
                    
Vol. 5 No. 4, 2025, 3673–3686 e-ISSN 2798-0170 

 

Syahputri & Syahdanur 

P
ag

e3
67

3 

THE EFFECT OF PRICE, TRUST, AND PRODUCT QUALITY ON 

PURCHASE DECISIONS USING TOKOPEDIA E-COMMERCE (CASE 

STUDY OF STUDENTS OF RIAU ISLAMIC UNIVERSITY) 

 

Uchi Leli Syahputri1 

Universitas Islam Riau, Pekanbaru, Indonesia 

uchilelisyahputri@student.uir.ac.id 

 

Syahdanur2 

Universitas Islam Riau, Pekanbaru, Indonesia 

syahdanur@eco.uir.ac.id 

 

Abstract 

The purpose of this study is to determine and analyze the influence of price, trust, 

and product quality on purchasing decisions using Tokopedia e-commerce 

among students of the Islamic University of Riau. The population in this study 

were students of the Islamic University of Riau who purchased products on 

Tokopedia e-commerce, sample determination was carried out using the 

Purposive sampling method. Therefore, the sample used in this study was 100 

consumers. Data collection techniques in this study used questionnaires, 

interviews, and documentation. Data analysis used in this study involved testing 

and analysis in the form of numbers and concluding the results of the test in the 

study. The results showed that partially the variables Price (X1), Trust (X2), and 

Product Quality (X3) had a significant influence on purchasing decisions in 

purchasing products on Tokopedia e-commerce. The magnitude of the influence 

of price, trust, and product quality on this purchasing decision was with an R 

Square value of 0.666%. 
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INTRODUCTION 

The current development of information technology has given rise to a new 

economic paradigm, ultimately giving rise to a virtual world of commerce known 

as e-commerce. E-commerce is the act of buying and selling or transactions 

conducted electronically over the internet, eliminating the need for people to 

physically go to stores to shop. E-commerce offers a variety of payment methods, 

such as credit cards, bank transfers, digital wallets, and now increasingly refers 

to digital technology or the internet. One example of e-commerce is the MEMBER 

CARD, which we can use when shopping. 

The e-commerce platforms with the highest number of visitors in Indonesia 

are Tokopedia, Shopee, Bukalapak, Lazada, and Blibli. Tokopedia is one of the 

buying and selling sites that is currently enlivening the Indonesian marketplace. 

Tokopedia.com was founded on August 17, 2009, with the vision of advancing 

Indonesia more for the internet. In 2014, Tokopedia created a mobile application 

that can be obtained through the Google Play Store. The purpose of creating a 

Tokopedia mobile application was as a way to compete in providing services to 

its customers so that it could maintain its market share. 

Tokopedia offers a variety of products that are easily accessible to 

consumers from all walks of life, including students. Students at the Islamic 

University of Riau, Pekanbaru, are attracted to online shopping through 

Tokopedia because they are motivated by the desire and need for specific 

products offered by the e-commerce platform. 

Researchers have conducted Pre-Research with a questionnaire that has 

been distributed to students of the Faculty of Economics and Business, Riau 

Islamic University and obtained user data aged 18-25 years because of the various 

conveniences and features offered, this platform makes it easy for the younger 

generation to shop, with a user-friendly appearance, various attractive promos 

and various products that can be easily reached they use Tokopedia a lot because 

of affordable prices and guaranteed product quality they also get convenience, 

comfort in shopping at Tokopedia and some of them say that Tokopedia has an 

important influence in fulfilling their online shopping. 

One of the important factors that attracts customers to make purchasing 

decisions when shopping online is price. According to Sumarwan (2020), price is 

the characteristic most often used by consumers to evaluate goods and services. 

Lubis (2015) states that price consists of four main dimensions: affordability, price 

transparency, competitiveness (price comparison), and flexibility. Price can 

generally influence consumer interest in making a purchase and encourage them 

to make a purchase decision. The reasons are because the prices offered are more 
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affordable or cheaper than offline stores and also because consumers trust that 

online purchases are safe for them. 

According to Robin and Marlinda in Cindy and Sari (2021), consumer trust 

is defined as a positive expectation that is not only formed through trust, but also 

through a high reputation, not relying on intelligence to attract consumers and 

not being able to maximize consumer trust. Pratiwi (2020) states that trust consists 

of four main dimensions: security, platform reputation, information reliability, 

and seller integrity. Decisions, actions, or words; trust can arise at any time, 

choosing how someone becomes dependent on others, influencing their future 

behavior can affect a person's well-being. 

According to Tjiptono (2021:14), product quality encompasses efforts to 

meet or exceed customer expectations, encompassing products, services, people, 

processes, and the environment. Wahyu (2020) states that product quality has 

four main dimensions: functional suitability, product durability, product 

aesthetics, and product innovation. Product quality is a crucial aspect that all 

sellers must strive for, as it is a key factor that needs to be considered in sales 

competition to attract new customers and retain existing ones. 

Based on the above description, it can be concluded that price, trust, and 

product quality play an important role in determining purchasing decisions, 

especially for Tokopedia users at the Islamic University of Riau, especially 

students in the Faculty of Economics and Business. Therefore, this study aims to 

analyze the influence of price, trust, and product quality on the purchasing 

decisions of Tokopedia E-commerce Users (Case Study on Students of the Faculty 

of Economics and Business, Islamic University of Riau). 

 

LITERATURE REVIEW 

Price 

Understanding Price 

Tjiptono (2021) defines price as a component that has a direct impact on 

company profits. Trust According to Setyaningsih (2021) Trust is formed when 

one of the Prices, namely the amount of money exchanged for products and 

services, furthermore the price is the sum of all the values that consumers 

exchange for the amount of benefits by owning or using a good or service, prices 

in general can influence consumer interest in making purchases and encourage 

them to make purchasing decisions, the cause is the price offered is more 

affordable or cheaper than offline stores and also the trust from consumers that 

online purchases are safe for them. 

https://issn.brin.go.id/terbit/detail/20210617281787431
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Price Dimension 

According to Lubis (2021), he identified four main dimensions of price, 

namely: 

1. Affordability – includesProduct prices are easily accessible to consumers, 

perceptions of price suitability with quality, and prices are commensurate 

with the benefits received by customers. 

2. Price Transparency –Price information is easy to access and understand, 

There are no hidden fees, and Prices are consistent at all stages of the 

transaction. 

3. Competitive (Price Comparison) –Price compared to similar products, 

Perceived added value compared to competitors, and Product price is lower 

or the same as other platforms. 

4. Price Flexibility –The existence of discounts or attractive offers that influence 

purchasing decisions, the availability of flexible payment systems, and the 

availability of various price or package options according to consumer needs. 

Trust 

Understanding Trust 

 Dimensional trust in online stores is closely related to consumer trust, to 

intermediaries and online sellers, this is because online shopping is closely related 

to the belief that information and transactions on the internet can be trusted, 

Purnomo and Rusminah, (2021: 194), trust is also referred to as the belief obtained 

by consumers that it will look better, a form of feeling that seems to say "you are 

on my side isn et al., (2021: 192). 

 Based on several experts about trust above, it can be concluded well how 

big the benefits or how much effort the company puts into the product are. If 

consumers are confident and have the attributes to trust a product, the company 

will gain more value and the attitude of continuing to shop in the days to come. 

Dimensions of Trust 

According to Pratiwi (2020), four main dimensions of trust are identified, 

namely: 

1. Security – includes a Trusted payment security system, User data is well 

protected, and the User verification system works well. 

2. Platform Reputation –Tokopedia is known as a trusted platform, with 

positive ratings or reviews from other users, and many users are loyal to 

the platform. 

https://issn.brin.go.id/terbit/detail/20210617281787431
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3. Reliability of Information –Product information matches the description, 

the seller provides clear and accurate information, and the information is 

updated regularly. 

4. Seller Integrity –The seller has never committed fraud, the seller has a good 

reputation on Tokopedia, and the information is updated regularly. 

Product Quality 

Understanding Product Quality 

Product quality is the ability of a product to perform functions to meet 

customer needs (Wahyu, 2019: 19), product quality is not done carelessly because 

of its impact on consumer needs, consumers tend to judge their products based 

on quality, good product quality raises questions among consumers. Product 

quality is also a condition that is always changing (For example, what is 

considered quality today may be considered less quality in the future). 

Product Quality Dimensions 

According to Wahyu (2020), he identified four main dimensions of product 

quality, namely: 

1. Functional Suitability – includes product functions as described, the product 

meets customer needs, and the product delivers the promised benefits. 

2. Product Durability –The product is durable in use, the product has quality 

materials, and the product is not easily damaged. 

3. Product Aesthetics –The product design is attractive, the color and shape of 

the product meet expectations, and the visual appearance supports the 

product image. 

4. Product Innovation –The product follows the latest trends, the product has 

exciting new features, and the product provides a new experience for users. 

Purchasing Decisions 

Understanding Purchasing Decisions 

 Purchasing decisions are the decision-making process by consumers to 

purchase goods or services. In this process, consumers will recognize certain 

products or brands, evaluate how well each alternative can solve their problems. 

Purchasing decisions have an important role in increasing company profits. 

 Purchasing decisions made by consumers illustrate how far marketers are 

in their efforts to promote a product to consumers. In addition, according to 

Schiffman and Kanuk (2007:485), purchasing decisions are a selection of two or 

more choices in increasing purchasing interest. Referring to purchasing decisions, 

of course there are things that must be considered, such as one of the ways that 
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companies must market products, namely through digital marketing and brand 

ambassadors. 

Dimensions of Purchasing Decisions 

According to Cahyono (2020), he identified four main dimensions of 

Purchasing Decisions, namely: 

1. Needs Recognition – includes buying because of a perceived need, Tokopedia 

fulfills basic needs, and the product is needed immediately. 

2. Information Search – includes easy-to-find products you need on Tokopedia, 

complete and easy-to-understand product information, and product reviews 

help in making decisions. 

3. Alternative Evaluation – includes comparing products with other platforms 

before purchasing, choosing products with the best price and quality on 

Tokopedia, and considering other people's recommendations. 

4. Purchase Decision – includes buying products on Tokopedia directly, 

decisions are influenced by previous shopping experiences, and the belief 

that the product will be satisfactory. 

Price Relationship with Purchasing Decisions 

 According to Kotler and Keller (2016), price is a crucial factor in 

determining consumer decisions because it is the primary consideration when 

evaluating a product. As a consumer group with relatively limited purchasing 

power, students tend to weigh price closely against their financial capabilities. 

The more affordable and appropriate the price is for the product quality, the 

higher the consumer's likelihood of purchasing. Tokopedia, with its competitive 

pricing, offers discounts, promotions, and price reductions from sellers and the 

app, are a major draw for students at the Islamic University of Riau. This study's 

findings also align with Sri Rahayu's (2021) findings, which demonstrate that 

price significantly influences purchasing decisions on the e-commerce platform 

Tokopedia. 

Relationship between Trust and Purchasing Decisions 

 According to Robin and Marlinda in Cindy and Sari (2021), consumer trust 

is formed through confidence in transaction security, seller reputation, and 

information reliability. The higher the level of consumer trust, the more likely 

they are to make a purchase. Trust is a crucial factor in the purchasing decisions 

of students at the Islamic University of Riau when using e-commerce platforms 

like Tokopedia. Students will be more confident in making transactions if they 

believe Tokopedia can deliver products as promised, ensure the security of their 

personal data, and provide guarantees in case of problems. The results of this 

https://issn.brin.go.id/terbit/detail/20210617281787431
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study align with the findings of Nuning Lisdiana (2021) who stated that trust 

significantly influences online purchasing decisions on Tokopedia. 

The Relationship Between Product Quality and Purchasing Decisions 

 According to Tjiptono (2021), product quality is the ability of a product to 

meet consumer needs and expectations, both in terms of function, durability, and 

appearance. The better the quality of the product offered, the higher the 

consumer's interest in making a purchase. Product quality is also a crucial factor 

in shaping the purchasing decisions of students at the Islamic University of Riau 

when shopping on Tokopedia. Students tend to look for products that are not 

only affordable but also of good quality and match the descriptions displayed on 

the Tokopedia e-commerce platform. Product quality can foster a sense of 

satisfaction and confidence that the purchase was not in vain. The results of this 

study support the findings of Setiawan et al. (2015) who stated that product 

quality has a significant influence on purchasing decisions. 

Research Hypothesis 

 Based on the background of the problem, research objectives, and the 

theory used, the following hypothesis can be made: 

H1: Competitive prices or those that align with consumers' perceived value drive 

increased purchases. If rejected, this means that price is not a dominant factor 

influencing purchasing decisions, perhaps due to other, more powerful factors 

such as reviews or quality. 

H2: Trust has a positive and significant influence on purchasing decisions on 

Tokopedia. Factors such as seller reputation, security systems, and positive 

reviews increase purchasing decisions. If rejected, trust may be considered 

sufficient by users to no longer be a key differentiator. 

H3: Product quality has a positive and significant influence on purchasing 

decisions on Tokopedia. If rejected, it could be because consumers place more 

emphasis on price or reviews than actual quality. 

H4: These three variables collectively have a significant influence on purchasing 

decisions: price, trust, and product quality. This means that purchasing decisions 

on Tokopedia are based on a combination of price, trust, and quality. If these 

variables are rejected, then other factors beyond these three variables are more 

dominant, such as promotions, shipping, or app features. 

 

RESEARCH METHOD 

This research uses a type of quantitative research with an associative 

approach. The associative approach is an approach that uses two or more 

https://issn.brin.go.id/terbit/detail/20210617281787431
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variables to determine the relationship or influence of one variable on another 

(Lubis, 2021), while quantitative research is a type of research that is specifically 

structured, systematic, and designed (Suharso, 2020). The method used in this 

research is the survey method. This research will be conducted on the Pekanbaru 

community located in Pekanbaru City, Riau. 

The population of this research is consumers or users of the Tokopedia 

application among students at the Islamic University of Riau, Faculty of 

Economics and Business, with an unknown sample size, so the technique for 

determining the number of samples uses the Lemeshow formula (1997). Sampling 

was carried out using the simple random sampling technique, namely, taking 

samples randomly from the population. The reason researchers used the 

Lemeshow formula was that the target population was too large and the numbers 

varied. The sampling technique used was purposive sampling, which selects a 

portion of the population. The sample size for this study was 100 students from 

the Islamic University of Riau who use the Tokopedia app.  

This study uses two types of variables, namely the independent variable (X) 

and the dependent variable (Y). The independent variable is Price, Trust, and 

Product Quality, meaning that purchasing decisions on Tokopedia are the result 

of considering a combination of price, trust, and quality. Meanwhile, the 

dependent variable is the Purchasing Decision that will be considered by 

Tokopedia users. 

The data collection techniques used in this study were interviews, 

questionnaires, and observation. Interviews are often used to gain an in-depth 

understanding of respondents' experiences, views, or attitudes related to the 

research topic. The questionnaire method obtains field data to address research 

problems and test hypotheses, which are assessed using a Likert scale with a score 

of 1-5. The observation method allows researchers to gain a deeper understanding 

of the observed situation and gain direct insight into the phenomenon being 

studied, allowing them to become involved as observers. 

 

RESULTS AND DISCUSSION 

Respondents 

 Based on the analysis, the characteristics of the respondents in this study 

consisted of 100 students from the Islamic University of Riau who had made 

purchases through the e-commerce platform Tokopedia. In terms of gender, the 

majority of respondents were female (65 people or 65%), while 35 were male (35 

people or 35%) (Research Processed Data Results, 2025). This indicates that female 

respondents dominate purchases through the e-commerce platform Tokopedia. 

https://issn.brin.go.id/terbit/detail/20210617281787431
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 In terms of age, the majority of respondents were in the 20-26 year range. 8 

respondents aged 20 years old (8%), 6 respondents aged 21 years old (6%), 32 

respondents aged 22 years old (32%), 35 respondents aged 23 years old (35%), 9 

respondents aged 24 years old (9%), 6 respondents aged 25 years old (6%), and 4 

respondents aged 26 years old (4%). This shows that the majority of students who 

make purchases through Tokopedia e-commerce are in the 22-23 year age range. 

 Based on faculty, the majority of respondents came from the Faculty of 

Economics and Business (90 people or 90%), followed by the Faculty of Teacher 

Training and Education (2 people or 2% each), and finally from Psychology, 

Faculty of Law (FAI), Communication, and Engineering (1 person or 1% each). 

This indicates that the majority of students who make purchases through 

Tokopedia e-commerce are from the Faculty of Economics and Business. 

 Based on the number of shopping frequencies, the majority of respondents 

(45 people or 45%) made purchases 2-3 times, 33% (33%) made purchases once, 

and 22% (22%) made purchases more than 3 times. This indicates that most 

students have made purchases through e-commerce 2-3 times. 

Bivariate Analysis 

 This study conducted a bivariate analysis to examine the relationship 

between Price, Trust, and Product Quality variables and purchasing decisions 

through Tokopedia e-commerce among students at the Islamic University of 

Riau. The results of the bivariate analysis using a validity test indicated that the 

Price, Trust, and Product Quality variables were valid, thus making the 

questionnaire instrument valid and suitable for use in the study (Research 

Processed Data Results, 2025). 

Based on the results of the reliability test, the variables Price, Trust, and 

Product Quality have a Cronbach's Alpha value of >0.60. The price variable is 

0.817, the trust variable is 0.812, the product quality is 0.861, and the purchasing 

decision variable is 0.787. All of these values are above the minimum standard of 

0.60, so it can be concluded that all indicators in the four variables have met the 

reliability criteria. 

For the Price variable (H1), the highest score was obtained in the affordability 

dimension with the statement "The price is in accordance with the quality of the 

product offered," which is 408. Meanwhile, the lowest score was in the 

Competitive dimension with the statement "Product prices on Tokopedia are 

cheaper than other platforms," which is 360. 

For the Trust variable (X2), the highest score was obtained in the Platform 

Reputation dimension with the statement "Many users remain loyal to using 

https://issn.brin.go.id/terbit/detail/20210617281787431
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Tokopedia," which was 389. Meanwhile, the lowest score was in the Seller 

Integrity dimension with the statement "The seller has never been involved in 

fraud", which was 355. 

For the Product Quality variable (X3), the highest score was obtained in the 

Product Innovation dimension, with the statement "The product follows current 

trends and needs," which was 397. Meanwhile, the lowest score was in the 

Product Durability dimension, with the statement "The product can be used for a 

long time" which was 353. 

For the Purchase Decision variable (Y), the highest score was obtained in the 

Purchase Decision dimension with the statement "Previous experience influences 

purchasing decisions" which was 404. Meanwhile, the lowest score was in the 

Need Recognition dimension with the statement "Purchases are made due to 

urgent needs" which was 350. 

Overall, the results of this bivariate analysis show that all variables of Price, 

Trust, and Product Quality have a significant influence on Purchasing Decisions 

through Tokopedia e-commerce. 

The Influence of Price, Trust, and Product Quality on Purchasing Decisions via 

Tokopedia e-commerce among Students at the Islamic University of Riau 

 Based on the analysis results, it is known that the variables of price, trust, 

and product quality have a significant influence on the purchasing decisions of 

students of the Islamic University of Riau in using Tokopedia e-commerce. This 

is evidenced by the partial test significance value of each variable <0.05, as well 

as the F count value of 63.896 > F table 2.70 with a significance of 0.000. Thus, it 

can be concluded that the three independent variables have a partial and 

simultaneous influence on the dependent variable. 

 Price is the only element of the marketing mix that generates revenue and 

plays a significant role in determining purchasing decisions. This aligns with 

research findings showing that price significantly influences students' purchasing 

decisions. The more affordable the price and the more transparent the costs, the 

more likely students are to make purchases on Tokopedia. 

 Trust has also been shown to significantly influence purchasing decisions. 

Consumer trust is formed through confidence in transaction security, seller 

reputation, and the reliability of product information. The results of this study 

support this notion, as students are more confident making transactions on 

Tokopedia due to its security system, positive reviews, and good seller 

reputation. 

 Product quality is the most dominant factor influencing purchasing 

decisions. Product quality encompasses efforts to meet or exceed consumer 

https://issn.brin.go.id/terbit/detail/20210617281787431
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expectations, both in terms of function, durability, and aesthetics. The results of 

this study indicate that product quality that meets students' expectations 

encourages them to continue using Tokopedia as their primary online shopping 

platform. 

 Thus, it can be concluded that the more competitive the price, the higher the 

trust, and the better the quality of the products offered on Tokopedia, the greater 

the influence on increasing the purchasing decisions of students at the Islamic 

University of Riau. 

The Influence of Price on Purchasing Decisions via Tokopedia e-commerce on 

Students at the Islamic University of Riau 

 Price has a positive and significant influence on purchasing decisions among 

students at the Islamic University of Riau using Tokopedia. Price is a crucial factor 

in consumer decisions because it is the primary consideration when evaluating a 

product. The more affordable and appropriate the price for the product quality, 

the higher the consumer's likelihood of purchasing. This study's findings align 

with those of Sri Rahayu (2021), who found that price significantly influences 

purchasing decisions on the e-commerce platform Tokopedia. 

The Influence of Trust on Purchasing Decisions through Tokopedia e-

commerce among Students at the Islamic University of Riau 

 Partial research findings indicate that trust has a positive and significant 

influence on the purchasing decisions of students at the Islamic University of Riau 

who use Tokopedia. According to Robin and Marlinda (in Cindy and Sari, 2021), 

consumer trust is formed through confidence in transaction security, seller 

reputation, and information reliability. The higher a consumer's trust, the more 

likely they are to make a purchase. These findings align with Nuning Lisdiana's 

(2021) findings that trust significantly influences online purchasing decisions on 

Tokopedia. 

The Influence of Product Quality on Purchasing Decisions via Tokopedia e-

commerce among Students at the Islamic University of Riau 

 Partial research results show that product quality has a positive and 

significant effect on the purchasing decisions of students at the Islamic University 

of Riau who use Tokopedia. According to Tjiptono (2010), product quality is the 

ability of a product to meet consumer needs and expectations, both in terms of 

function, durability, and appearance. The better the quality of the product 

offered, the higher the consumer's interest in making a purchase. These research 

results support the findings of Setiawan et al. (2015), who stated that product 

quality has a significant effect on purchasing decisions. 

https://issn.brin.go.id/terbit/detail/20210617281787431
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CONCLUSION 

  Based on the results of data analysis conducted to test the influence of 

price, trust, and product quality on the purchasing decisions of students at the 

Islamic University of Riau in using Tokopedia e-commerce, it can be concluded: 

1. The price variable has a positive and significant influence on the purchasing 

decisions of students at the Islamic University of Riau in using Tokopedia e-

commerce. 

2. The Trust variable has a positive and significant influence on the purchasing 

decisions of students at the Islamic University of Riau in using the Tokopedia 

e-commerce. 

3. The Product Quality variable has a positive and significant influence on the 

purchasing decisions of students at the Islamic University of Riau in using 

Tokopedia e-commerce. 

4. The variables of Price, Trust, and Product Quality have a positive and 

significant influence on the purchasing decisions of students at the Islamic 

University of Riau in using the Tokopedia e-commerce. 
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