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	Researh Aim : This study seeks to examine the impact of Shopee Ads, Shopee Vouchers, and customer reviews on consumer decisions for Make Over products on Shopee.
Design/Methodology/Approach : This study adopts a quantitative approach utilizing causality techniques. Data were collected through questionnaires from 40 respondents selected using purposive sampling. Yhe data analysis was conducted using multiple linear regression.
Reseacrh Finding :  The findings indicate that Shopee Ads, Shopee Vouchers, and customer reviews significantly influence consumer decision-making, both partially and simultaneously. These three factors play a crucial role in shaping consumer purchasing decisions on Shopee. 
Theoretical Contribution/Originality : This study contributes theoretically by expanding the literature on the effectiveness of digital promotional tools, particularly within the e-commerce context, focusing on the variables of Shopee Ads, Shopee Vouchers, and customer reviews.
Pratical/Policy Implications : The result of this study provide valuable insights for businesses to maximize promotions through Shopee Ads and Shopee Vouchers and maintain positive customer reviews. This strategy can increase consumer loyalty and product competitiveness in the marketplace.
Research Limitations : This research  has limitations on a small sample size and focuses on one e-commerce platform, namely Shopee. Further research could include other platforms to understand the different effectiveness of digital promotional tools..
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1. Introduction
The national cosmetics industry demonstrates significant growth, with revenue hitting USD 8.09 billion in 2023 and anticipated to rise to USD 9.17 billion by 2024. The number of cosmetics business players also increased from 1,039 units in 2023 to more than 1,200 units in 2024, of which 89% were dominated by small and medium industries [1]. Cosmetics that are in high demand today include Make Over cosmetics, a local makeup brand under PT Paragon Technology and Innovation (PTI). The beauty industry is experiencing rapid growth, especially in the digital era, driven by the growing popularity of online shopping platforms. Shopee, one of the most popular online platforms, offers a wide selection of beauty products. However, one of the challenges faced by Make Over, a leading brand in the Indonesian beauty industry, is the intensifying competition on the platform. Additionally, the rise of social media has created new opportunities for marketing strategies [2][3]. In 2024, Shopee leads Indonesian e-commerce, followed by Tokopedia, Lazada, Blibli, and Bukalapak. They compete with promos, innovation, and efficient delivery. The five platforms continue to innovate to increase transactions and fulfill consumer needs [4].
cosumer decisions are the process by which buyers choose goods to fulfill needs, influenced by economic, policy, cultural, price, and location factors. Buyers also consider brand image, online reviews, price, as well as promotions such as Shopee Ads and Shopee Vouchers that influence their decisions [5]. Effective utilization of advertising such as Shopee Ads, social media, and influencer marketing, as well as advanced data analytics, makes advertising more relevant and engaging. Promotions such as discounts, flash sales, and vouchers increase user engagement, attract new buyers, maintain loyalty, and strengthen Shopee's position in the Indonesian e-commerce market [6]. Shopee's attractive advertising display, coupled with the high frequency of ad broadcasts in various media, can encourage consumer interest in purchasing products on the Shopee e-commerce platform. This happens because consumers are increasingly exposed to relevant advertisements, which increases their awareness and desire to buy [7].
Online selling is becoming a top choice for marketing products, with promotions such as Shopee vouchers, free shipping, and Xtra cashback encouraging purchases[8]. These vouchers reduce shipping costs and offer cashback on subsequent purchases. These promotions increase sales, attract buyers, and encourage loyalty and purchase frequency, resulting in steady sales [9]. Consumer reviews accompanied by images provide a clearer picture of product quality, such as color issues, specification discrepancies, and usage experience[10]. It also shows whether the product lives up to its promise and satisfies the buyer. Positive experiences can reassure potential buyers and become an important reference in decision-making. In addition, these reviews also serve as feedback for sellers [11]. Comments are analyzed using a rule-based method to be grouped into five main categories. The findings of this analysis help sellers evaluate strengths and weaknesses, so as to improve service and product sales [12].
Therefore, the researchers aim to conduct a study on the impact of Shopee Ads, Shopee Vouchers, and customer reviews on cosumer decisions for Make Over products available on Shopee. Then the hypothesis prepared as a temporary diguaan is as follows:
Hypothesis 1: Shopee Ads have a significant effect on make over cosmetic's purchasing decisions at shopee.
Hypothesis 2: Shopee Voucher has a significant effect on make over cosmetic's purchasing decisions at shopee
Hypothesis 3: Consumer reviews have a significant effect on the purchase decision of make over cosmetoc's at shopee
Hypothesis 4: Shopee Ads, Shopee Vouchers, and Consumer Ulasana simultaneously have a significant effect on make over cosmetic's purchasing decisions at shopee.
1.1. Statement of Problem
This research focuses on problems related to cosumer decisions regarding baby mattress products on Shopee. These problems include: (1) Does the use of Shopee Ads influence purchasing choices for Make Over products on Shopee. (2) Does Shopee Voucher play a role in purchasing choices for Make Over products on Shopee. (3) What is the impact of customer reviews on purchasing choices for Make Over products on Shopee. (4) Can the interaction between Shopee Ads, Shopee Vouchers, and customer reviews contribute to purchasing choices for Make Over products on Shopee. 
1.2. Research Objectives
This study aims to examine the impact of using Shopee Ads on cosumer decisions-making regarding Make Over products on Shopee. Futhermore, it seeks to investigate the influence of Shopee Vouchers on cosumer purchasing decisions for these products. Additionaly, the research aims to assess the effect of customer reviews on cosumer choices  for Make Over products on Shopee. Lastly, the research intends to explore the interaction between Shopee Ads, Shopee Vouchers, and customer reviews in influencing cosumer decisions for Make Over products on Shopee.
2. Method
This research adopts a quantitative approach with a causal research design (cause-effect). The sampling technique used is non-probability sampling. First-hand data is collected through questionnaires distributed to consumers who have purchased make over cosmetic products on the shopee marketplace, especially students of Nusantara PGRI Kediri University, who have made at least one purchase. This research applies purposive sampling technique because the research population is not limited (infinity). Based on the guidelines, if the researcher uses multivariate analysis (such as correlation or multiple regression) is used, the required sample size should be at least ten times the number of variables studied. With variables including shopee ads, shopee vouchers, customer reviews, and cosumer decisions, the sample size to be used is 10 x4 = 40. The data processing was conducted with  using the methods used are instrument testing, assumption validity test, multiple linear regression analysis, determination coefficient evaluation, and hypothesis verification, assisted by SPSS 23 software.
Table 2.1 Variable Validity Test Results
	
	Pernyataan 
	r hitung 
	r tabel
	Keterangan

	Shopee Ads
	X1.1
	0,551
	0,312
	Valid

	
	X1.2
	0,737
	0,312
	Valid

	
	X1.3
	0,557
	0,312
	Valid

	
	X1.4
	0,475
	0,312
	Valid

	
	X1.5
	0,558
	0,312
	Valid

	
	X1.6
	0,578
	0,312
	Valid

	
	X1.7
	0,614
	0,312
	Valid

	
	X1.8
	0,737
	0,312
	Valid

	
	X1.9
	0,475
	0,312
	Valid

	
	
	
	

	

	Shopee Voucher (X2)
	X2.1
	0,688
	0,312
	Valid

	
	X2.2
	0,597
	0,312
	Valid

	
	X2.3
	0,429
	0,312
	Valid

	
	X2.4
	0,629
	0,312
	Valid

	
	X2.5
	0,509
	0,312
	Valid

	
	X2.6
	0,551
	0,312
	Valid

	
	X2.7
	0,436
	0,312
	Valid

	
	X2.8
	0,601
	0,312
	Valid

	
	X2.9
	0,534
	0,312
	Valid

	
	
	
	
	

	 Customer Reviews (X3)
	X3.1
	0,420
	0,312
	Valid

	
	X3.2
	0,524
	0,312
	Valid

	
	X3.3
	0,693
	0,312
	Valid

	
	X3.4
	0,567
	0,312
	Valid

	
	X3.5
	0,646
	0,312
	Valid

	
	X3.6
	0,415
	0,312
	Valid

	
	X3.7
	0,480
	0,312
	Valid

	
	X3.8
	0,693
	0,312
	Valid

	
	X3.9
	0,646
	0,312
	Valid

	
	
	
	
	

	Consumer Descisioms
(Y)
	Y1
	0,448
	0,312
	Valid

	
	Y2
	0,700
	0,312
	Valid

	
	Y3
	0,366
	0,312
	Valid

	
	Y4
	0,766
	0,312
	Valid

	
	Y5
	0,766
	0,312
	Valid

	
	Y6
	0,352
	0,312
	Valid

	
	Y7
	0,560
	0,312
	Valid

	
	Y8
	0,364
	0,312
	Valid

	
	Y9
	0,700
	0,312
	Valid

	
















			Source: Output SPSSv23, (2024)
	Referring to the findings shown in the validity test above, it can be conclude that the r-value of all statement items exceeds the r-table. Therefore, all items used in this study have been confirmed as valid and are appropriate for use as research instruments.
			Table 2.2 Reliability Test Results
	No 
	Variabel
	Cronbach’s Alpha (α)
	Standar Reliabilitas
	Keterangan

	1
	Shopee Ads (X1)
	0,757
	0,60
	Reliabel

	2
	Shopee Voucher (X2)
	0,712
	0,60
	Reliabel

	3
	Customer Reviews (X3)
	0,729
	0,60
	Reliabel

	4
	Consumer Descisioms (Y)
	0,726
	0,60
	Reliabel


	Source: Output SPSSv23, (2024)
		Based on the results of the reliability test above, the Cronbach's Alpha (α) score for the Shopee advertising factor (X1) is 0.757, the Shopee voucher factor (X2) is 0.712, the customer review factor (X3) is 0.729, and the purchasing decision factor (Y) is 0.726. Therefore, it can be inferred that all questionnaires in this research demonstrate good or consistent reliability, making them suitable for use as research intruments, as the Cronbach's Alpha (α) value for variables X1, X2, X3, and Y exceed 0.60.

3. Results and Discussion 
This research will use respondents who meet the following criteria: (1) Have purchased make over cosmetic's products at least once through the shopee marketplace. (2) Is a student of Universitas Nusantara PGRI Kediri. (3) Aged between 19 to 30 years old.

Table 3.1 Gender Responden Percentation
	Item
	Total
	Percentage (%)

	Male
	5
	12%

	Female
	35
	88%

	Total
	40
	100%


	Source: Output Questionnaire, 2024
Table 3.2 Major Respondent Percentation
	Item
	Total
	Percentage (%)

	Management
	17
	44%

	Accounting
	14
	36%

	Economics Education
	5
	10%

	English Language Education
	3
	8%

	Information System
	1
	2%

	Total
	40
	100%


       Source: Output Questionnaire, 2024
Table 3.3 Age Respondent Percentation
	Item
	Total
	Percentage (%)

	19 year
	9
	22%

	>19 year
	31
	78%

	Total
	40
	100%


       Source: Output Questionnaire, 2024
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                 Figure 3.1 P-Plot Normality Test Results

Source: Output SPSSv23, (2024)

		Figure 3.1 the residual values in the regresision model are approximately normally distributed. Consequently, the assumption of normalilty for residuals is satisfied, allowing the regresions model to be deemed valid for futher analysis and interpretation.

Tabel 3.4 Multikolinearitas Test
	Coefficientsa

	Model
	Collinearity Statistics

	
	Tolerance
	VIF

	1
	Shopee Ads
	.246
	4.063

	
	Shopee Voucher
	.307
	3.258

	
	Customer Reviews
	.642
	1.557

	a. Dependent Variable:  Consumer Descisioms




			


                          		


				Source: Ouput SPSSv23, (2024)
	      Reffering to the results in  Table 3.3 under the 'Coefficients' section of 'Collinearity Statistics', it is evident that the Tolerance value for Shopee Ads (X1) is 0,246, which exceeds  0,1; for Shopee Vouchers (X2), it is 0,307, which is also above 0,1; and for Customer Reviews (X3), it stands at 0,642, still greater than 0,1. Additionally, the VIF value for Shopee Ads (X1) is 4.063, which remains below 10; for Shopee Vouchers (X2) it is 3.258, which also meets the criterion of being uder  10; and for Customer Reviews (X3) it is 1.557, fulfilling the same condition. Therefore, based on the decision-making criteria for the multicollinearity testing, it can be concluded that multicollinearity is not present  in the regression model.
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Figure 3.2 Heteroscedasticity Test Results
Source: Output SPSSv23, (2024)
Referring to Figure 3.2, the results indicate that heteroscedasticity testing, which utilizes a scatterplot to illustrate the relationship between the standardized predicted value (Regression Standardized Predicted Value) and the standardized residual (Regression Studentized Residual) of the regression model, shows that the distribution of points appears random without any specific pattern. This suggests that the assumption of heteroscedasticity is satisfied. Consequently, the residual variance remains consistent across the predicted values. This randomness further implies the absence of a systematic connection between the predicted value and the prediction error, thereby confirming that the regression model is valid under the assumption of homoscedasticity. As a result, this model is deemed appropriate for further analysis.

Table 3.5 Multiple Linear Regression Analysis Test

	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-1.681
	2.684
	
	-0.626
	0.535

	
	Shopee Ads
	0.322
	0.106
	0.360
	3.046
	0.004

	
	Shopee Voucher
	0.293
	0.099
	0.312
	2.948
	0.006

	
	Customer Reviews
	0.430
	0.075
	0.417
	5.692
	0.000

	a. Dependent Variable: Consumer Descisioms


           Source: Output SPSSv23, (2024)
		Referring to the analysis results in Table 3.4, it is evident that the drived multiple linear regression model equation can be expressed in the following form: 

Y= α + β1X1 + β2X2 + β3X3 + β4X4 + e
Y=  -1,681  + 0,322X1 + 0,293X2 + 0,430X3 + e

The findings of the regression equation and interpretation of multiple regression analysis are :
1) The constant term (a) has a negative value of -1.681, indicating that if Shopee Ads, Shopee Vouchers and Customer Reviews are all at zero (0), the purchasing decision will experience a decline.
2) The regression coefficient for the shopee ads variable (X1) is 0.322. This implies that a 1% rise in Shopee Ads will lead to a 0.322 increase in purchasing decisions. Conversely, a 1% reduction in Shopee Ads will result in a 0.322 decrease in purchasing decisions.
3) The regression coefficient for Shopee Vouchers (X2) is 0.293. This suggests that when Shopee Vouchers increase by 1%, purchasing decisions will rise by 0.293. On the other hand, if Shopee Vouchers decrease by 1%, purchasing decisions will also drop by 0.293.
4) The regression coefficient for Customer Reviews (X3) is 0.430. This means that if Customer Reviews increase by 1%, purchasing decisions will grow by 0.430. In contrast, if Customer Reviews decrease by 1%, purchasing decisions will decline by 0.430 as well.

                           Table 3.6: Findings of the T-Test
	Coefficientsa

	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	1
	(Constant)
	-1.681
	2.684
	
	-.626
	.535

	
	Shopee Ads
	.322
	.106
	.360
	3.046
	.004

	
	Shopee Voucher
	.293
	.099
	.312
	2.948
	.006

	
	Customer Reviews
	.430
	.075
	.417
	5.692
	.000

	a. Dependent Variable:   Consumer Descisioms



Source: Output SPSSv23, (2024)
The research on the t-test computation for the Shopee Ads variable resluted in a t-score of 3.046, while the corresponding t-table value stood at 2.028, accompanied by a p-value of 0.004 < 0.05. Consequently, Ho is rejected,  signifying that Shopee Ads have a notable impact on Consumer Decisions. The analysis of the t-test computation for the Shopee Voucher variable indicated a t-score of 2.948, with a t-table value of 2.028 and a p-value of 0.006 < 0.05. As a result, Ho is rejected, implying that Shopee Vouchers significantly on Consumer Decisions. Finally, the t-test analysis for the Customer Review variable produced a t-score of 5.692, with a t-table value of 2.02 and a p-value of 0.000 < 0.05. This leads to the rejection of Ho, confirming that Customer Riviews have a meaningful effect on Consumer Decisions.
Table 3.7 F Test Results

	ANOVAa

	Model
	Sum of Squares
	Df
	Mean Square
	F
	Sig.

	1
	Regression
	368.654
	3
	122.885
	84.877
	.000b

	
	Residual
	52.121
	36
	1.448
	
	

	
	Total
	420.775
	39
	
	
	

	a. Dependent Variable:  Consumer Descisioms

	b. Predictors: (Constant),  Customer Reviews , Shopee Voucher, Shopee Ads





Source: Output SPSSv23, (2024)

		Referring to Table 3.6, the computed F-value for the Shopee Ads (X1), Shopee Voucher (X2), and Customer Reviews (X3) is 84.877> f table 2.87. Moreover, based on thes significance level of the shopee ads (X1), Shopee Voucher (X2), and Customer Reviews (X3), the p-value  is 0.000 <0.05. Therefore, it can be inferred that the independent varaibles-Shopee Ads, Shopee Voucher, and Customer Reviews- jointy influence the dependent variable, which is consumer decision-making, leading to the acceptance of H4. 

	
Table 3.8 : Analysis of the Coefficient of Determination (R²)
	Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	.936a
	.876
	.866
	1.203

	a. Predictors: (Constant),  Customer Reviews, Shopee Voucher, Shopee Ads

	b. Dependent Variable:  Consumer Descisioms



                   







				Source: Output SPSSv23, (2024)
The determination coefficient analysis produced an adjusted R-score of 0.936. This indicates that Shopee Ads, Shopee Voucher, and Customer Reviews contribute 93,6% to the Consumer Decisions, while the remaining 6,4% is influenced by other factors.	
Discussion 
The Effect of Shopee Ads on Consumer Decisionsn
The findings indicated that Shopee ads significantly impcat consumer purchasing behavior, confirming H1. The results of this study align with prior research [7]. This demonstrates that utilizing shopee ads can enhance the efficiency of marketing strategies in shaping consumer purchase decisions. The implementation of shopee ads not only boosts product visibility but also captivates consumer interest in making purchases. Consequently, this platform server as an effective tool for sellers to enhance sales and strengthen product competitiveness in the marketplace.  
The Effect of Shopee Vouchers on Consumer Decision
The findings showed that Shopee vouchers  can Affect the decision-making process for purchases , confirming that H2, which indicates that shopee vouchers play a crucial role in influencing consumer, is supported. These findings align with previous research that indicates[13]. Providing vouchers on the Shopee platform Providing vouchers on the Shopee platform provides motivations for consumers presented as price or discounts, which has the potential to persaude them to make purchases immediately. This also increases the added value for consumers, who feel that they get more benefits when shopping. Offers like these make products more attractive and increase the likelihood of consumers to purchase, supporting the existing findings in previous research.
The Effect of Customer Reviews on Cosumer Decisions
The findings show that feedback from customers influences purchasing decisions, thereby confirming that H3, which indicated that consumer feedback significantly impacts buying preferences, is supported. This finding is consistent with previous research showing the inf;uence of customer feedback on shopping behavior and purchase choice [5]. Positive reviews from customers provide valuable information for potential buyers, build trust, and increase their confidence in product quality. Good reviews can strengthen the product image, make consumers more likely to buy, and help improve the seller's reputation on e-commerce platforms.
The Effect of Shopee Ads, Shopee Vouchers, and Customer Reviews on Consumer Decisions 
	According to the findings of simultaneous testing of Shopee Ads, Shopee Vouchers, and Buyer Reviews on consumer decisions, a significant influence was obtained. This indicates that products with effective Shopee Ads, attractive Shopee Vouchers, and positive Customer Reviews have a considerable impact on increasing consumer decisions. The results obtained from this research support [14,15]  indicating that promotional activities and riview customer posses a notably influence consumer purchasing choices.

4. Conclusion
The present study successfully revealed that Shopee Ads, Shopee Vouchers, and reviews from customers significantly contribute to influencing consumer decisions for makeup products on Shopee. Shopee Ads increase product visibility and attract more buyers. Shopee Vouchers contribute by providing incentives such as discounts and cashbacks that motivate more purchases. In addition, positive customer reviews are proven to build consumer trust, thus driving consumer decisions. The three variables simultaneously hold a key position within  this particular product marketing strategy.
The inputs from this study provide not only theoretical insights but also practical recommendations for sellers on e-commerce platforms. Scientifically, this study adds empirical evidence on the effectiveness of digital promotional tools such as advertisements and vouchers in consumer decisions. Practically, these findings can provide valuable insights for businesses to maximize e-commerce-based marketing strategies, including the importance of maintaining positive reviews from customers to increase product loyalty and competitiveness.
However, this research has limitations, for example a small sample size and a focus on only one e-commerce platform, namely Shopee. Future research could include a variety of other platforms to see differences or similarities in the effectiveness of promotional tools. In addition, a long-term analysis of the impact of digital promotions is also recommended to understand changes in consumer behavior in a broader context.
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