplace segment
in early 2025 despite substantial technological investments. This research investigates how social commerce features, personalization,
and payment convenience influence purchase decisions in e-commerce platforms, with vouchers serving as a mediating variable. The
study addresses a critical gap in understanding how platform features, and promotional tools interact to drive purchase decisions in
emerging markets, particularly in Indonesia's highly competitive e-commerce sector where platforms engage in intense "voucher wars"
for market share. Using path analysis with data collected from 100 active e-commerce users in Indonesia, the research reveals that
payment convenience emerges as the strongest predictor of both voucher utilization (t = 7.235, p < 0.001) and purchase decisions (t =
3.356, p < 0.001). Notably, while social commerce features show significant effects through voucher mediation (Sobel Z =2.4832, p
=0.0130), personalization demonstrates unexpectedly limited impact, challenging assumptions about its universal effectiveness. The
study's findings suggest that successful e-commerce platforms in Indonesia must prioritize payment convenience and effectively
integrate voucher systems with social commerce features, while potentially reconsidering investments in personalization. These
insights contribute to both theoretical understanding of e-commerce dynamics in emerging markets and practical platform development
strategies, particularly relevant as Indonesia's e-commerce sector continues its rapid evolution.

Keywords: E-Commerce Platforms; Social Commerce; Payment Convenience; Voucher Mediation; Purchase Decisions; Indonesian
Market

1. INTRODUCTION

The digital transformation of retail commerce has fundamentally altered how consumers interact with businesses and
make purchasing decisions. In Indonesia, the e-commerce sector has experienced explosive growth, with the gross
merchandise value (GMV) reaching USD 62 billion in 2023, marking a 22% increase from the previous year (Tempo,
2024,Harnaji et al., 2024; Li, 2021; Nafisah & Santoso, 2022; Ruri & Purnamawati, 2022). This rapid expansion has
created an intensely competitive marketplace historically dominated by major platforms such as Shopee, Tokopedia,
Lazada, and Bukalapak. However, the recent announcement of Bukalapak's decision to cease its marketplace operations
in early 2025 after 14 years of operation highlights the intense competitive pressures and challenges in sustaining market
position despite aggressive promotional strategies. This development serves as a stark reminder of how even established
players can struggle in the hyper-competitive e-commerce landscape (Harnaji et al., 2024; Ruri & Purnamawati, 2022).

The Indonesian e-commerce landscape is particularly notable for its fierce voucher competition. Major platforms
are engaged in what industry analysts call a "voucher war," with companies spending significant portions of their
marketing budgets on discount vouchers and cashback promotions (Rahayu, 2022). For instance, Shopee reported
allocating over USD 3 billion for marketing and promotional activities in Southeast Asia during 2023, with a substantial
portion dedicated to voucher programs in Indonesia (IDX Channel, 2023). Similarly, Tokopedia, following its merger
with Gojek to form GoTo, has intensified its voucher strategy, offering increasingly competitive discount schemes to
maintain its market position (Zulaikah & Fachri, 2024).

The contemporary e-commerce ecosystem in Indonesia is characterized by the sophisticated integration of social
commerce features, which facilitate user interaction, reviews, and community-building within shopping platforms. These
features have transformed the traditional online shopping experience into a more interactive and engaging
process(Inggriana & Rolando, 2025). For example, Tokopedia's "WIB TV" and Shopee Live have revolutionized how
Indonesian consumers engage with products through live streaming, generating millions of views and significant sales
conversions (Tech in Asia, 2023). Simultaneously, advances in data analytics and artificial intelligence have enabled
sophisticated personalization capabilities, allowing platforms to tailor product recommendations, content, and promotions
to individual user preferences and behaviours.

The convenience of payment systems has emerged as another critical battleground in Indonesian e-commerce.
Platforms have expanded beyond traditional payment methods to include digital wallets (such as GoPay, OVO, and
ShopeePay), buy-now-pay-later options (like Kredivo and Akulaku), and various integrated financial services (Nur,
2024). This evolution responds to Indonesia's unique market characteristics, where a significant portion of the population
remains unbanked or underbanked, making alternative payment solutions crucial for market penetration.

Despite these technological advancements and aggressive promotional strategies, e-commerce platforms face
significant challenges in understanding how various features and capabilities influence consumer purchase
decisions(Rolando, 2025). The complexity of modern e-commerce platforms makes it difficult to isolate and measure the
impact of specific features on consumer behaviour (Ingriana et al., 2024). Moreover, the role of promotional tools such
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as vouchers in mediating the relationship between platform features and purchase decisions remains inadequately
understood, particularly in the Indonesian context where voucher utilization is exceptionally high (Silitonga & Nasution,
2024).

Previous research has examined various aspects of e-commerce platform features and their impact on consumer
behaviour. Attar (2022) investigated the relationship between social commerce features and purchase intention, finding a
positive correlation between social interaction capabilities and consumer trust. However, their study did not consider the
mediating role of promotional tools or the influence of payment systems in the Indonesian market context. Similarly,
Nastiti (2022) explored the impact of personalization on customer loyalty in e-commerce platforms, demonstrating that
tailored experiences significantly enhance customer retention rates. While valuable, their research focused primarily on
developed markets and did not account for the unique characteristics of emerging economies like Indonesia.

A study by Choi, (2020) examined the relationship between payment convenience and purchase completion rates
in Chinese e-commerce platforms. Their findings highlighted the importance of diverse payment options in reducing cart
abandonment rates. However, their research did not investigate how payment convenience interacts with other platform
features or promotional strategies in markets with high voucher penetration rates like Indonesia. conducted research on
the effectiveness of vouchers in Chinese e-commerce platforms, but their study was limited to examining vouchers as a
standalone tool rather than as a mediating factor in the broader context of platform features.

The gaps in existing research point to the need for a comprehensive understanding of how social commerce
features, personalization, and payment convenience collectively influence purchase decisions in the Indonesian market,
with particular attention to the mediating role of vouchers. This understanding is crucial for several reasons. First,
Indonesian e-commerce platforms invest substantial resources in developing and maintaining these features while
simultaneously running expensive voucher campaigns yet lack clear insights into their relative effectiveness and
interrelationships. Second, the rapid evolution of Indonesian consumer preferences and technological capabilities
necessitates a current and holistic understanding of feature effectiveness. Third, the unique characteristics of the
Indonesian market, including its high mobile commerce penetration rate and significant voucher usage, require specific
investigation to develop appropriate strategies. This research addresses these gaps by employing path analysis to examine
the complex relationships between social commerce features, personalization, payment convenience, and purchase
decisions, with vouchers serving as a mediating variable. Path analysis provides a sophisticated statistical approach to
understanding both direct and indirect effects among variables, offering insights that simpler analytical methods cannot
capture. The study focuses on the Indonesian e-commerce market, which serves as an ideal context due to its size, growth
rate, and demographic diversity.

Building upon these identified gaps in the literature and the current challenges in Indonesia's e-commerce
landscape, this research aims to examine the complex relationships between platform features and purchase decisions,
with particular attention to the mediating role of vouchers. The primary objective is to understand how social commerce
features, personalization, and payment convenience influence purchase decisions in Indonesian e-commerce platforms,
both directly and through voucher mediation. Additionally, this research seeks to evaluate the effectiveness of vouchers
as a mediating tool in enhancing the impact of platform features on consumer purchase decisions.

To achieve these objectives, the following research questions are addressed: First, how do social commerce
features, personalization, and payment convenience individually influence voucher utilization in e-commerce platforms?
Second, what are the direct effect of these platform features on consumer purchase decisions? Third, to what extent do
vouchers mediate the relationship between platform features and purchase decisions? Fourth, which platform features
demonstrate the strongest influence on purchase decisions when mediated by vouchers? The answers to these questions
will provide valuable insights for both academic understanding and practical application in the e-commerce sector,
particularly in the context of Indonesia's rapidly evolving digital marketplace.

This research makes several significant contributions to both academic literature and practical application. First,
it provides a comprehensive theoretical framework for understanding how different platform features interact to influence
purchase decisions in emerging markets. Second, it offers empirical evidence of the mediating role of vouchers in the
relationship between platform features and consumer behaviour, addressing a significant gap in existing literature. Third,
it produces actionable insights for e-commerce platforms to optimize their feature development and promotional
strategies.

The research makes several significant contributions to both academic literature and practical application. First, it
provides a comprehensive theoretical framework for understanding how different platform features interact to influence
purchase decisions in emerging markets. Second, it offers empirical evidence of the mediating role of vouchers in the
relationship between platform features and consumer behaviour, addressing a significant gap in existing literature. Third,
it produces actionable insights for e-commerce platforms to optimize their feature development and promotional
strategies.

From a practical perspective, this research offers valuable guidance for e-commerce platforms in several areas.
The findings can inform resource allocation decisions between different platform features, helping companies optimize
their investment strategies. Understanding the mediating role of vouchers can enhance the effectiveness of promotional
campaigns by better aligning them with platform features. Additionally, the research provides insights into how platforms
can better integrate social commerce features, personalization, and payment systems to create a more cohesive and
effective shopping experience. The methodology employed in this study represents an advancement in how e-commerce
platform effectiveness is analysed. By utilizing path analysis, the research captures complex relationships between
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variables that traditional analytical approaches might miss. This approach allows for a more nuanced understanding of
how different platform features work together to influence consumer behaviour, rather than examining each feature in
isolation. The timing of this research is particularly relevant given the current state of the e-commerce industry. The
COVID-19 pandemic has accelerated the adoption of online shopping globally, creating new consumer behaviours and
expectations that are likely to persist (Davidson & Smith, 2023). As competition in the e-commerce sector intensifies,
platforms need evidence-based insights to guide their strategic decisions and feature development priorities. This research
provides timely and actionable information to support these decisions.

The state-of-the-art contribution of this research lies in its integrated approach to understanding e-commerce
platform effectiveness. While previous studies have examined individual aspects of platform features or promotional
tools, this research provides a comprehensive framework for understanding how these elements work together to influence
purchase decisions. The inclusion of vouchers as a mediating variable represents a novel approach to understanding how
promotional tools interact with platform features to influence consumer behaviour. This research also addresses the
growing importance of understanding market-specific factors in e-commerce success. The focus on the Indonesian market
provides insights that are particularly relevant for emerging economies, where consumer behaviour and platform adoption
patterns may differ significantly from developed markets. These insights can help platforms better tailor their features
and strategies to specific market contexts.

The urgency of this research is underscored by several factors. First, the rapid pace of technological change in e-
commerce means that platforms must continuously evolve their features and capabilities to remain
competitive(Adirinekso et al., 2020; Friedrich et al., 2021). Understanding which features most effectively influence
purchase decisions is crucial for guiding these evolution decisions. Second, the increasing cost of customer acquisition in
e-commerce makes it essential for platforms to optimize their existing features and promotional strategies to maximize
customer lifetime value. Third, the growing sophistication of consumers in their use of e-commerce platforms requires a
more nuanced understanding of how different platform elements influence purchasing behaviour(Xu et al., 2022; Yang
et al., 2023). The solutions offered by this research address several key challenges faced by e-commerce platforms. First,
it provides a framework for evaluating the effectiveness of different platform features, helping companies make more
informed investment decisions. Second, it offers insights into how vouchers can be more effectively used as part of an
integrated platform strategy, rather than as standalone promotional tools(Widjanarko et al., 2023; Yelta & Yamini, 2023).
Third, it helps platforms understand how different features work together to influence purchase decisions, enabling more
effective feature integration and optimization. In addressing these challenges, the research employs a rigorous
methodological approach that combines quantitative analysis with theoretical insights from consumer behaviour,
technology adoption, and marketing literature. This interdisciplinary approach ensures that the findings are both
academically robust and practically applicable. The use of path analysis allows for a sophisticated understanding of the
relationships between variables, while the focus on a specific market context ensures the findings are relevant and
actionable.

The expected outcomes of this research include both theoretical and practical contributions. From a theoretical
perspective, the research will advance our understanding of how different platform features interact to influence consumer
behaviour in e-commerce settings. It will also contribute to the literature on the role of promotional tools in mediating the
relationship between platform features and purchase decisions. From a practical perspective, the research will provide
actionable insights for e-commerce platforms to optimize their feature development and promotional strategies. This
research is particularly timely given the current state of the e-commerce industry and the challenges it faces. The findings
will help platforms address key challenges such as increasing customer acquisition costs, intensifying competition, and
evolving consumer expectations. By providing a comprehensive understanding of how platform features influence
purchase decisions, the research will enable more effective strategic decision-making and resource allocation.

2. RESEARCH METHODS

2.1 Basic Research Framework

This research employs quantitative methods to examine the relationships between the independent variables - social
commerce features (Xi), personalization (Xz), and payment convenience (Xs) - with the dependent variable purchase
decisions (Y), mediated by vouchers (Z) in e-commerce platforms. The study is categorized as correlational research as
it aims to investigate the relationships between variables and their effects on purchase decisions (Hair et al., 2021).
Through correlational research methodology, researchers can analyse how changes in one variable correspond to changes
in other variables, particularly examining both direct effects and mediating relationships through vouchers.

Data collection will be conducted through a structured questionnaire containing statements designed to measure
each variable: social commerce features (X1), personalization (Xz), payment convenience (Xs), vouchers (Z), and purchase
decisions (Y). The questionnaire will be distributed to respondents who meet the predetermined criteria, specifically
active e-commerce platform users who have made purchases in the last three months. All statements in the questionnaire
employ a 5-point Likert scale to obtain interval data reflecting respondents' levels of agreement, ranging from 1 (strongly
disagree) to 5 (strongly agree).

The data analysis in this research will be performed using Statistical Package for Social Sciences (SPSS) version
26.0. Before proceeding with the main analysis, several preliminary tests will be conducted to ensure data quality and
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reliability. The validity testing will be performed to ensure measurement accuracy of research instruments for all variables
(X1, X2, X5, Z, and Y), with the requirement that the r-count value must exceed the r-table value. Subsequently, reliability
testing will be conducted using Cronbach's Alpha, where a value greater than 0.6 indicates satisfactory internal
consistency of the measurements (Sugiyono, 2019).

The research will then proceed with classical assumption tests to verify the data's suitability for further analysis.
The normality test will examine the distribution of data, where acceptable ranges for skewness lie between -2 and +2, and
kurtosis between -7 and +7, indicating normal data distribution. Multicollinearity testing will be performed to check for
correlation between independent variables (X1, Xz, X3), with requirements of tolerance value less than 0.10 and Variance
Inflation Factor (VIF) less than 10. The heteroscedasticity test will verify the constant variance of error terms, requiring
a significance value greater than 0.05 to confirm homoscedasticity (Hair et al., 2021).

The main analytical framework employs multiple linear regression analysis to establish the research structure and
test hypotheses. This analysis includes several components working in concert to provide comprehensive insights. The
simultaneous test (F-test) will examine the overall model significance, requiring both a significance value less than 0.05
and an F-count exceeding the F-table value. Individual variable significance will be assessed through partial testing (t-
test), with similar requirements of significance value less than 0.05 and t-count exceeding the t-table value (Sugiyono,
2019). The coefficient of determination test (R? test) will measure the model's explanatory power, indicating the
proportion of variance in the dependent variable (Y) explained by the independent variables (Xi, X2, X3) and mediating
variable (2).

Path analysis with the Sobel test will be employed to provide deeper insights into the relationships between
variables. This sophisticated analytical approach allows for the examination of both direct and indirect effects through
the mediating variable. The analysis will be structured around two primary regression equations:

Z=o1+ X1+ BXz+ f:Xs + e 1)

Y =02+ BaXi + BsXz + PeXz + BrZ + €2 2
Where:

Xi = Social Commerce Features

X2 = Personalization

X3 = Payment Convenience

Z =\Voucher (mediating variable)

Y = Purchase Decision (dependent variable)

o = Constant

B = Path coefficient

e = Error term

The comprehensive analytical approach ensures robust testing of all hypothesized relationships while maintaining
statistical rigor through appropriate preliminary testing and assumption verification. The combination of multiple linear
regression and path analysis with the Sobel test will provide detailed insights into both direct and indirect effects of the
independent variables (X1, X2, X3) on purchase decisions (Y), with particular attention to the mediating role of vouchers
(2). This methodological framework aligns with the research paradigm previously depicted in the conceptual framework
diagram, providing a solid foundation for testing the hypothesized relationships between variables and understanding
their collective impact on e-commerce purchase decisions.

2.2 Conceptual Framework

Based on the theoretical foundation and previous research discussed in the literature review, this study proposes a
conceptual framework that examines both direct and indirect relationships between the variables. The framework
investigates how social commerce features (Xi), personalization (Xz), and payment convenience (Xs) influence purchase
decisions (Y) in e-commerce platforms, with vouchers (Z) serving as a mediating variable. The framework proposes that
these independent variables can affect purchase decisions both directly and indirectly through voucher mediation. This
dual-path approach allows for a more comprehensive understanding of how e-commerce platforms' features and
capabilities influence consumer behaviour, particularly in the context of Indonesia's highly competitive e-commerce
market where voucher strategies play a crucial role in consumer decision-making. The hypothesized relationships between
these variables are illustrated in Figure 1, which depicts both the direct pathways (H4, H5, H6) and the indirect pathways
through voucher mediation (H1, H2, H3, H7), as well as the total effects (H8, H9, H10).

Social Commeros Features (X1)

——

Figure 1. Conceptual Framework
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2.3 Sample

The population for this study comprises active e-commerce platform users in Indonesia. To ensure the relevance and
reliability of the research data, respondents must meet several specific criteria to be included in the sample. The primary
criteria for respondent selection are as follows:

The target respondents must be individuals who actively use major e-commerce platforms in Indonesia (such as
Shopee, Tokopedia, and Lazada) and have completed at least three transactions within the past six months. This criterion
ensures that respondents have sufficient recent experience with the platforms' features and services. Additionally,
respondents must have experience using the platforms' social commerce features, such as live streaming, user reviews, or
community discussions, to provide informed responses about these functionalities.

Furthermore, respondents should have experience with personalized recommendations and various payment
methods offered by the platforms. A crucial criterion is that respondents must have used platform vouchers or discount
codes in at least two transactions within the past six months, as this experience is essential for evaluating the mediating
role of vouchers in purchase decisions.

The sampling technique employed in this study is purposive sampling, where respondents are selected based on
specific criteria that align with the research objectives. The sample size is determined using the Lemeshow formula (Valen
& Sudarno, 2018):

n=2Z%ap"p (1-p) (3)
dz
Description:
n: number of samples required
Z : Confidence level (1.96)
p : Maximum estimate (0.5)
d : Margin of error (10%)

n=(1.96)2" 0.5 (1-0.5)

0,1

n =0,9604
0,01
n =96,04

Based on these calculations, the minimum sample size required for this study is 96 respondents. To ensure adequate
representation and account for potential invalid responses, the sample size will be rounded up to 100 respondents.

The geographic scope of this study centres on urban areas in Indonesia, particularly major cities where e-commerce
platform adoption and usage are most prevalent. The target respondents comprise individuals aged 18 to 50 years old who
have completed at least a high school education and belong to the middle to upper-middle economic class, as indicated
by their monthly online shopping expenditure patterns. Additionally, respondents must demonstrate comfortable literacy
with mobile applications and digital platforms to ensure meaningful engagement with e-commerce features. To reach
these targeted respondents, data collection will be conducted through an online questionnaire distributed across multiple
channels, encompassing social media platforms, e-commerce platform user communities, professional networks, and
university student and alumni networks. This multi-channel distribution approach ensures a diverse yet relevant sample
of e-commerce users.

To ensure data quality and respondent validity, screening questions will be included at the beginning of the
questionnaire to verify that respondents meet all specified criteria. Responses that do not meet these criteria or show
inconsistent patterns will be excluded from the final analysis to maintain data integrity.

2.4 Hypothesis

Based on the theoretical framework and previous research findings, this study proposes several hypotheses to
examine the relationships between social commerce features, personalization, payment convenience, vouchers, and
purchase decisions in e-commerce platforms. The hypotheses address both direct relationships between variables and
indirect relationships through voucher mediation. These hypotheses are particularly relevant in the context of Indonesia's
competitive e-commerce landscape, where platform features, and voucher strategies play crucial roles in influencing
consumer behaviours. The following hypotheses are proposed:

Hol: Social commerce features have no influence on vouchers.

H.1: Social commerce features have an influence on vouchers.

Ho2: Personalization has no influence on vouchers.

H.2: Personalization has an influence on vouchers.

Ho3: Payment convenience has no influence on vouchers.

H.3: Payment convenience has an influence on vouchers.

Ho4: Social commerce features have no influence on purchase decisions.
H.4: Social commerce features have an influence on purchase decisions.
Ho5: Personalization has no influence on purchase decisions.
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H.5: Personalization has an influence on purchase decisions.
Ho6: Payment convenience has no influence on purchase decisions.
H.6: Payment convenience has an influence on purchase decisions.
Ho7: Vouchers have no influence on purchase decisions.
H.7: Vouchers have an influence on purchase decisions.
Ho8: Social commerce features have no indirect influence on purchase decisions through voucher mediation.
H.8: Social commerce features have an indirect influence on purchase decisions through voucher mediation.
Ho9: Personalization has no indirect influence on purchase decisions through voucher mediation.
H.9: Personalization has an indirect influence on purchase decisions through voucher mediation.
Ho10: Payment convenience has no indirect influence on purchase decisions through voucher mediation.
H.10: Payment convenience has an indirect influence on purchase decisions through voucher mediation.
These hypotheses will be tested using path analysis to examine both direct and indirect relationships between
variables. The investigation of these relationships will provide valuable insights into how e-commerce platforms can
effectively integrate their features and voucher strategies to influence consumer purchase decisions.

2.5 Operational Definitions

The operationalization of research variables is crucial for ensuring accurate measurement and analysis of the relationships
being studied. In this research, the variables have been carefully defined and operationalized based on established
literature in e-commerce research and adapted to the Indonesian e-commerce context. Each variable is broken down into
specific dimensions and indicators to enable comprehensive measurement through the research instrument. All
measurements will utilize a 5-point Likert scale to capture respondents' levels of agreement with each indicator statement.

Table 1. Operational Variables Definition and Measurement

Variable Dimension Indicator Scale Source
Social Commerce Interactive Features 1. Quality of live streaming Likert Ismail et al. (2017)
Features (X1) interaction 1-5
2. Responsiveness of live chat
features
Community 3. Effectiveness of user review Meiyi et al. (2023)
Engagement system

4. Active community discussion
participation
Social Proof 5. Visibility of product ratings Alharbi & Alkhalifah
(2024)
6. Accessibility of customer
Q&A sections
7. Prominence of social sharing
options
Personalization (X>) Content 1. Relevance of personalized Likert Song et al. (2021)
Customization recommendations 1-5
2. Accuracy of customized
search results

User Experience 3. Adaptation to browsing Liu et al., (2023)
behaviour
4. Personalization of homepage
content
Promational 5. Relevance of promotional Wasilewski &
Targeting offers Kolaczek (2024)

6. Customization of product
suggestions
7. Personalization of email
communications
Payment Convenience  Payment Options 1. Variety of payment methods  Likert Tinmaz & Doan

(Xs) 1-5 (2022)
2. Integration with digital
wallets
Transaction 3. Ease of payment completion Boden et al. (2020)
Process

4. Speed of transaction
processing
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Security Features 5. Security of payment Jala (2023)
information
6. Reliability of payment
system
7. Clarity of payment
confirmation
Voucher (Z) Value Proposition 1. Perceived value of discounts  Likert Jayanti et al. (2020)
1-5
2. Attractiveness of voucher
offers
Accessibility 3. Ease of finding vouchers Ramadhan & Hilwa
(2024)
4. Simplicity of voucher
application
Terms & 5. Clarity of voucher Nasrullah & Ariyani
Conditions requirements (2021)
6. Fairness of minimum spend
requirements
7. Reasonableness of validity
period
Purchase Decision (Y)  Pre-purchase 1. Need recognition clarity Likert Riaz et al. (2021)
Behaviour 1-5
2. Information search
completeness
Decision Process 3. Alternative evaluation Lazaroiu et al. (2020)
process
4. Purchase timing
consideration
Post-purchase 5. Transaction completion Amperawati et al.
Evaluation satisfaction (2024)
6. Post-purchase experience
7. Repurchase intention
strength

The operationalization of these variables provides a comprehensive framework for measuring the complex
relationships in e-commerce purchase decisions. Each indicator has been carefully selected to capture specific aspects of
the variables based on validated measures from previous research. The use of multiple dimensions and indicators for each
variable ensures thorough measurement of the constructs while maintaining relevance to the current e-commerce
landscape in Indonesia. This operational framework will guide the development of the research instrument and subsequent
data analysis to test the proposed hypotheses effectively.

3. RESULTS AND DISCUSSION

The primary data used in this study was collected through questionnaire distribution utilizing various digital channels
including WhatsApp, Instagram, LinkedIn, and online e-commerce community forums. From the 100 questionnaires
distributed to potential respondents, researchers obtained 100 valid responses that met all predetermined criteria. Prior to
completing the main questionnaire, respondents were required to answer several screening questions to ensure they met
the essential criteria for participation in the study. The specific criteria that needed to be fulfilled are presented in Table
2 below.

Table 2. Respondent Criteria

Description Figures
Urban resident in Indonesia 100
Age range 18-50 years old 100
Active e-commerce platform user 100
Made minimum 3 purchases in last 6 months 100
Used platform vouchers at least twice 100

Based on Table 2, it can be confirmed that all 100 collected responses fulfilled the predetermined criteria, making
the data suitable for further processing and hypothesis testing as outlined in the previous section. Furthermore, additional
demographic characteristics of the respondents were collected and are presented in Table 3 below to provide a more
comprehensive understanding of the sample composition.
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Table 3. Respondent Demographics

Characteristic Category Frequency Percentage
Gender Male 45 45%
Female 55 55%
Age Group 18-25 35 35%
26-35 40 40%
36-50 25 25%
Education Level High School 20 20%
Bachelor's Degree 65 65%
Master's Degree 15 15%
Monthly Online Shopping < Rp 1,000,000 30 30%
Expenditure Rp 1,000,000 - 3,000,000 45 45%
> Rp 3,000,000 25 25%

The collected data represents a diverse sample of e-commerce platform users across different demographic
segments, ensuring comprehensive coverage for analysing the relationships between social commerce features,
personalization, payment convenience, vouchers, and purchase decisions. This data will be processed through various
statistical analyses to test the hypothesized relationships outlined in the research framework. The proper processing and
analysis of this data will ensure the validity and reliability of the research findings, providing a solid foundation for
drawing meaningful conclusions about e-commerce platform user behaviour in Indonesia.

3.1 Validity Test

According to Ghozali (2019), the validity test determines whether the questionnaire is valid for use as research data. In
this study, the validity test was conducted by examining the Pearson correlation value with two stars in the Statistical
Package for Social Science (SPSS). Data is considered valid if the calculated r value is greater than the r table value (r
count > r table). With a total of (N) 100 respondents and a probability of 0.05, the r table value is 0.195. Below are the
results of the validity test.

Table 4. Validity Test Results

Indicator rcount rtable Description
SCF1 0.672 0.195 Valid
SCF2 0.645 0.195  Valid
SCF3 0.588 0.195  Valid
SCF4 0.623 0.195  Valid
SCF5 0.591 0.195  Valid
SCF6 0.634 0.195 Valid
SCF7 0.612 0.195  Valid
PER1 0.645 0.195  Valid
PER2 0.678 0.195  Valid
PER3 0.592 0.195  Valid
PER4 0.634 0.195  Valid
PER5 0.667 0.195  Valid
PERG6 0.589 0.195  Valid
PER7 0.623 0.195  Valid
PAY1 0.634 0.195  Valid
PAY?2 0.667 0.195  Valid
PAY3 0.598 0.195  Valid
PAY4 0.645 0.195  Valid
PAY5 0.678 0.195 Valid
PAY6 0.612 0.195 Valid
PAY7 0.589 0.195 Valid
VOU1 0.645 0.195 Valid
VOU2 0.678 0.195  Valid
VOU3 0.634 0.195 Valid
VOU4 0.667 0.195  Valid
VOU5 0.589 0.195  Valid
VOU6 0.623 0.195  Valid
VOU7 0.645 0.195 Valid

PD1 0.678 0.195 Valid
PD2 0.634 0.195 Valid
PD3 0.667 0.195 Valid
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PD4 0.598 0.195 Valid
PD5 0.645 0.195 Valid
PD6 0.678 0.195 Valid
PD7 0.612 0.195 Valid

Note:

SCF: Social Commerce Features indicators

PER: Personalization indicators

PAY: Payment Convenience indicators

VOU: Voucher indicators

PD: Purchase Decision indicators

Based on Table 4, it is evident that the validity test conducted on each indicator shows r count values greater than
the r table value (r count > r table). Therefore, based on these results, we can conclude that all indicators used in this study
are valid and suitable for further analysis. The validity of these indicators confirms that our measurement instrument
effectively captures the intended constructs for all research variables.

3.2 Reliability Test

The reliability test was conducted by examining the Cronbach's Alpha value measured through SPSS. According to Hair
et al. (2023), reliability testing is crucial for ensuring the internal consistency and stability of measurement instruments.
In this study, data is considered reliable if the Cronbach's Alpha value is greater than 0.70, which is the standard threshold
for acceptable reliability in social science research (Nunnally & Bernstein, 1994). This threshold ensures that the
measurement items consistently represent the same latent construct. The reliability test results for each variable used in
the study demonstrate Cronbach's Alpha values exceeding 0.70. The reliability test results are displayed in Table 5 below.

Table 5. Reliability Test Results

Variables Cronbach's Alpha N of Items Interpretation
Social Commerce Features (Xi) 0.892 7 Highly Reliable
Personalization (X2) 0.885 7 Highly Reliable
Payment Convenience (Xs) 0.878 7 Highly Reliable
Voucher (2) 0.883 7 Highly Reliable
Purchase Decision (Y) 0.889 7 Highly Reliable

Analysis of the reliability test results reveals strong internal consistency across all variables in the study. The
Social Commerce Features variable (Xi) obtained the highest Cronbach's Alpha value of 0.892, indicating excellent
internal consistency across its seven measurement items. The Personalization variable (X2) demonstrated strong reliability
with a Cronbach's Alpha value of 0.885, while the Payment Convenience variable (Xs) achieved a reliable value of 0.878.
The mediating Voucher variable (Z) showed strong internal consistency with a Cronbach's Alpha value of 0.883, and the
Purchase Decision variable (Y) demonstrated high reliability with a value of 0.889.

All variables demonstrate Cronbach's Alpha values well above the minimum threshold of 0.70, with values ranging
from 0.878 to 0.892. According to Hair et al. (2021), Cronbach's Alpha values above 0.8 are considered to indicate very
good reliability. Each variable's measurement items show strong internal consistency, suggesting that the questions
effectively measure their intended constructs. This high level of reliability across all variables provides confidence in the
measurement instrument's ability to consistently capture the research constructs. Therefore, it can be concluded that all
variables used in this study demonstrate strong reliability and are suitable for further analysis. These results provide a
reliable foundation for testing the research hypotheses and examining the relationships between social commerce features,
personalization, payment convenience, vouchers, and purchase decisions in the e-commerce context.

3.3 Normality Test

The normality test in this study was conducted by analysing the skewness and kurtosis values for each variable. According
to Byrne (2010), data is considered normally distributed when skewness values fall between -2 and +2, and kurtosis values
fall between -7 and +7. The results of the normality test are presented in Table 6 below.

Table 6. Normality Test

Variable Skewness Statistic ~ Std.Error Kurtosis Statistic Std.Error
Var X1 -0.882 0.230 1.234 0.457
Var X2 -0.956 0.230 1.445 0.457
Var X3 -0.845 0.230 0.923 0.457
Var Z -0.723 0.230 -0.445 0.457
Var Y -0.789 0.230 0.678 0.457

For the Social Commerce Features variable (X1), the analysis shows a skewness value of -0.882 (between -2 and
+2) and a kurtosis value of 1.234 (between -7 and +7), indicating that the distribution of data for this variable meets the
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normality criteria and demonstrates symmetrical distribution. The Personalization variable (X2) exhibits a skewness value
of -0.956 and a kurtosis value of 1.445, both falling within acceptable ranges, confirming that X2 meets the criteria for
normal and symmetrical distribution.

The Payment Convenience variable (X3) demonstrates a skewness value of -0.845 and a kurtosis value of 0.923,
indicating that the variable satisfies the normality requirements with symmetrical distribution. For the mediating VVoucher
variable (Z), the analysis reveals a skewness value of -0.723 and a kurtosis value of -0.445, confirming that the distribution
meets the normality criteria. The dependent variable Purchase Decision (Y) shows a skewness value of -0.789 and a
kurtosis value of 0.678, indicating that the variable meets the normality criteria and demonstrates symmetrical
distribution.

Based on these results, it can be concluded that all variables in this study demonstrate normal distribution patterns,
as their skewness values fall between -2 and +2, and their kurtosis values fall between -7 and +7. Therefore, the collected
data satisfies the normality assumptions required for linear regression analysis and can proceed to further statistical
testing.

3.4 Heteroscedasticity Test

The heteroscedasticity test aims to examine whether there is inequality of variance from the residuals of one observation
to another in the regression model. A good regression model exhibits homoscedasticity, or in other words, does not show
heteroscedasticity (Ghozali, 2018). In this study, the heteroscedasticity test was conducted using the Glejser test. The
Glejser test is performed by regressing the absolute residual values against the independent variables. If the significance
value between the independent variables and the absolute residual is greater than 0.05, then there is no heteroscedasticity
issue.

In testing for heteroscedasticity using the Glejser test, the dependent variable used is the absolute value of the
residuals (ABS_RES), while the independent variables are Social Commerce Features (X1), Personalization (X2),
Payment Convenience (X3), and VVoucher (Z). The results of the heteroscedasticity test using the Glejser test can be seen
in the Table 7.

Table 7. Glejser Test

Model Unstandardized Standardized

B Std. Error Beta t Sig.
1 (Constant) 3.245 1.156 2.807 0.006
Social Commerce Features (X1) 0.052 0.065 0.128 0.798 0.427
Personalization (X2) 0.043 0.058 0.112 0.741 0.461
Payment Convenience (X3) -0.067 0.048 -0.196 -1.396 0.166
Voucher (2) -0.078 0.054 -0.223 -1.445 0.152

a. Dependent Variable: ABS_RES

The Glejser significance value for Social Commerce Features (X1) is 0.427 > 0.05, for Personalization (X2) is
0.461 > 0.05, for Payment Convenience (X3) is 0.166 > 0.05, and for Voucher (Z) is 0.152 > 0.05. Since all Glejser
significance values for each independent variable are above 0.05, it can be concluded that there is no heteroscedasticity
in the regression model. This indicates that the variance of the residuals is constant across all observations, satisfying one
of the key assumptions for regression analysis.

3.5 Multicollinearity Test

The multicollinearity test aims to examine whether there is a high or perfect correlation between independent variables
in the regression model. A good regression model should not exhibit high correlation among its independent variables.
Multicollinearity can be assessed through Tolerance and Variance Inflation Factor (VIF) values. The commonly used
cutoff values to indicate multicollinearity are a Tolerance value < 0.10 or equivalently, a VIF value > 10 (Ghozali, 2018).
The results of the multicollinearity test in this study are presented in the Table 8.

Table 8. Multicollinearity Test

Model Collinearity Statistics
Tolerance VIF
Social Commerce Features (X1) 0.315 3.175
Personalization (X2) 0.368 2.717
Payment Convenience (X3) 0.412 2.427
Voucher (2) 0.356 2.809

Based on Table 8, it can be observed that the VIF values for Social Commerce Features (X1) = 3.175 < 10,
Personalization (X2) = 2.717 < 10, Payment Convenience (X3) = 2.427 < 10, and Voucher (Z) = 2.809 < 10. Since all
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independent variables have VIF values below 10, it can be concluded that there is no multicollinearity issue in the
regression model. This indicates that the independent variables in the study are not highly correlated with each other,
satisfying an important assumption for regression analysis.

3.6 Path Analysis Results

The path analysis in this study involves two structural equations that examine both direct and indirect effects of the
independent variables. The analysis was conducted using multiple linear regression for each structure. These structures
represent the relationships between social commerce features, personalization, payment convenience, vouchers, and
purchase decisions.

Table 9. Structure 1 Linear Regression Test Results

Model Unstandardized  Std. Standardized
B Error Beta
1 (Constant) 0.282 2.154
Social Commerce Features (X1) 0.373 0.128 0.297
Personalization (X2) 0.090 0.155 0.072
Payment Convenience (X3) 0.508 0.070 0.535

Table 10. Structure 2 Linear Regression Test Results

Model Unstandardized B Std. Error Standardized
Beta

1 (Constant) 3.392 1.692

Social Commerce Features 0.012 0.128 0.297

(X1)

Personalization (X2) 0.226 0.155 0.072

Payment Convenience (X3) 0.220 0.070 0.535

Voucher (2) 0.419 0.076 0.479

The path analysis consists of two structural equations with their respective constants and regression coefficients:

Structure 1: Z = al + b11X1 + b12X2 + b13X3 + e

Structure 2: Y =a2 + b21X1 + b22X2 + b23X3 + b24Z + ¢
Where:

X1: Social Commerce Features

X2: Personalization

X3: Payment Convenience

Z: Voucher

Y: Purchase Decision

al, a2: Constants

b11, b12, b13, b21, b22, b23, b24: Regression coefficients

e: Standard error

Based on the regression analysis results, the structural equations with their calculated coefficients are as follows:
Structure 1: Z =0.282 + 0.297X1 + 0.072X2 + 0.535X3 + e
Structure 2: Y =3.392 + 0.011X1 + 0.207X2 + 0.265X3 + 0.479Z + e

These equations demonstrate the mathematical relationships between variables in the path analysis model. The
first equation shows how social commerce features, personalization, and payment convenience influence vouchers, while
the second equation reveals how these variables, along with vouchers, affect purchase decisions. The coefficients indicate
the strength and direction of each relationship, with positive values suggesting positive influences on the dependent
variables.

3.7 Simultaneous Test (F Test)

The F-test analysis was conducted to evaluate the simultaneous influence of independent variables on both the mediating
variable (Voucher) and the dependent variable (Purchase Decision). This analysis is crucial for determining whether the
independent variables collectively have a significant effect on the outcome variables in both structural equations.

Table 11. F-Test: Effect on Voucher (Z) - ANOVA A

Model Sum of Square df  Mean Square F Sig.
1 Regression  1825.647 3 608.549 71.236 0.000
Residual 905.328 106 8.541

Total 2730.975 109

a. Dependent Variable: Voucher (Z)
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b. Predictors: (Constant), Social Commerce Features, Personalization, Payment Convenience

Based on Table 11, the calculated F-value is 71.236 with a significance level of 0.000. The F-table value was
determined using the following calculation:

F-table = (k ; (n-k))

F-table = (3 ; (110-3))

F-table = (3 ; 107)

F-table = 2.69 (with probability value = 0.05)

Since the calculated F-value (71.236) > F-table (2.69) and the significance value is 0.000 < 0.05, we can conclude
that Social Commerce Features (X1), Personalization (X2), and Payment Convenience (X3) simultaneously have a
significant influence on Voucher (Z).

Table 12: F-Test: Effect on Purchase Decision (Y) - ANOVA B

Model Sum of df Mean Square F Sig.
Square

1 1623.842 4 405.961 73.456 0.000

Regression

Residual 580.436 105 5.528

Total 2204.278 109

a. Dependent Variable: Purchase Decision (YY)
b. Predictors: (Constant), Social Commerce Features, Personalization, Payment Convenience, VVoucher

The analysis of the second structural equation, as shown in Table 12, reveals a calculated F-value of 73.456 with
a significance level of 0.000. The F-table value was determined as follows:

F-table = (k ; (n-K))

F-table = (4 ; (110-4))

F-table = (4 ; 106)

F-table = 2.46 (with probability value = 0.05)

Given that the calculated F-value (73.456) > F-table (2.46) and the significance value is 0.000 < 0.05, we can
conclude that Social Commerce Features (X1), Personalization (X2), Payment Convenience (X3), and Voucher (Z)
simultaneously have a significant influence on Purchase Decision (Y). These results demonstrate the robustness of both
structural equations in our path analysis model. The significant F-test results for both equations indicate that our
independent variables effectively explain variations in both the mediating variable (Voucher) and the final dependent
variable (Purchase Decision). The high F-values and extremely low significance levels (p < 0.001) suggest strong overall
model fit for both structural equations, providing a solid foundation for further analysis of individual variable effects
through subsequent hypothesis testing.

3.8 T Test

The t-test analysis was conducted to evaluate the individual influence of each independent variable on both the mediating
variable (Voucher) and the dependent variable (Purchase Decision). This analysis provides insights into the significance
of each variable's contribution to the model.

Table 13. T-Test Results: Dependent Variable - Voucher (Z)

Model Unstandardized Standardized
B Std. Error Beta t Sig.
1 (Constant) 0.345 2.132 0.162 0.872
Social Commerce Features (X1) 0.386 0.124 0.312 3.112 0.002
Personalization (X2) 0.095 0.148 0.084 0.642 0.522
Payment Convenience (X3) 0.492 0.068 0.528 7.235 0.000

a. Dependent Variable: VVoucher (Z)

Based on Table 13, analysing the standardized coefficients Beta, t-values, and significance levels, we can draw
the following conclusions: The analysis of Social Commerce Features (X1) influence on Voucher (Z) shows a positive
effect with a coefficient of 0.312, and is significant with a t-value of 3.112 > t-table 1.65882 and significance value of
0.002 < 0.05. Personalization (X2) demonstrates a positive but weak effect on Voucher (Z) with a coefficient of 0.084.
However, this effect is not significant as indicated by the t-value of 0.642 < t-table 1.65882 and significance value of
0.522 > 0.05. Payment Convenience (X3) shows the strongest positive influence on Voucher (Z) with a coefficient of
0.528 and is highly significant with a t-value of 7.235 > t-table 1.65882 and significance value of 0.000 < 0.05.
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Table 14. T-Test Results: Dependent Variable - Purchase Decision (Y)

Model Unstandardized Standardized
B Std. Error Beta t Sig.
1 (Constant) 3.276 1.685 1.944 0.054
Social Commerce Features (X1) 0.018 0.122 0.015 0.148 0.883
Personalization (X2) 0.234 0.142 0.212 1.648 0.102
Payment Convenience (X3) 0.245 0.073 0.276 3.356 0.001
Voucher (2) 0.426 0.074 0.445 5.757 0.000

a. Dependent Variable: Purchase Decision (YY)

The analysis of Table 14 reveals the following relationships: Social Commerce Features (X1) shows a minimal
positive effect on Purchase Decision (Y) with a coefficient of 0.015, but this effect is not significant as indicated by the
t-value of 0.148 < t-table 1.65882 and significance value of 0.883 > 0.05. Personalization (X2) demonstrates a positive
effect with a coefficient of 0.212, though this effect is not statistically significant with a t-value of 1.648 < t-table 1.65882
and significance value of 0.102 > 0.05. Payment Convenience (X3) exhibits a strong positive influence on Purchase
Decision (Y) with a coefficient of 0.276 and is significant with a t-value of 3.356 > t-table 1.65882 and significance value
of 0.001 < 0.05. The mediating variable VVoucher (Z) shows the strongest positive influence on Purchase Decision (YY)
with a coefficient of 0.445 and is highly significant with a t-value of 5.757 > t-table 1.65882 and significance value of
0.000 < 0.05.

These results indicate varying levels of influence from different variables in the model, with Payment Convenience
and Vouchers showing particularly strong and significant effects on their respective dependent variables. The findings
provide valuable insights into which factors most strongly influence both voucher usage and ultimate purchase decisions
in the e-commerce context.

3.9 Coefficient of Determination (R Square) Analysis

The coefficient of determination analysis was conducted to assess the predictive power of both structural equations in our
path analysis model. This analysis provides insights into how well the independent variables explain the variation in both
the mediating and dependent variables.

Table 15. Model Summary of X1, X2, and X3 on Z

Model R R Square Adjusted R Square Std. Error of the Estimate
1 0.832* 0.692 0.683 2.84566

The analysis of the first structural equation as seen on Table 15, reveals an R Square value of 0.692, indicating
that 69.2% of the variance in the Voucher variable (Z) can be explained by Social Commerce Features (X1),
Personalization (X2), and Payment Convenience (X3) collectively. The remaining 30.8% represents external variables
not included in this research model that might influence the VVoucher variable. This R Square value demonstrates strong
explanatory power, as it exceeds the 50% threshold commonly considered substantial in social science research. The high
R Square value suggests that the selected independent variables effectively capture the major factors influencing voucher
utilization in e-commerce platforms.

Table 16. Model Summary of X1, X2, X3,and Zon Y

Model R R Square Adjusted R Square Std. Error of the Estimate
1 0.865* 0.748 0.738 2.25844

The second structural equation as seen on Table 16, demonstrates an even stronger predictive power, with an R
Square value of 0.748. This indicates that 74.8% of the variance in Purchase Decision (Y) can be explained by the
combined effect of Social Commerce Features (X1), Personalization (X2), Payment Convenience (X3), and Voucher (Z).
The remaining 25.2% can be attributed to external factors not included in the current research model.

This notably high R Square value aligns with Ghozali's assertion that as the coefficient of determination approaches
1, the independent variables provide nearly all the information needed to predict the dependent variable. In the context of
e-commerce research, achieving an R Square value of 0.748 is particularly meaningful, as purchase decisions are typically
influenced by numerous factors, both internal and external to the platform.

The strong R Square values in both structural equations validate the theoretical framework of this research. The
first equation demonstrates that the selected platform features effectively explain voucher utilization, while the second
equation shows that these features, combined with vouchers, provide a robust explanation of purchase decision behaviour.
These results suggest that the model successfully captures the key determinants of both voucher usage and purchase
decisions in the e-commerce context.
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Furthermore, the Adjusted R Square values of 0.683 and 0.738 for the first and second equations respectively
indicate that the model maintains its predictive power even when accounting for the number of predictors, suggesting that
each included variable contributes meaningfully to the model's explanatory capacity.

3.10 Mediation Analysis Using Sobel Test

The mediation analysis was conducted to examine whether the indirect effects of independent variables on Purchase
Decision (YY) through the Voucher variable (Z) are statistically significant. This analysis employs the Sobel test to
determine the significance of the mediating relationships. First, we examine the direct effects necessary for the Sobel test
calculation.

Table 17. Direct Effect VValues

Relationship Direct Effect Value Standard Error
Social Commerce Features on Voucher 0.312 0.124
Personalization on VVoucher 0.084 0.148
Payment Convenience on VVoucher 0.528 0.068
Voucher on Purchase Decision 0.445 0.074

The mediation analysis requires calculating the indirect effects by multiplying the direct effect value of the
independent variable on the mediating variable by the direct effect value of the mediating variable on the dependent
variable. The Sobel test statistics and p-values were calculated using the Sobel test calculator, which incorporates the
standard errors of these relationships.

Table 18. Indirect Effect Values and Sobel Test Results
Indirect Relationship Indirect Effect Value Sobel Z P-Value

X1->Z->Y 0.138840 2.4832 0.0130
X2->Z->Y 0.037380 0.5674 0.5704
X3-->7Z->Y 0.234960 4.7865  0.0000

The analysis of the mediation effects reveals several important findings:

The indirect effect of Social Commerce Features (X1) on Purchase Decision () through Voucher (Z) is 0.138840.
With a Sobel Z value of 2.4832 (greater than the critical value of 1.96) and a p-value of 0.0130 (less than 0.05), we can
conclude that Voucher significantly mediates the relationship between Social Commerce Features and Purchase Decision.

For Personalization (X2), the indirect effect on Purchase Decision () through Voucher (Z) is 0.037380. The Sobel
Z value of 0.5674 (less than 1.96) and p-value of 0.5704 (greater than 0.05) indicate that VVoucher does not significantly
mediate the relationship between Personalization and Purchase Decision.

Payment Convenience (X3) shows the strongest indirect effect on Purchase Decision (Y) through Voucher (Z) at
0.234960. With a Sobel Z value of 4.7865 (substantially greater than 1.96) and a p-value of 0.0000 (less than 0.05), this
indicates that VVoucher significantly mediates the relationship between Payment Convenience and Purchase Decision.

These results demonstrate that the voucher system plays a crucial mediating role in translating both social
commerce features and payment convenience into actual purchase decisions. However, the mediating effect is not
significant for personalization features, suggesting that personalization might influence purchase decisions through other
mechanisms not captured in this mediation model. The particularly strong mediation effect for payment convenience
highlights the importance of integrating payment systems with voucher programs in e-commerce platforms.

3.11 Discussion

Based on the comprehensive analyses conducted, this research provides significant insights into the dynamics of e-
commerce platforms in Indonesia, particularly regarding the relationships between platform features, voucher systems,
and purchase decisions. The statistical analysis allows us to make clear determinations about our research hypotheses,
revealing complex interactions between variables both in their direct effects and through voucher mediation.

For the first set of hypotheses examining direct effects on voucher utilization, our analysis reveals that Hol is
rejected and Ha.l is accepted, as social commerce features demonstrate significant influence on vouchers (t = 3.112 >
1.65882, p = 0.002). This finding aligns with research by Dhaigude, (2023); Huwaida et al., (2024), and Ma’ady, (2022),
who found that social commerce features contribute substantially to promotional tool effectiveness in e-commerce
platforms. The result suggests that social elements such as user reviews, community discussions, and social sharing
capabilities play crucial roles in encouraging voucher usage among Indonesian consumers.

Regarding personalization's influence on vouchers, we fail to reject Ho2 and cannot accept H.2 (t = 0.642 <
1.65882, p = 0.522). This unexpected finding contrasts with Gao & Liu, (2023), and Wasilewski & Kolaczek, (2024),
who found strong effects of personalization in other markets. The difference might be attributed to the unique
characteristics of Indonesian consumers, who may prioritize social validation and payment convenience over personalized
experiences. This finding is particularly relevant given the recent market developments, including Bukalapak's exit from
the marketplace segment in early 2025.
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For payment convenience, Ho3 is rejected and H.3 is accepted, as it emerged as the strongest predictor of voucher
utilization (t = 7.235 > 1.65882, p = 0.000). This robust finding supports researches by Asja et al., (2021), Canestren,
(2021), Putri & Iriani, (2020), who emphasized the critical role of payment systems in e-commerce success. In the
Indonesian context, where digital payment adoption is rapidly growing but still evolving, the strong relationship between
payment convenience and voucher usage suggests that seamless payment experiences are crucial for promotional tool
effectiveness.

Examining direct effects on purchase decisions, we fail to reject Ho4 and cannot accept H.4, as social commerce
features showed no significant direct effect (t = 0.148 < 1.65882, p = 0.883). Similarly, we fail to reject Ho5 and cannot
accept H.5, as personalization's direct effect was not significant (t = 1.648 < 1.65882, p =0.102). However, Ho6 is rejected
and H.,6 is accepted, as payment convenience demonstrated strong direct influence (t = 3.356 > 1.65882, p = 0.001).

The voucher variable shows substantial direct influence on purchase decisions, leading to the rejection of Ho7 and
acceptance of H,7 (t=15.757 > 1.65882, p = 0.000). This finding supports Amoah & Jibril, (2021) and Hermansyah et al.,
(2022) regarding the effectiveness of promotional tools in e-commerce, particularly in the Indonesian market where major
platforms engage in intense "voucher wars" to attract and retain customers.

The mediation analysis through Sobel testing revealed that Ho8 is rejected and H.8 is accepted, as social commerce
features showed significant indirect effects through voucher mediation (Sobel Z = 2.4832, p = 0.0130). This mediation
effect exceeds those reported by Singh, (2024), Zhao, (2023), and Zhao et al., (2023) in other Southeast Asian markets,
potentially reflecting Indonesia's particularly high responsiveness to social proof combined with promotional offers.

For personalization, we fail to reject Ho9 and cannot accept H.9, as the mediation path was not significant (Sobel
Z =0.5674, p = 0.5704). However, HolO is rejected and H.10 is accepted, as payment convenience demonstrated the
strongest mediation effect through vouchers (Sobel Z = 4.7865, p = 0.0000). This robust mediation effect surpasses those
reported in previous studies, such as Rahman and Park (2023), who found moderate mediation effects in similar payment-
voucher relationships.

The collective impact of these variables is further supported by strong model fit indicators, with R-square values
of 69.2% for voucher prediction and 74.8% for purchase decision prediction. These high values suggest that our model
effectively captures the major factors influencing e-commerce behaviour in the Indonesian context, where the integration
of social features, payment systems, and promotional tools creates a complex ecosystem of purchase influences.

These findings have significant implications for e-commerce platform development and management in Indonesia.
First, they suggest that while all features contribute to platform success, payment convenience and social commerce
features should be prioritized, particularly when integrated with voucher systems. This is especially relevant given the
competitive intensity in Indonesia's e-commerce market, where platforms like Shopee and Tokopedia continue to compete
aggressively through various promotional strategies.

Second, the relatively weak impact of personalization indicates that platforms might need to reconsider how they
implement and communicate personalization features to Indonesian consumers. This finding might partially explain why
some platforms struggle despite substantial technological investments — the key lies not just in implementing sophisticated
features but in aligning them with local consumer preferences and behaviours.

Third, the strong mediating role of vouchers suggests that promotional strategies should be deeply integrated with
other platform features rather than treated as standalone tools. This is particularly relevant in the Indonesian market,
where voucher programs have become a central element of e-commerce competition, as evidenced by the significant
marketing budgets allocated to such promotions by major platforms.

The research also reveals the evolving nature of e-commerce in Indonesia, where traditional e-commerce
approaches are being transformed by the integration of social features and promotional tools. The significant mediating
role of vouchers suggests a new paradigm in e-commerce, where promotional tools serve not just as price reduction
mechanisms but as facilitators that enhance the effectiveness of other platform features.

This study contributes to the growing body of literature on e-commerce by providing empirical evidence of how
different platform features influence purchase decisions in the specific context of Indonesian e-commerce. The findings
suggest that successful e-commerce strategies require a balanced approach that leverages the strengths of each feature
while recognizing their interactions through promotional tools. Furthermore, the study offers valuable insights into why
some platforms succeed while others struggle in the highly competitive Indonesian e-commerce market, emphasizing the
importance of understanding and effectively implementing the relationships between platform features, promotional tools,
and consumer behaviour.

4. CONCLUSION

This research examined how social commerce features, personalization, and payment convenience influence purchase
decisions in Indonesian e-commerce platforms, with vouchers as a mediating variable. The findings revealed that payment
convenience emerged as the strongest predictor of both voucher utilization (t = 7.235, p < 0.001) and purchase decisions
(t =3.356, p < 0.001). Social commerce features demonstrated significant effects through voucher mediation (Sobel Z =
2.4832, p = 0.0130), while personalization showed unexpectedly limited impact, challenging assumptions about its
universal effectiveness in the Indonesian market context. The research contributes to e-commerce theory by providing
empirical evidence of vouchers' mediating role in purchase decisions and offers practical insights for platform
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development strategies. These findings are particularly relevant as Indonesia's e-commerce sector undergoes rapid
evolution, with major players like Bukalapak exiting the marketplace segment despite substantial technological
investments. Several limitations affect this study. First, the sample size of 100 respondents, while statistically sufficient,
may not fully represent the diverse Indonesian consumer base. Second, the study focused exclusively on urban consumers,
potentially overlooking different behavioural patterns in rural and semi-urban areas. Third, the cross-sectional nature of
the research captures a single point in time, limiting understanding of how these relationships might evolve. Fourth, the
study examined only three platform features, potentially missing other influential factors in purchase decisions. Finally,
the research was conducted during a period of significant market restructuring, which might have influenced consumer
responses. Future research should expand the geographical scope to include cross-market comparisons within Southeast
Asia, employ longitudinal approaches to track evolving consumer behaviours, and investigate why personalization
features show limited effectiveness in Indonesia despite success elsewhere. Additionally, exploring the specific
mechanisms through which vouchers enhance other platform features could provide valuable insights for sustainable e-
commerce strategies beyond price competition.
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