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Abstract. E-commerce has become an inseparable part of people's daily lives. Nowadays, more 

and more consumers choose to shop online, which provides more business opportunities for e-

commerce companies and also gives consumers more choices. The purpose of this study is to gain 

broader knowledge and understanding of the influence of promotions, discounts, service quality 

on consumer satisfaction through purchasing decisions on e-commerce as intervening variables in 

students of the Faculty of Economics and Business, State University of Makassar. The method 

used in this study is a quantitative research technique with a descriptive research type. The sample 

used in this study was 100 respondents. The data analysis technique used is the Partial Least 

Square Structural Equation Model (PLS-SEM). The results of this study show that promotion, 

discount, service quality have a positive and significant influence on consumer satisfaction. 

Likewise, purchasing decisions have a positive impact on consumer satisfaction. Purchasing 

decisions are able to mediate the relationship between promotion, discount, service quality on 

consumer satisfaction. 
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1.   Introduction 

Digital marketing is a marketing strategy that utilizes digital technology, one of which is the internet. One 

of the new lifestyles today is shopping through online shops [1]. E-commerce is now an integral part of people's 

everyday lives due to the growing popularity of the Internet. Nowadays, more and more customers prefer to 

shop online, which gives them more options and increases business potential for e-commerce businesses. The 

term "E-commerce" refers to the exchange of goods and services electronically via the internet [2]. Purchasing 

and shopping patterns have changed along with the increasing e-commerce market and technological 

developments [3]. 

Promotional efforts play an important role in increasing the number of product sales. To convince 

customers to buy a product, promotions can act in conveying its advantages. It can be clearly seen that modern 

retailers are currently increasingly conducting sales promotions through price cuts, point of purchase (POP), 

advertising and posters on store shelves [4]. 

Promotion is a set of marketing strategies, actions, and communication channels intended to increase sales 

by attracting customers and enticing them with information, training, beliefs, points of sale, and maintaining 

their interest in the product [5]. Most studies conclude that sales promotions have a significant impact on 

consumer behavior and purchasing decisions, but the effects of promotional elements may vary. 

Students who make purchases on e-commerce often look for discounts available on the platform [6]. E-

commerce offers many services to consumers including discounts, which provide relatively cheap prices 

compared to direct purchases. Direct price reductions on purchases made within a certain period of time are 

known as discounts, and their purpose is to show customers that the seller really values their customers [7]. 
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Customers find discounts to be the most alluring feature when making a purchase, but they also have high 

expectations for the quality of service provided by online retailers.  

Service quality is one of the main elements that buyers consider before making a purchase. The quality of a 

company's service is used to improve the ability of an organization or company to retain customers which will 

ultimately affect profitability [8]. In an effort to improve the fulfillment of consumer needs and desires, it is 

hoped that every online store will improve the quality aspect to match the services provided. This makes it 

easier for buyers to discover the proper product and draws more users to the e-commerce exchange, both of 

which contribute to the future growth of the e-commerce market [9]. 

Consumer satisfaction is a comparison of consumer expectations and impressions of the services they 

receive. Achieving optimal service quality does not guarantee complete customer satisfaction, but it is still 

important in developing marketing strategies [10]. Purchasing decisions, especially choosing from two or more 

possible alternatives, are one of the things that influence customer satisfaction. This means that in order for 

someone to make a choice, there must be a number of options available. Before deciding on a marketing 

strategy, companies often use purchasing decisions as standard information. Customer satisfaction triggers 

repeat purchases, creating comfort and trust between customers and online businesses [11]. The process of 

choosing from various alternative problem-solving options with real follow-up is an example of how consumers 

make purchasing decisions. In this case, it is when consumers have the option to choose from two or more 

options before deciding to purchase a product. Regarding consumer behavior, customer satisfaction is an 

important determinant of brand loyalty and repeat business. In terms of consumer behavior, brand loyalty and 

repeat business are significantly influenced by customer happiness [12]. The satisfaction experienced by 

consumers before purchasing a desired product is the most basic consideration before consumers make a 

decision to purchase a product [13]. 

 

1.1. The relationship between promotion and consumer satisfaction 

One important marketing strategy to increase consumer satisfaction is promotion. According to [14] 

promotion is carried out to display the advantages of a product or service owned with the aim of persuading 

consumers to buy the product or service. With the right strategy, e-commerce applications can increase positive 

consumer impressions. Thus, promotion has an important role in influencing consumer satisfaction [15]. 

H1: Promotion is positively impacted by consumer satisfaction. 

 

1.2. The relationship between discount and consumer satisfaction 

Discounts can increase consumer satisfaction. A marketing strategy that is often used in e-commerce 

applications to attract consumer attention is discounts. According to [16] discounts are prices that are set 

dynamically. Consumers often look for stores that provide discounts, this shows that consumers like discounts 

[17]. Overall, discounts have great potential to increase consumer satisfaction, especially if done with the right 

strategy. 

H2: Discount is positively impacted by consumer satisfaction. 

 

1.3. The relationship between quality of service and consumer satisfaction 

Service quality is a major factor that can affect customer satisfaction. According to [18] one of the 

important elements that significantly affects sales productivity is service quality. The quality of service provided 

is one of the main factors that consumers tend to use e-commerce more often for shopping. Consumer 

satisfaction will affect the business being run if the quality can be maintained. This is influenced by comparing 

consumers' short-term emotional reactions to certain service performance [19]. 

H3: Quality service is positively impacted by consumer satisfaction. 

 

1.4. The relationship between promotions and purchasing decisions 

Promotion is the most influential marketing communication tool to acquire consumers and shape 

purchasing behavior [20]. In the initial stage, promotion aims to attract attention, followed by creating interest in 

a product or service, triggering desire, and finally forming actions such as buying or using services. Promotion 

encourages impulsive buying behavior in consumers, where consumers are interested in buying a product 

because of an attractive offer even though they did not initially plan to buy [21]. 

H4: Promotion is positively impacted by purchasing decisions. 

 

1.5. The relationship between discount and purchasing decision 

Discounts have a significant influence on consumer purchasing decisions. The marketing strategy often 

used by e-commerce is discounts, this aims to increase the added value so that consumers immediately buy the 
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products offered. When consumers see discounts that show a lower price than the initial price, consumers will 

be more interested because they can save costs [22]. 

H5: Discount is positively impacted by purchasing decisions. 

 

1.6. The relationship between service quality and purchasing decision 

Service quality can affect consumer assessment, trust and commitment so it is important for long-term business 

success [23]. E-commerce can increase consumer trust by maintaining the quality of service provided. This trust 

has a major role in consumer decisions in purchasing. Customers who feel comfortable and confident with the 

services provided tend to be easier to make purchasing decisions [24]. 

H6: Quality service has a positive effect on purchasing decision. 

 

1.7. The relationship between consumer satisfaction and purchasing decisions 

Consumer satisfaction also plays a big role in creating consumer purchasing decisions. Consumer satisfaction is 

a state in which consumers feel satisfied, both in product quality and overall interactions felt by consumers. In 

the context of purchasing decisions, consumers measure how affordable a product is when needed, both in terms 

of price and quality. Consumers can measure the level of satisfaction by looking at reviews given by previous 

consumers. So, when consumers make a purchase, they usually have certain expectations about what they will 

get [25]. Therefore, consumer satisfaction can drive purchasing decisions. 

H7: consumer satisfaction has a positive effect on purchasing decision. 

 

1.8. The relationship between promotion and consumer satisfaction through purchasing decisions 

Basically, a purchasing decision is a process carried out to take a step after evaluating and choosing one of the 

alternative products that need to be purchased [26]. One element that has a significant influence on consumer 

satisfaction is promotion. Through sales promotions, sellers can influence consumers to try new products and 

encourage them to buy more [27]. 

H8: Purchasing decision mediates the relationship between promotion and consumer satisfaction. 

 

1.9. The relationship between discount and consumer satisfaction through purchasing decision 

Discounts are also often the main factor that motivates buyers to make purchases, especially when buyers think 

they get more value at a cheaper price [28]. Relevant discounts can accelerate consumer purchasing decisions. 

This can be seen from the amount of the discount given, its validity period and the type of product that gets the 

discount. 

H9: Purchasing decision mediates the relationship between promotion and consumer satisfaction. 

 

1.10. The relationship between service quality and consumer satisfaction through purchasing decision 

Service quality plays an important role in influencing consumer satisfaction. Service quality determines 

consumer satisfaction because it not only stabilizes quality but also develops products. Service quality is a 

comprehensive assessment of the services provided by a party (seller) which is directly received by the buyer 

[29]. Purchasing decisions are intermediary factors between promotions, discounts, quality and consumer 

satisfaction. 

H10: Purchasing decision mediates the relationship between quality service and consumer satisfaction. 

 

 
 

Figure 1. Reearch Model 
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2.   Method 

This study aims to analyze the effects of promotions, discounts, and service quality on consumer 

satisfaction, and how these factors influence purchasing decisions on e-commerce applications among students. 

The research specifically investigates the relationships between these variables to test the hypothesis that 

promotions, discounts, and service quality significantly affect consumer satisfaction and purchasing decisions. 

The population for this study consisted of active students enrolled in the 2023-2024 intake at the Faculty of 

Economics, Makassar State University. This group was selected due to their frequent use of e-commerce 

platforms, making them a relevant and valuable source of data for the research. A total of 100 students were 

selected using a non-probability convenience sampling technique. This method was chosen to ensure that the 

sample was easily accessible and representative of students who are active participants in e-commerce 

transactions. Data collection was conducted through a structured questionnaire, distributed both physically and 

digitally during the period of October to November 2024. The questionnaire was designed to gather information 

on students' perceptions of promotions, discounts, service quality, consumer satisfaction, and purchasing 

decisions. The questionnaire included Likert-scale questions to measure the intensity of student responses, as 

well as closed-ended questions to capture more specific data related to the variables of interest. To ensure 

reliability and validity, the questionnaire was pre-tested on a small group of students before the full survey 

distribution. 

The instrument used in this study was a structured questionnaire, which included both closed-ended and 

Likert-scale questions. These questions were designed to measure key variables:   

1. Promotions: The types and frequency of promotions that students encounter on e-commerce platforms. 

2. Discounts: The perception of discounts and their impact on purchasing behavior. 

3. Service Quality: Students' perceptions of the service quality provided by e-commerce platforms, 

including responsiveness, reliability, and customer support. 

4. Consumer Satisfaction: The overall satisfaction students feel after their e-commerce experiences. 

5. Purchasing Decisions: The decision-making process related to making purchases through e-commerce 

platforms, influenced by the previous variables. 

The data was analyzed using SmartPLS version 4.0, a software program that supports structural equation 

modeling (SEM). This method was chosen due to its ability to handle complex relationships between multiple 

variables, such as the effects of promotions, discounts, service quality on consumer satisfaction and purchasing 

decisions. Structural equation modeling allows for the evaluation of both the measurement model (testing the 

validity of the survey instrument) and the structural model (analyzing the relationships between variables). This 

software provides a robust method to identify direct and indirect effects within the proposed model. To ensure 

the reliability and validity of the data, several techniques will be employed. Cronbach’s alpha will be used to 

test internal consistency, ensuring that the items in the questionnaire reliably measure the constructs. 

Confirmatory Factor Analysis (CFA) will be conducted to assess construct validity, verifying that the 

measurement model accurately reflects the theoretical concepts under study. 

 

3.   Result and Discussion 

The results of this study based on the answers of 100 respondents of active students of the Faculty of 

Economics, UNM can be seen in table 1. Of the 100 respondents, there were 74 female respondents with a 

presentation (74%) and 26 male respondents with a percentage (26%). The age of respondents who reached 18 

years was 29 people with a percentage (29%), 19 years old 62 people with a percentage (29%). And 20 years old 

as many as 9 people with a percentage (9%). Furthermore, based on the economic development study program 

as many as 10 people (10%), management as many as 28 people (28%), digital business as many as 10 people 

(10%), accounting (S1) as many as 16 people (16%), accounting (D4) as many as 6 people (6%), economic 

education 12 people (12%), accounting education 7 people (7%), and entrepreneurship 11 people (11%). 

 

Tabel 1. Respondent characteristics 

No Description Frequency Percent 

1 Gender   

 Female 74 74% 

 Male 26 26% 

2. Age   

 18  29 29% 
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 19 62 62% 

 20 9 9% 

3. Study program   

 economic development (S1) 10 10% 

 Management (S1) 28 28% 

 Digital Business (S1) 10 10% 

 Accounting (S1) 16 16% 

 Accounting (D4) 6 6% 

 Economic Education (S1) 12 12% 

 Accounting Education (S1) 7 7% 

 Entrepreneurship (S1) 11 11% 

4. Graduate   

 2023 70 70% 

 2024 30 30% 

Source: processed by researchers (2024) 

 

Model Assessment Results 

In conducting the outer model related testing, researchers use several measurements such as convergent 

validity, discriminant validity and reliability. In this study, researchers conducted a measurement model test on 

100 respondent data. The results of the measurement model test of this study can be seen in Figure 2 below. 

 

 
 

Figure 2. Measurement Model Test Results 

 

Based on the respondent data, steps can be taken, namely conducting an outer model test (measurement 

model) starting with a convergent validity test. Generally, research adopts a factor loading threshold of 0.70. In 

order for a construct to be considered reliable, its value must be greater than Outer Loadings> 0.70, and the 

Average Variance Extracted (AVE) value> 0.50. Therefore, all research variables can be considered to have 

adequate Convergent Validity. 

 

Table 2. Construct Reliability 

Variable Cronbach’s Alpha Composite 

Reliability 

Rho_a Information 

Promotion (X1) 0,876 0,880 0,910 

All Reliable 

Discount (X2) 0,915 0,915 0,946 

Service of quality (X3) 0,878 0,880 0,911 

Consumer Satisfaction 

(Y) 

0,909 0,910 0,936 

Purchase Decision (Z) 0,899 0,899 0,930 
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Source: SmartPLS Data Processing Results, 2024 

 

The next step to see the difference between one construct and another is the discriminant validity test. This 

can be seen from the Cross Loading value of each construct in table 3 below. 

 

Table 3. Cross Loading 

Kode X1 X2 X3 Y Z 

P1 0,827 0,753 0,757 0,761 0,734 

P2 0,759 0,664 0,664 0,666 0,692 

P3 0,855 0,772 0,780 0,788 0,765 

P4 0,853 0,836 0,831 0,852 0,855 

P5 0,790 0,690 0,801 0,760 0,777 

D1 0,822 0,938 0,807 0,827 0,843 

D2 0,855 0,917 0,845 0,837 0,834 

D3 0,852 0,918 0,788 0,860 0,824 

KL1 0,815 0,779 0,842 0,805 0,819 

KL2 0,770 0,725 0,776 0,793 0,766 

KL3 0,746 0,678 0,820 0,752 0,740 

KL4 0,808 0,773 0,873 0,780 0,795 

KL5 0,714 0,642 0,786 0,708 0,715 

KK1 0,860 0,841 0,821 0,904 0,854 

R 0,835 0,844 0,832 0,879 0,833 

KK3 0,841 0,754 0,870 0,876 0,844 

KK4 0,797 0,789 0,800 0,888 0,832 

KP1 0,812 0,784 0,810 0,836 0,879 

KP2 0,797 0,779 0,824 0,802 0,864 

KP3 0,864 0,791 0,844 0,833 0,888 

KP4 0,814 0,806 0,805 0,852 0,874 

Source: SmartPLS Data Processing Results, 2024 

 

R-square 

The R-Square test is designed to make corrections and predictions with a standard value of 0.67 (strong), a 

value of 0.33 (moderate), and a value of 0.19 (weak). The purchasing decision has a value of 0.930, which 

means that the promotion, discount, and service quality variables cover 93% of the variables. In addition, the 

variables of promotion, discounts and service quality have an influence of 0.915 on the purchasing decision 

variable with a percentage of 91.5%. 

 

F-square 

Three criteria are used to define the f-square test: small (0.02), medium (0.15), and large (0.35). The 

previous calculation shows that the 𝑓2 value of X1 against Y is 0.053, meaning that the value has a small effect. 

The 𝑓2 value of X2 against Y is 0.059, meaning that the variable has a small effect. The 𝑓2 value of X3 against 

Y is 0.071, meaning that the variable has a small effect. The 𝑓2 value of X1 against Z is 0.119, meaning that the 

value has a small effect. The 𝑓2 value of X2 against Z is 0.080, meaning that the variable has a small effect. The 

𝑓2 value of X3 against Z is 0.258, meaning that the variable has a medium effect. The 𝑓2 value of Z against Y is 

0.163, meaning that the variable has a medium effect. 

 

Discussion 

This study highlights the influence of promotion, discount, service quality on consumer satisfaction 

mediated by purchasing decisions on e-commerce among students of the Faculty of Economics, Makassar State 

University. Based on statistical calculations, this study approved the ten hypotheses that have been proposed. 

 

Table 4. Hypothesis 

Variabel Standard 

Deviation 

T Statistics P Value Ket. 

X1-> Y 0,125 2,521 0,006 Sig. 

X1-> Z 0,112 2,987 0,001 Sig. 
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X2 -> Y 0,096 2,745 0,003 Sig. 

X2 -> Z 0,089 2,457 0,007 Sig. 

X3 -> Y 0,137 2,993 0,001 Sig. 

X3 -> Z 0,096 4,474 0,000 Sig. 

Z -> Y 0,109 3,397 0,000 Sig. 

Source: SmartPLS Data Processing Results, 2024 

 

The Influence of Promotion on Consumer Satisfaction in E-Commerce Applications of Students of 

the Faculty of Economics, Makassar State University. The first hypothesis test's findings indicate that 

promotion significantly and favorably affects UNM Faculty of Economics students' consumer satisfaction. As 

one aspect of marketing to provide information and encourage students to buy products, promotion has an 

important role. Information received from promotions will affect consumer curiosity. Promotions in e-

commerce are very diverse, such as attractive advertisements, free shipping, to loyalty programs. This strategy is 

very likely to attract consumer attention in making purchases on products that have been offered. By offering 

promotions that are relevant, easily accessible, and consistent, it can increase positive consumer experiences, 

especially among students. 

The Influence of Discount on Consumer Satisfaction in E-Commerce Applications of Students of the 

Faculty of Economics, Makassar State University. Promotion significantly and favorably affects the 

consumer satisfaction of UNM Faculty of Economics students, according to the findings of the second 

hypothesis test. In general, a discount is a reduction in the initial price of a product that will be given to 

prospective buyers. To attract the attention of consumers, one strategy that can be done is to provide discounts, 

especially for students who tend to be active in e-commerce applications. Students always expect discounts, 

especially if they buy in large quantities. One of the main factors that influences student satisfaction is price 

affordability. Students tend to be more satisfied when discounts are given on products that are relevant to their 

needs such as books, stationery, fashion, etc. When a product is offered at a lower price than the original price, 

students as consumers feel that they get more benefits in their transactions. Overall, consumer satisfaction is 

influenced by the discounts given. 

The Influence of Service of Quality on Consumer Satisfaction in E-Commerce Applications of 

Students of the Faculty of Economics, Makassar State University. The findings of the third hypothesis test 

indicate that customer satisfaction among UNM Faculty of Economics students is positively and significantly 

impacted by service quality. Consumer satisfaction, especially students, can be achieved if their expectations are 

in accordance with or even exceed the services provided. In the context of service quality, including reliability, 

convenience, speed, and responsive service. An important factor in service quality is service reliability, which 

includes the suitability of goods, the right delivery time, and ease of filing a return if necessary. Reliability helps 

provide a sense of satisfaction with the quality of service felt by students. Reliable, responsive, safe and 

appropriate service according to consumer expectations can increase student loyalty as consumers. 

The Influence of Promotion on Purchasing Decisions on E-Commerce Applications of Students of the 

Faculty of Economics, Makassar State University. Promosi mempunyai pengaruh yang baik dan signifikan 

terhadap keputusan pembelian mahasiswa di Fakultas Ekonomi Universitas Negeri Makassar berdasarkan hasil 

uji hipotesis keempat. Promotion is a form of marketing communication and an important element in marketing 

strategy. This promotion functions as a tool for forming value perceptions among students. Promotion increases 

students' interest in making purchasing decisions in buying the product, especially when students compare the 

original price with the price after the discount. Promotion can influence consumption behavior by creating a 

sense of urgency and added value that encourages students to buy products. Therefore, e-commerce needs to 

continue to innovate in implementing promotional strategies so that they can be relevant among students. 

The Influence of Discounts on Purchasing Decisions on E-Commerce Applications of Students of the 

Faculty of Economics, Makassar State University. Discounts have a good and considerable impact on 

students' purchasing decisions at Makassar State University's Faculty of Economics, according to the findings of 

the fifth hypothesis test. Discounts play an important role in influencing students' purchasing decisions in e-

commerce applications. Discounts are often used as an effective marketing strategy to attract students who tend 

to be price sensitive. When a product is offered at a lower price than its normal price, consumers feel they are 

getting more value, which can motivate them to buy. In a marketing context, discounts also function to increase 

sales by creating urgency for consumers to buy immediately before the discount period ends. This sense of 

urgency is a strong psychological factor, encouraging consumers to make decisions quickly. E-commerce with 

various discount programs such as flash sales or daily discounts is able to attract students to shop more often. 

The Influence of Service of Quality on Purchasing Decisions on E-Commerce Applications of 

Students of the Faculty of Economics, Makassar State University. According to the findings of the sixth 
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hypothesis test, service quality significantly and favorably influences the purchases made by UNM students in 

the Faculty of Economics. Service quality plays an important role in attracting consumer purchasing decisions. 

When stores in e-commerce are able to provide services that meet or even exceed the expectations of 

consumers, especially students, the level of student trust in the product will increase. Consumers who feel 

comfortable and confident with the services provided tend to be easier to make purchasing decisions. When 

businesses provide guaranteed services, such as return policies or warranties, consumers feel safer and more 

comfortable in making decisions/ Good service quality helps create positive word-of-mouth. Consumers who 

are satisfied with the services provided tend to tell their experiences to others. 

The Influence of Purchasing Decisions on Consumer Satisfaction in E-Commerce Applications of 

Students of the Faculty of Economics, Makassar State University. According to the findings of the seventh 

hypothesis test, students at UNM's Faculty of Economics' consumer satisfaction is positively and significantly 

impacted by their purchase selections. In making a purchase transaction, students have hopes and expectations. 

These expectations are based on needs, preferences, and information obtained previously. If the product 

purchased is in accordance with needs and expectations, consumers will feel satisfied. Conversely, if it does not 

meet expectations, the level of dissatisfaction increases. The consumer purchasing decision-making process 

includes evaluating products or services based on their needs, preferences, and information. When students buy 

products that truly match their needs and expectations, there is a possibility that they will be satisfied. Thus, 

stores in e-commerce need to pay attention to all aspects that influence purchasing decisions so that consumers 

can feel satisfied and have the potential to become loyal customers. 

The Influence of Promotion on Consumer Satisfaction Through Purchasing Decisions on E-

Commerce Applications of Students of the Faculty of Economics, Makassar State University. The eighth 

hypothesis test results indicate that, through the purchase decisions of Makassar State University's Faculty of 

Economics students, promotions have a favorable and significant impact on consumer satisfaction. Students tend 

to look for attractive offers to meet their needs. Through sales promotions, sellers can attract new consumers, 

influence to try and encourage consumers to buy more and ward off competitors' promotional activities. 

Purchasing decisions act as intermediaries that connect the appeal of promotions with consumer experience. 

Purchasing decisions may occur if the offers made can successfully influence students. Currently, digital media 

has expanded the reach of promotions so that it is easier to reach potential consumers. Advertisements on social 

media, coupons in emails and special promotions in applications can effectively influence purchasing decisions. 

The Influence of Discount on Consumer Satisfaction Through Purchasing Decisions on E-Commerce 

Applications of Students of the Faculty of Economics, Makassar State University. According to the findings 

of the ninth hypothesis test, discounts significantly and favorably impact customer satisfaction, which is 

mediated by the purchases made by Makassar State University's Faculty of Economics students. Students who 

feel that discounts provide real added value tend to be more satisfied with their purchasing decisions. This 

happens because students have the perception that they have made a smart choice by taking advantage of 

discount opportunities, which can ultimately increase satisfaction with products and brands. Discounts that are 

given well and strategically can encourage purchasing decisions, create satisfaction and build consumer loyalty. 

Understanding consumer needs and providing relevant discounts will be the key to creating sustainable 

relationships and increasing overall consumer satisfaction. Students who tend to be price sensitive will have a 

greater influence on their level of satisfaction. 

The Influence of Service Quality on Consumer Satisfaction Through Purchasing Decisions on E-

Commerce Applications of Students of the Faculty of Economics, Makassar State University. The findings 

of the eleventh hypothesis test indicate that, through the purchase decisions of Makassar State University's 

Faculty of Economics students, service quality significantly and favorably influences customer satisfaction. 

Purchasing decisions made on the basis of good service quality have a positive impact on consumer satisfaction. 

A good service experience can reduce the risks felt by students, such as concerns about products that do not 

meet expectations or other problems that may arise. This provides a sense of security and satisfaction with the 

decisions that have been taken. On the other hand, purchasing decisions influenced by service quality also have 

an impact on student loyalty as consumers. The main factors that determine consumer satisfaction are not only 

stabilizing quality, but also developing products. Students who are satisfied with the purchasing decisions they 

have taken will make repeat purchases in the future. 

 

4.   Conclusion 

The results of this study indicate that promotion, discount, and service quality have a positive and 

significant influence on consumer satisfaction. This finding aligns with previous research suggesting that these 

factors play a crucial role in enhancing the customer experience and satisfaction in the context of e-commerce. 
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Specifically, promotions and discounts were shown to attract customers by providing perceived value, while 

service quality contributed to overall satisfaction through customer service and reliable delivery. Moreover, 

purchasing decisions were found to have a positive impact on consumer satisfaction, confirming that when 

customers make a purchase, it positively reinforces their satisfaction with the e-commerce platform. 

Additionally, purchasing decisions act as a mediator in the relationship between promotion, discount, service 

quality, and consumer satisfaction. This indicates that while promotions, discounts, and service quality directly 

influence satisfaction, the act of making a purchase further strengthens the effect of these factors on customer 

satisfaction. Future studies could explore other potential mediating variables, such as consumer trust or 

perceived value, to offer a more comprehensive understanding of the dynamics between promotional strategies, 

service quality, and customer satisfaction. Additionally, extending this study to other sectors of e-commerce or 

conducting longitudinal research could provide deeper insights into how these factors evolve over time. 
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