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ABSTRACT 
 

This study aims to analyze the effect of promotional activities such as Brand Ambassadors, Discounts, and 

Advertisements on Purchase Decisions on the Tokopedia Marketplace, This research was of a quantitative type 

with a simple random sampling technique and the data used in this study was primary data obtained from 

distributing online questionnaires using a google form from 114 Tokopedia consumers in Indonesia using 

multiple linear analysis methods and using SPSS 23 as a tool measuring. The results of this study indicate that 

the brand ambassador variable has no significant effect on purchasing decisions while the Discounts and 

Advertisements Variables have a positive and significant effect on purchasing decisions. Simultaneously, brand 

ambassadors, discounts, and advertisements influence purchasing decisions with a percentage of 58.1%, while 

the remaining 41.9% are influenced by other variables not included in this study. 

Keywords: Purchasing Decisions, Brand Ambassadors, Discounts, Advertisements 

 
1. INTRODUCTION 

Currently, humans live in the digital era and experience rapid technological developments. People cannot live 

without technology and technology is everything for humans. In the development of the digital era, the internet 

also makes a big contribution to making it easier for humans to search for information, communicate and 

socialize. The current sophistication of technology and information is one of the priorities in everyday life for 

humans and makes all activities develop in a digital direction, one of which is in terms of trade (Fitriyadih, 

2019). 

 

The utilization of information technology developments in marketing can change conventional work towards 

digital era technology by utilizing e-commerce. The rapid growth of internet network users is a major factor in 

people's shopping behavior in general (Fitriyadih, 2019). Apart from the rapid development of technology, this 

is also supported by the Covid-19 pandemic. The pandemic that has occurred for more than 2 years has forced 

people to carry out activities from home, be it school, work, or shopping, all are restricted. This has resulted in 

many changes in thinking patterns, consumption, the environment, shopping behavior and many more. To meet 

daily needs with people's consumption patterns which are based on technological developments with the 

existence of e-commerce and also during the pandemic which resulted in all activities being carried out from 

their homes, people prefer to shop online (Sugianto Putri, 2018). 

 

Consumers when shopping online certainly have certain reasons for choosing a marketplace to make a purchase 

decision. There are so many factors that cannot be predicted, consumer purchasing decisions are based on 

consumer behavior factors, namely personal factors, psychological factors, and social factors. Basically, the 

decision to make a purchase begins with curiosity about an item or service. The purchasing decision is an 

evaluation stage where consumers form preferences among existing brands in the choice and may also form 

intentions to make purchasing decisions, consumers will be selective in the information search process before 

making a purchasing decision, generally, consumers will choose first what is needed and what is good and in 

accordance with the wishes before consumers decide to buy goods or services. In addition to internal factors, 

there are external factors that can influence purchasing decisions, for example by conducting sales promotions, 

currently, sales promotions determine customer purchasing decisions and currently, there are many things that 

marketers do to be able to provide perceptions to customers until they are sure to make a purchasing decision 

(Khairunnisa & Jamiat, 2021). 
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Every e-commerce owner always tries to attract the attention of potential customers, such as providing 

information about what advantages this e-commerce has. The strategy currently used by companies to increase 

sales of products from a brand/company is promotion. Company spending for online promotional activities is 

also increasing and dynamic along with the higher level of consumption of digital media (Wielki, 2020). 

Promotional media for developing e-commerce marketing also vary greatly, starting from advertisements, social 

media, price discounts, and using Brand Ambassadors. There are various marketplace companies in Indonesia, 

including Tokopedia, Shopee, Lazada, Bukalapak, Blibli, and JD ID. One of the marketplace companies that is 

currently quite popular is Tokopedia, Tokopedia is one of the e-commerce companies in Indonesia. According 

to iprice (2022) Tokopedia is also the number 1 largest e-commerce with the most visitors in Indonesia in the 

first quarter of 2022 with the number 157.23 million visitors, in this case it can be interpreted that Tokopedia 

has succeeded in attracting consumers' attention with the company's marketing strategy, the company's 

marketing media which has been very visible lately, namely by using advertisements, brand ambassadors and 

also discounts on the Tokopedia's own page. 

 
Figure I Iprice 

 

Promotional company currently uses models as ad companions and some of them are trusted to become brand 

ambassadors (Brand Ambassadors) who represent a brand. Someone who becomes a Brand Ambassador has an 

attractiveness that is believed to be able to attract the attention of the public, so this attraction is used by the 

company to the ambassador to convey information about the product/company (Hamidah Lailanur Ilaisyah, 

2020) Currently, the Brand Ambassador is also a promotional activity that influences purchasing decisions. 

 

Discounts are one of the factors in purchasing decisions because discounts are part of the company's 

promotional activities, such as on the Tokopedia marketplace which provides discounts on certain dates which 

are sure to interest consumers to make purchases at a certain time. Kotler (2018) provides an explanation of the 

forms of discounts, namely cash discounts are discounts for buyers who make purchases directly, seasonal 

discounts are discounts given on holidays, and price discounts are discounts based on the official price listed. 

This is a consideration for every consumer in determining a marketplace, be it because of low prices, having 

vouchers or discounts, completeness and so on (Hamidah Lailanur Ilaisyah, 2020). 

 

With today's intense e-commerce competition, of course every company has designed a good strategy to retain 

its customers, one of which is through the presentation of advertisements in various media(Setiawan & Rabuani, 

2019). As a large e-commerce company, it is necessary to promote its products, one of which is by carrying out 

marketing activities through advertisements. The existence of advertisements at this time has become a demand 

that can be said to be unavoidable by companies to bring up an image of a product that is offered to the public to 

get attention or attract interest (Hamidah Lailanur Ilaisyah, 2020). Unique and creative advertising content and 

the number of ad frequencies displayed on the media used by Tokopedia, are expected to create an image in the 

minds of the public and become a concern and attract interest in the lives of consumers to buy at Tokopedia 

(Agustina, 2021) 
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Hamidah Lailanur Ilaisyah (2020) states that brand ambassadors have a positive and significant influence on 

purchasing decisions by consumers at Tokopedia marketplace. and in Lailiya's (2020) research stated the same 

thing that the independent (independent) variable, namely brand ambassadors, had a positive and significant 

effect on purchasing decisions. Likewise, research by (Johannes & Siagian, 2021)states that partially, brand 

ambassadors have an influence on the variable of purchase intention. However, Amin & Yanti (2021) states that 

based on partial test results, the Brand Ambassador variable has no effect and is not significant on purchasing 

decisions. 

 

Shoffi’ul Auli (2021) Discounts greatly influence purchasing decisions because the large discount makes 

consumers interested. Likewise, according to Ridwan Basalamah (2021) the discount increases and the purchase 

decision will increase. Meanwhile, according to Kusnawan et al (2019) the discount factor does not have a 

significant effect on impulse buying interest, so further research is needed to find out other factors. 

 

According to Setiawan & Rabuani (2019) advertisement variables have a positive and significant effect on 

purchasing decision variables. Likewise in Agustina's (2021) research which states that advertisement has a 

positive and significant effect on purchasing decisions, but in Nuraeni & Hidayat (2022) it states that 

advertisement variables have no effect on purchasing decisions. This shows that even though the advertisement 

is attractive by showing various kinds of advantages it does not have a significant effect on purchasing 

decisions. 

 

From several studies citing brand ambassadors, discounts and advertisements, I was very interested in making 

these variables a reference research to see how influential they are with purchasing decisions at Tokopedia, 

because recently Tokopedia has become an e-commerce that can attract people both in making the number 1 boy 

group and girl group from Korea, namely BTS and Blackpink as brand ambassadors from Tokopedia itself, then 

by giving discounts and broadcasting advertisements which in the end led to this research raising the topic "The 

Effect of Brand Ambassadors, Discounts and Advertisements on Purchase Decisions on the marketplace 

Tokopedia 

 

2. LITERATURE REVIEW 

2.1 Brand Ambassadors 

According to Kotler (2009) brand ambassadors are advertising supporters or also called product spokespersons 

who are selected from famous people or unknown people who have an attractive appearance to attract the 

attention and memory of consumers. Brand ambassadors can be used by companies to increase their sales, either 

in the form of goods or services. They usually have a good relationship with the public (Greenwood, 2012). 

 

The characteristics found in brand ambassadors are visibility (popularity), namely a public figure known by the 

wider community, credibility (expertise), namely skills that have been acquired by a public figure related to the 

topic it represents (Tokopedia), attraction (attractiveness), namely achievement and the charisma that BTS has 

as Tokopedia's brand ambassadors that can attract consumers to make purchases at Tokopedia and power, 

namely in this case the Tokopedia brand ambassador is believed to be able to encourage consumers to buy at 

Tokopedia (Hamidah Lailanur Ilaisyah, 2020). 

 

2.2 Discount 

Sigit Winarno and Sujana Ismaya in their book Big Economics Dictionary (2003) states that a discount is a 

reduction in the amount to be paid or to be received and is the amount deducted from a price. According to 

Sutisna (2002) a discount or discount is a reduction in the price of a product from the normal price for a certain 

period and there are indicators of the discount, namely:  

1. The amount of the discount  

2. The period of the discount  

3. The type of product that gets a discount 
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2.3 Advertisements 

According to Kotler & Armstrong (2007) advertisement is a way of non-personal communication that is carried 

out through paid media with a clear sponsor. Meanwhile, according to  A. Shimp (2018) advertisiement is a tool 

that requires payment as a medium of communication for a resource, designed to influence recipients to make 

current and future decisions. Tjiptono (2002) argues that in order to attract consumers to purchase a product, 

companies must carry out advertising activities. Through advertising companies can attract consumers to buy a 

product variables set in this study refer to the opinions of Purwanto (2014) and Suwadji (2014), which include  

1. The message conveyed in the ad 

2. Frequency of ad serving 

3. Advertising visualization 

4. The effectiveness of the media used 

5. Voice 

6. Music 

7. Color 

 

2.4 The purchasing decision 

The purchasing decision is a psychological process that consumers go through, starting from the stage of 

attention to the goods or services offered, then the stage of interest in the product or service, then the stage of 

interest in the product and ends with making a decision to buy or not (Solomon et al., 2014). 

 

Purchasing decisions are consumer decisions that want to buy a product after previously thinking about whether 

the product is appropriate or not by considering information that is known in reality about the product after 

seeing it firsthand So it can be concluded that purchasing decisions are decisions in which a person will select 

one of several option (Winardi, 2010).  

According to Kotler (2009) purchasing decision indicators, namely: 

1. The need and desire for a product.  

2. Desire to try. 

3. The stability of the quality of a product.  

4. Other people's recommendations. 

5. Repurchase decision. 

 

2.5 Relations Brand Ambassador with Purchasing Decisions 

For companies, a brand ambassador plays an important role in attracting consumers to use their products. For 

this reason, appropriateness is needed in selecting brand ambassadors with target consumers so that their 

functions can be maximized and have an impact on consumers (Greenwood, 2012). Brand ambassador is the key 

to the attractiveness of a product to attract the interest of potential consumers, if the brand ambassador appointed 

by the company is right then consumers will be interested in the products offered so that purchasing decisions 

will occur (Widyaputra & Djawoto, 2018), The credibility, attractiveness, and charisma shown by brand 

ambassadors can provide trust, generate interest, and can influence consumers so that consumers are tempted to 

make purchases (Agustina, 2021). 

 

The relationship between brand ambassadors based on the definition above, it can be concluded that a brand 

ambassador is an effort made by a company to influence or invite consumers by using celebrities as icons to 

present the best image of a company or product so that consumers are interested in using the product. 

H1: Brand ambassadors have a positive effect on purchasing decisions  

 

2.6 The relationship between discounts and purchasing decisions. 

Discounts are the main factor to attract consumers to make impulsive purchases because with discounts, 

consumers don't need to think twice, and this will indirectly trigger consumers to make unwanted purchases. 

plan on e-commerce. So it attracts consumers to make purchases (Trimulyani & Herlina, 2022). Discounts 

enough to get a quick response from consumers. Consumers pay more attention to products that are given a 

discount than products at normal prices because giving large discounts will make consumers feel interested so 
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that they make purchasing decisions (Shoffi’ul Auli, Ridwan Basalamah, M dan Millannintyas, 2021). 

Discounts are given to encourage consumers to buy in larger quantities, thereby increasing sales volume 

(Kusnawan et al., 2019). 

H2: Discounts have a positive effect on purchasing decisions 

 

2.7 Advertisement Relations with Purchasing Decisions 

According to A. Shimp (2018) the functions of advertisement vary widely, one of which can provide added 

value (adding value). Advertisements provides added value to consumers by improving quality and brand 

innovation by influencing consumer perceptions which in turn can also influence purchasing decisions on a 

product. One of the effective ways of promotion is by marketing activities through advertising promotions. 

Tjiptono (2002) argues that in order to attract consumers to purchase a product, companies must carry out 

advertising activities. Through advertising companies can attract consumers to buy a product.  Advertising is 

one of the consumer support for purchasing decisions. Advertising as a form of presentation, promotion of ideas 

for goods and services non-personally by a certain sponsor (Nuraeni & Hidayat, 2022) 

H3: Advertising has a positive effect on purchasing decisions. 

 

2.8 Research Model  

Based on the theory and hypotheses that have been discussed, this study used a multiple linear regression model 

using 3 X variables which refer to the Y variable, namely purchasing decisions as shown in the diagram below 

 

 

 

 

 

 

 

 

 

 

 

3. METHOD 

Type of research conducted in this study namely primary quantitative research with simple random sampling. 

The location of this research was conducted in South Tangerang City. In this study the population used was 

unknown, this was because the number of Tokopedia users in South Tangerang was not known with certainty, 

therefore in this study the sampling technique uses the Hair formula with a minimum sample of 100 and 

unknown samples with a minimum of 100 the following results are obtained 114 Respondents. 

 

Data collection was carried out by distributing questionnaires online using Google Form and Google Form were 

submitted to respondents determined by the researcher, namely consumers who had shopped at Tokopedia using 

the Likert scale technique which included (1) Strongly Disagree (2) Disagree (3) Agree (4) Strongly Agree. The 

data analysis technique used multiple linear regression which includes hypothesis testing, reliability testing, 

classical assumption testing, T test and F test. Then the results obtained were processed using SPSS 23 software. 

 

4. RESULTS 

4.1   Respondent Characteristics  

Below are the characteristics of the respondents based on the questionnaires that have been distributed. 

 

Characteristics 
 
Gender  

       Description 

 
   Man 

  Amount      
 

   12 

Percent 
 

   10,5% 

               Women 102      89,5% 

      Advertisements 

 Brand Ambassador 

 Purchasing Decisions           Discounts 



JURNAL JAMAN Vol 2 No.3 Desember 2022, pISSN: 2828-691X, eISSN: 2828-688X, Hal.  128-137 

 

133 

 

 

 

 

 

 

 

 

 

 

       

 

 

 

Based on the table above, we can see from the respondents that the respondents used Tokopedia the most, 

namely women with a total of 102. This stated that women prefer shopping than men. The most dominant 

Tokopedia user respondents are aged 18-25 years where at this age the respondents understand more about e-

commerce. The most dominant Tokopedia user respondents were students with a total of 93. This stated that 

students preferred online shopping with a more dominant income, namely < Rp. 5,000,000,-. 

 

4.2 Validity Test  

       

        Variable 

      

    Indicator 

     

Conditional 

Corrected 

Item-Total 

Correlation 

(CITC) 

 

Results 

Brand 
Ambassador 

X1.1  0.30 0.692 Valid  

X1.2  0.30 0.621 Valid  

X1.3  0.30 0.641 Valid  

X1.4  0.30 0.779 Valid  

X1.5  0.30 0.747 Valid  

X1.6  0.30 0.796 Valid  

X1.7  0.30 0.717 Valid  

X1.8  0.30 0.777 Valid  

Discounts 

X2.1  0.30 0.702 Valid  

X2.2  0.30 0.745 Valid  

X2.3  0.30 0.772 Valid  

X2.4  0.30 0.679 Valid  

X2.5  0.30 0.717 Valid  

X2.6  0.30 0.768 Valid  

 
 
 

Advertisements 

X3.1  0.30 0.805 Valid  

X3.2  0.30 0.741 Valid  

X3.3  0.30 0.850 Valid  

X3.4  0.30 0.847 Valid  

 X3.5 0.30 0.845 Valid 

 X3.6 0.30 0.840 Valid 

 X3.7 0.30 0.787 Valid 

Purchasing 
Decisions 

X4.1  0.30 0.805 Valid  

X4.2  0.30 0.741 Valid  

X4.3  0.30 0.850 Valid  

X4.4  0.30 0.847 Valid  

 

Age   18 - 25 years old 
26 - 30  years old 

107 
5 

93,9% 
4,4% 

  31 - 35  years old 
 

2 1,8% 

Status   
 

Student 
Entrepreneur 

Employee 

93 
3 

18 

81,6% 
2,6% 

15,8% 

Income < Rp. 5.000.000,- 
> Rp. 5.000.000,- 

 

107 
7 

93,9% 
  6,1% 

                Table I Respondent Characteristics  
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X4.5  0.30 0.845 Valid  

X4.6  0.30 0.840 Valid  

 X4.7 0.30 0.778 Valid 

 X4.8 0.30 0.807 Valid 

 X4.9 0.30 0.850 Valid 

 X4.10 0.30 0.741 Valid 

                                            Table II Validity test 

 

A validity test is conducted to measure whether or not the indicators of each variable are valid. A question item 

is said to be valid if the r-count value is greater than the value of the Corrected item-Total Correlation > 0.30. 

(Sugiyono, 2013)The test was carried out by looking at the Corrected Item-Total Correlation (CITC) values 

contained in the data processing output in SPSS with standard conditions ≥ 0.30, all indicator statements were 

declared valid. 

 

4.3 Reliability Test 

Variable cronbach 

alpha 

cronbach alpha 

which is conditional 

Results 

Brand Ambassador    0.869 0,60 reliable 

Discounts    0.824 0,60 reliable 

Advertisements    0.917 0,60 reliable 

Purchasing Decisions    0.927 0,60 reliable 

                                           Table III Reliability Test 

 

Based on the table data above, it can be concluded that each variable brand ambassador (X1), discount (X2), 

advertisement (X3), and purchase decision (Y) has reliable results because it has been able to fulfill the 

requirements, namely the results of cronbach alpha > from cronbach alpha which is in terms of 0.60, it can be 

concluded that the results of the reliability test on all variables are reliable. 

 

4.4 Normality Test Results 

   Unstandardized Residual  

Asymp. Sig.   

(2-tailed)    

0,053  

        Table IV Normality Test  

 

From the results of the table above it can be observed based on a significance value of 0.053 which means > 

0.05 it can be said that the data has a normal distribution and this data can be continued for the next research 

 

4.5 Multicollinearity Test 

Model  Tolarance  VIF  

X1  

X2  

X3 

0, 498 

0, 602  
0, 384 

2.009 

1.660 

2.602 

                  Table V Multicollinearity Tes 

 

In the Multicollinearity Test, the value will meet the criteria if the Tolerance value is > 0.1 and the VIF value is 

< 10. So the result is that the Tolerance value is 0.498 > 0.1 then 0.602 > 0.1 and 0.384 > 0.1 while the VIF 

value is 2.009 < 10 then 1.660 < 10 and 2.602 < 10 makes the data acceptable and there is no correlation 

between the independent variables. 
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4.6 Glejser Test  

Brand Ambassador  1.000 no heteroscedasticity 

Discounts  1.000 no heteroscedasticity 

Advertisements  1.000 no heteroscedasticity 

Purchasing Decisions  1.000 no heteroscedasticity 

                                        Table VI Glejser Test 

 

In the heteroscedasticity test, the value will meet the criteria if the Sig value is > 0.5. From the table above it 

shows that the sig values of all variables are > 0.5, it can be concluded that in this test there was no 

heteroscedasticity problem. 

 

4.7    Test the hypothesis  

4.7.1 Test the Coefficient of Determination 

 

 

 

 

                               Table VII (R test) 

 

Based on the results of the primary data processing affect the R2 coefficient of 0.581, which means that the 

three independent variables namely Brand ambassadors, Discounts, and Advertisements have a percentage 

influence on the purchasing decision variable of 58.1%, while the remaining 41.9% is influenced by variables 

others that were not included in this study. 

 

4.7.2 F test (ANOVA) 

 F  Sig  

Regresion  49.307 0,000  

                                 Table VIII (F test) 

 

F value can be accepted if F count > F table. From the following table it can be seen that the F count can be seen 

to be 49,307, the result value is greater than the F table, namely 2.69 with a significant level of 0.000 which has 

a value smaller than 0.05, it can be stated that the brand ambassador, discount, and advertisements variables 

have an effect simultaneously on consumer purchasing decisions on the Tokopedia marketplace. 

 

4.7.3 Partial Hypothesis Test Results (t test) 

Variabel  T  Sig  

Brand Ambassador 1.085  0, 280  

Discounts 5.846 0, 000 

Advertisements 3.260 0, 001 

                                 Table VIII (T test) 

 

In this t test it will be declared valid if t count is greater than t table and in this study obtained t table with a 

result of 1,658 with a value of α = 0.05, From the table above it can be seen that the brand ambassador variable 

is 1,085 <1.658, which means that the brand ambassador variable has no effect on purchasing decisions while 

the discount variable is 5,846 and advertisement is 3,260 > 1.658, which means that discount and advertisement 

variables have a significant effect on purchasing decisions with α = 0.05 then it can be seen that the brand 

Model                   Sig Result 

R Square  Adjusted R squeres 

0,581              0,569 
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ambassador has no significant effect and advertisement variables and discount variables have a significant 

effect. 

 

4.8   Result And Discussion 

Based on the results of the analysis of hypothesis testing it can be concluded as follows. 

4.8.1 The effect of Brand Ambassadors on purchasing decisions on the Tokopedia marketplace 

From the results of the analysis that has been carried out, the results of the partial test (t test) indicate that the 

Brand Ambassador variable has no significant effect on purchasing decisions with a t value of 1.085 < 1.658 and 

sig 0.280 > 0,05 The results of this study are in line with previous research, namely in the research of (Amin & 

Yanti, 2021) and (Widyaputra & Djawoto, 2018). However, in research Lailiya (2020) states the opposite, 

namely Brand Ambassadors have an influence on purchasing decisions. This shows that there is a difference 

between the previous research and the current research. 

 

4.8.2 The effect of discounts on purchasing decisions on the Tokopedia marketplace 

From the results of the analysis that has been carried out, the results of the partial test (t test) indicate that the 

discount variable has a significant effect on purchasing decisions with a t value of 5,846 > 1.658 and sig 0.000 > 

0.05 Results This research is in line with previous research, namely the research of Shoffi’ul Auli (2021) and 

Trimulyani & Herlina (2022) which states that the discount variable has a positive and significant effect on 

purchasing decisions. 

 

4.8.3 The effect of advertisements on purchasing decisions on the Tokopedia marketplace 

From the results of the analysis that has been carried out, on the results of the partial test (t test) which shows 

that the discount variable has a significant effect on purchasing decisions with a t value of 3,260 > 1.658 and sig 

0.001 > 0.05. The results of this study are consistent with previous research, namely in Hamidah Lailanur 

Ilaisyah (2020)and Setiawan & Rabuani (2019) which states that the discount variable has a positive and 

significant effect on purchasing decisions. 

 

5. CONCLUSION 

Based on the research that has been done and the explanation of the results of research related to the effect of 

Brand ambassadors, Discounts, and Advertisements on purchasing decisions on the Tokopedia marketplace, it 

can be concluded that the independent variable Brand ambassadors do not significantly influence purchasing 

decisions. Meanwhile, other independent variables, namely discounts and advertisements, have a positive and 

significant influence on purchasing decisions on the Tokopedia marketplace. 
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