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Abstract: Business competition will look increasingly fierce. With the development of
technology, information, communication and knowledge, companies will
increasingly realize that the company's goal is no longer how to increase sales
volume but is more prioritized on creating customer satisfaction in making
purchasing decisions. The population in this study were all visitors to WTC
Surabaya. The sample used in this study were 105 respondents. The sampling
technique used in this study was accidental sampling. The results of the study
that the independent variables consisting of E-Commerce, Public Relations
and Customer Relationship Management partially and significantly influence
the purchasing decisions of OPPO brand smartphones at WTC Surabaya are
accepted and proven. The E-Commerce variable has a dominant influence on
purchasing decisions for OPPO brand smartphones at WTC Surabaya, which is
accepted and proven. The conclusion of this study is that the independent
variables consisting of E-Commerce, Public Relations and Customer
Relationship Management have a partial and significant effect on purchasing
decisions for OPPO brand smartphones at WTC Surabaya, which are accepted
and proven true based on the t count > t table and the significant value is
smaller. of 0.005. The E-Commerce variable has a dominant influence on the
OPPO smartphone purchase decision at WTC Surabaya has the largest beta
coefficient value among the Public Relations and Customer Relationship
Management variables.

Keywords: E-Commerce, Public Relations, Customer Relationship Management and
Purchase Decision.

1. Preliminary

In the era of globalization, business competition will look increasingly tight. With the
development of technology, information, communication and knowledge, companies will
increasingly realize that the company's goal is no longer how to increase sales volume but is
more prioritized on creating customer satisfaction in making purchasing decisions. In this
case, it is very necessary to have a strategy in marketing a product in order to create customer
satisfaction and purchase decisions, so that the company's existence will continue to be
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maintained and it is hoped that customers will not turn to using products from competing
companies.

Economic improvement is usually executed via way of means of growing nations with
the purpose of making monetary improvement that may be loved via way of means of the
community. (Istanti, Kn, and Gs 2021). Marketing is a main activity carried out by the
company in maintaining a business that is owned so that it continues to survive and can
develop and to get a stable profit. The success or failure of achieving a business really
depends on the expertise of an entrepreneur in marketing their products by paying attention to
the quality or brand they have. The existence of several business failures including the failure
to define the market to be addressed and how the market potential is, the company's
competition is not only limited to the functional aspect of the product.

In accordance to Handoko T. Hani (2019), control is a manner of planning, organizing,
directing, and supervising the efforts of organizational participants and using different
organizational sources in reaching predetermined organizational goals.

In accordance to Daryanto and Ismanto (2014), Marketing is an vital a part of the
marketplace, due to the fact the present marketplace is a buyer's marketplace in which the
prevalence of purchasing and promoting transactions relies upon at the buyer's personal
decisions, so the present marketplace is strongly inspired via way of means of the conduct of
customers and what's vital is that organizations as supplying items can most effective observe
the desire customers and the way to conquer competition from organizations that create
comparable items.

According to Armstrong (2012) explains that advertising is a social and managerial
procedure through which people and corporations satisfy their want and desires through
creating, offering, and replacing matters of price with others. The definition of E-Commerce
IS an area in which transactions or statistics exchanges arise among dealers and shoppers in
our on-line world. It is simple that the area of purchasing and promoting in our on-line world
is shaped due to the relationship of hundreds of thousands of computer systems into one large
network (internet).(Indrajit 2016).

E-commerce can be accessed by the public through applications available on devices
such as the Shopee application, Tokopedia, Buka, and others. The public can also access this
e-commerce through whatsapp, instagram and facebook, as well as other applications that can
access e-commerce and can display advertisements. The business undertaken through this
new method or model is not only accessible to the upper middle class but can also be
accessed by the lower middle class, because the prices offered by one seller to another are
varied and able to reach all components of society. According to Kotler and Armstrong
(2008)E-trade is a web channel that may be reached through a person via a laptop, that's
utilized by commercial enterprise human beings in wearing out their commercial enterprise
sports and utilized by clients to achieve statistics the usage of laptop help which withinside
the manner starts with imparting statistics offerings to clients in making choices. in
accordance to Terzi (2011) There are numerous signs of e-trade which are believed to have
the ability to persuade commercial enterprise development, specifically Internet access, Ease
of statistics and Effective and Efficient.

According to Dr. Rex Harlow in (Ruslan 2012), Public Relations (PR) is the area of
expertise of the control characteristic and helps the development, renovation of not
unusualplace strains among the employer and its publics, regarding the sports of
communique, understanding, recognition and cooperation; related to control in coping with
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problems/problems, helping control in following and using alternate effectively; act as an
early caution gadget in awaiting developments withinside the use of studies and sound and
moral communique strategies because the number one means.According to Frank Jeffkins,
inNormawati, Maryam, S., & Priliantini (2018), "Public Relations is something that consists
of a summary of the overall communication that has been planned, both inside and outside
the organization in order to achieve specific goals based on mutual understanding”. Indicators
of Public Relations by Hanifah (2018), as follows: News, Community Service Activities and
Media.

According to Priansa (2017), Customer Relationship Management is an incorporated
feature and has a sales, advertising and carrier method aimed toward growing sales and
consumer satisfaction. Understanding CRM helps a business enterprise to offer offerings to
clients in actual time and set up relationships with every consumer via using facts
approximately clients (Kotler 2016). Indicators in constructing CRM are associated with
people, processes, and generation consistent with DJ Priansa (2017)

According to Nana Herdian Abdurrahman (2015)Purchasing choice is a consumer's
choice to shop for or now no longer to shop for a services or products that's an crucial
opportunity for marketers. The buy choice is one of the levels withinside the shopping for
choice procedure earlier than post-buy behavior. In coming into the preceding buy choice
level, customers had been confronted with numerous opportunity alternatives in order that at
this level customers will take motion to determine to shop for merchandise primarily based
totally at the alternatives specified. Consistent with Roesman (2018)Purchase choices are
character sports which are at once worried in making choices to make purchases of
merchandise presented via way of means of sellers.

Keller (2016), consumer purchasing decisions, there are six indicators of decisions made by
buyers, namely: product choice, brand choice, choice of dealer, number of purchases or
quantity, time of purchase and payment method.

The development of technology, information, communication and knowledge is expected
to increase the attractiveness of consumers in buying their products, so as to be able to
provide considerable benefits for the company. Several counter sales of OPPO brand
smartphones at WTC Surabaya, are expected to increase the power of consumer purchasing
decisions and be able to compete with competitors who sell the same product. Based on the
background of the problems presented above, the researchers are interested in conducting
research with the title "EFFECT OF E-COMMERCE, PUBLIC RELATIONS AND
CUSTOMER RELATIONSHIP MANAGEMENT ONPURCHASE DECISIONS (CASE
STUDY OF OPPO BRAND SMARTPHONE USERS IN WTC SURABAYA)”

2. Research Methods
The conceptual framework in this study is as follows:

H

!
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Research Hypothesis

1.

2.

3.

4.

That the E-Commerce variable partially and significantly influences the Purchase Decision
on OPPO Brand Smartphones at WTC Surabaya

That the Public Relations variable partially and significantly influences the Purchase
Decision on OPPO Brand Smartphones at WTC Surabaya

That the Customer Relationship Management variable partially and significantly
influences the Purchase Decision on OPPO Brand Smartphones at WTC Surabaya

That E-Commerce has a dominant influence on Purchase Decisions on OPPO Brand
Smartphones at WTC Surabaya

The population in this study were all consumers of WTC Surabaya. The sample used in

this study was calculated using Roscoe's theory quoted byFerdinand (2014)where the ideal
sample between 100-200 is obtained from the total Variable as much as 5-10 times. This
study consists of 15 indicators multiplied by 7 so that the total sample size is 105
respondents. The sampling technique used in this study was accidental sampling. The data
collection in this research are: Questionnaire, Documentation, Observation, and Interview.
Data analysis techniques in this study are:

1.

Validity test

Sugiyono (2017) shows a legitimate variable approach that the measuring tool used to gain
data (measurement) is legitimate. Valid, which means that the variable may be used to
degree what need to be measured. Measurements have been made the usage of the
Statistical Product and Service Solution (SPSS) software measuring tool.

. Reliability test

Sugiyono (2017) states that the studies outcomes may be stated to be legitimate if there are
similarities among the statistics amassed and the statistics that honestly happens withinside
the item below study. Measurements made the use of Cronbach's Alpha Variant are
reliability coefficients that display what number of objects in a collection are definitely
correlated with every other.

. Normality test

Sugiyono,(2017) positioned forwardthat parametric facts calls for many assumptions to be
met. The major assumption is that the analyzed statistics should be typically distributed.
Therefore, earlier than trying out the hypothesis, the statistics normality take a look at is
first performed.

Multicollinearity Test

Ghozali,(2016) The multicollinearity check objectives to check whether or not there may
be a correlation among the impartial (impartial) variables withinside the regression
equation. A accurate regression version need to now no longer display correlation among
impartial variables. One manner to look multicollinearity is with the aid of using searching
on the tolerance and variance inflation factor (VIF). Cut The off cost usually used to
suggest the presence of multicollinearity is the tolerance cost < 0> 10.

. Autocorrelation Test

Ghozali,(2016) positioned forwardthat the autocorrelation take a look at ambitions to
check whether or not the linear regression version has a correlation among confounding
mistakes in length t (t-1). If there may be a correlation, it's miles known as an
autocorrelation problem.
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6. Heteroscedasticity test

Heteroscedasticity aimsto take a look at whether or not the regression version has variance
inequality from the residuals of 1 commentary to any other commentary Ghozali (2016). If
the variance and residuals from one commentary to any other are constant, it's far known

as homoscedasticity and if they're specific it's far known as heteroscedasticity.

7. Multiple Linear Regression Analysis
Multiple linear regression formula accordingtoSugiyono (2017) isas follows:Y =

a+blx1l + bh2x2 + b3x3 + e

8. ttest

pursuits to reveal how a ways the impact of 1 explanatory variable or unbiased variable for
my part in explaining the version of the established variable. The null speculation to be

examined is whether or not a parameter is same to zero.(Imam Ghozali 2016)

3. Results and Discussion
3.1 Results

Table 1
Validity test
Variables/indicators | r value r table Description
E-commerce (X1)
X1.1 .888 | Rvalue >0.190 Valid
X1.2 915 | Rvalue >0.190 Valid
X1.3 .768 | R value >0.190 Valid
Public Relations (X2)
xX2.1 .877 | Rvalue >0.190 Valid
X2.2 .795 | Rvalue >0.190 Valid
X2.3 911 | Rvalue >0.190 Valid
CRM (X3)
X3.1 774 | Rvalue >0.190 Valid
X3.2 .755 | Rvalue >0.190 Valid
X3.3 871 | Rvalue >0.190 Valid
Purchase Decision (Y)
Y1 906 | Rvalue >0.190 Valid
Y2 906 | R value >0.190 Valid
Y3 .634 | Rvalue >0.190 Valid
Y4 .642 | R value > 0.190 Valid
Y5 .828 | Rvalue >0.190 Valid
Y6 .616 | Rvalue >0.190 Valid

The test results prove that each correlation statement gets > 0.190. This means that all
statement items have passed the validity test and are considered valid.
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Table 2
Reliability Test
Item-Total Statistics

Scale Scale Cronbach's
Mean | Variance | Corrected | Alpha if
if tem | if ltem | Item-Total Item
Deleted | Deleted | Correlation | Deleted
X1.1 59,20 47,815 157 ,933
X1.2 59.21 47,013 ,836 ,931
X1.3 59.47 49,251 ,588 ,937
X2.1 59.24 | 47,491 ,7165 ,933
X2.2 59,50 47,791 ,654 ,936
X2.3 59.24 | 46,722 ,857 ,930
X3.1 59.45 48,788 ,558 ,938
X3.2 59.46 49,347 541 ,938
X3.3 59.53 47,097 ,689 ,935
Y1.1 59.22 46,634 ,823 ,931
Y1.2 59.24 | 46,510 ,883 ,930
Y1.3 59.45 50,327 ,495 ,939
Y1.4 59,50 47,445 ,692 ,935
Y1.5 59.24 | 47,183 ,802 ,932
Y1.6 59.59 | 49.9994 433 ,942

The table above shows the results of the Cronchbach alpha value > 0.6, so that the
instrument used meets the requirements

Table 3
Coefficientsa
Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model B Std. Error Beta t Sig. | Tolerance | VIF
1 (Constant) 1.163 .940 1,237].219
E-commerce 1.103 .109 .594110.167(.000 370| 2,706
E‘éﬁ’;{fens 294 124 169| 2.365|.020 247! 4.050
CRM 499 .092 .282| 5.411].000 467 2,143

a. Dependent Variable: Purchase Decision

Multicollinearity test obtained VIF from the above test for all variables has met the basic
assumptions of decision making, where the results are based on VIF < 10/ tolerance > 0.1.
The equation Y = 1.163 + 1.103 X1 + 0.294 X2 + 0.499 X3 is the result of the equation
obtained from multiple linear regression analysis.
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Scatterplot

Dependent Variable: Keputusan Pembelian

Regression Studentized Residual
o
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Regression Standardized Predicted Value
Figure 1
Heteroscedasticity Test

Explains that the output of the above results in the image has small circular spots that
spread evenly, above, right, below, left. Data that is free from heteroscedasticity is the
meaning of the output.

3.2 Discussion
1. In the first test, the E-Commerce variable partially and significantly influences Purchase
Decisions on OPPO Brand Smartphones at WTC Surabaya.

From table 3 it can be seen that t count 10.167 > from t table 1,98373 and a
significant value of 0.000 < 0.005, this indicates that the hypothesis is accepted and
proven. Where the E-Commerce variable partially and significantly influences
purchasing decisions on OPPO brand smartphones at WTC Surabaya.The indicator that
has the highest score on the E-commerce variable is the indicatorinformation
convenience, on the statement "The seller provides easy product information to
youWhile the indicator that has the lowest mean is Internet access, on the statement "You
can see the specifications of OPPO brand smartphones on the internet"

The conclusion from the above statement is that a consumer will feel satisfied if: sellers
provide easy product information to consumers.

2. In the second test, Public Relations partially and significantly influences Purchase
Decisions on OPPO Brand Smartphones at WTC Surabaya

In this study, the partial test with t test to determine the effect of the Public Relations
variable on the Purchase Decision, the t value for Public Relations is obtained
by2.365with a significant level of 0.020. Because the value of tcount2.365> table
1,98373and the resulting significance value of 0.020 is smaller than 0.05 then HO is
rejected and H1 is accepted, meaning that the independent Public Relations variable
partially has a significant effect on the dependent variable on Purchase Decision.

The indicator that has the highest score on the Public Relations variable is the
indicatormedia, on the statement "The promotional media and product information used
by the OPPO company are quite good” While the indicator that has the lowest mean
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iscommunity service activities, on the statement "The seller is able to provide good
service to you”

The conclusion from the statement above is that a consumer will make a purchase
decision if the promotional media used is seller in providing information about OPPO to
consumers very well and consumers get good information and satisfaction when buying a
product from the company.

The suggestion from the above statement is that a company should always provide
information through the media so that consumers who will buy their products can find
out information and make purchasing decisions.

. That the Customer Relationship Management variable partially and significantly

influences the Purchase Decision on OPPO Brand Smartphones at WTC Surabaya

Partial testing with t-test to determine the effect of the variable Customer
Relationship Management on Purchase Decisions obtained tcount value for the variable
Customer Relationship Management of5.411with the resulting significance level of
0.000. Because the value of tcount5.411> table1,98373 and the resulting significance
value of 0.000 is smaller than 0.05, then HO is rejected and H1 is accepted, meaning that
the independent variable Customer Relationship Management partially has a significant
effect on the dependent variable on Purchase Decision.

The indicator that has the highest score on the Customer Relationship Management
variable is the indicatorhuman (people), on the statement "All sellers are friendly in
communicating with you™ While the indicator that has the lowest mean istechnology
(technology), on the statement "Sellers use technological advances in explaining
smartphone specifications”

The conclusion from the above statement is when consumers will be interested in
making a purchase decision if: seller friendly in communicationand able to captivate the
hearts of consumers.

Suggestions from the above statement is a company or seller must friendly in
communicationand able to captivate the hearts of consumers, even must be able to
exceed the company or other sellers who are friendly in marketing the product.

. That E-Commerce has a dominant influence on Purchase Decisions on OPPO Brand

Smartphones at WTC Surabaya

The next hypothesis states that E-Commerce has a dominant effect on purchasing
decisions for OPPO brand smartphones at WTC Surabaya. Of the three independent
variables consisting of E-Commerce, Public Relations, and Customer Relationship
Management, it can be seen that the E-Commerce variable has the largest (beta)
coefficient, which is 0.594which is the largest value among the other independent
variables. So it can be concluded that HO is rejected, H1 is accepted, which means that
the E-Commerce variable has a dominant influence on consumer purchasing decisions on
OPPO brand smartphones at WTC Surabaya.

Conclusion

In partial hypothesis testing, all independent variables have a significant influence on the
dependent variable (dependent) Purchase Decision of consumers using OPPO brand
smartphones at WTC Surabaya.

a. The E-Commerce variable partially has a significant influence on the Purchase Decision.

Based on respondents’ answers, the majority of respondents had responses in the
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category of strongly agree. It can be interpreted that the higher the E-Commerce, the
higher the OPPO smartphone purchase decision.

b. The Public Relations variable partially has a significant influence on the Purchase
Decision. Based on respondents' answers, the majority of respondents had responses in
the category of strongly agree. It can be interpreted that the higher the Public Relations,
the higher the OPPO smartphone purchase decision.

c. The Customer Relationship Management variable partially has a significant influence on
the Purchase Decision. Based on respondents' answers, the majority of respondents had
responses in the category of strongly agree. It can be interpreted that the higher the
Customer Relationship Management, the higher the OPPO smartphone purchase
decision.

In the dominant hypothesis test, the independent variable (independent) which has the
greatest influence on the dependent variable (dependent) of Purchasing Decision is the E-
Commerce variable with the coefficient of (beta) which is greater among other variables.

Reference

Achmad Daengs, G. S., Enny Istanti, R. M. Bramastyo Kusuma Negoro, and Ruchan Sanusi.
2020. “The Aftermath of Management Actions on Competitive Advantage
through Process Attributes at Food and Beverage Industries Export Import in
Perak Harbor of Surabaya.” International Journal of Criminology and Sociology
9:1418-25. doi: 10.6000/1929-4409.2020.09.162.

Amstrong, Philip Kotler and Gerry. 2012. Prinsip-Prinsip Pemasaran. Edisi 13 J. Jakarta:
Erlangga.

Daryanto, and Setyobudi Ismanto. 2014. Konsumen Dan Pelayanan Prima. Malang: Gava
Media.

enny istanti, ruchan sanusi, Achmad Daeng GS. 2020. “IMPACTS OF PRICE,
PROMOTION AND GO FOOD CONSUMER SATISFACTION IN FACULTY
OF ECONOMIC AND BUSINESS STUDENTS OF BHAYANGKARA
UNIVERSITY SURABAYA.” FEkspektra: Jurnal Bisnis Dan Manajemen
4(2):104-20. doi: 10.25139/ekt.v4i2.3134.

Enny Istantil), Bramastyo Kusumo2), Indah Noviandari3). 2020. “IMPLEMENTASI
HARGA, KUALITAS PELAYANAN DAN PEMBELIAN BERULANG PADA
PENJUALAN PRODUK GAMIS AFIFATHIN.” Ekonomika’45 8(1):1-7.

Ferdinand, Augusty. 2014. Metode Penelitian Manajemen. 5th ed. Semarang: Badan Penerbit
Universitas Diponegoro.

Ghozali, 1. 2016. Aplikasi Analisis Multivariate Dengan Program IBM SPSS 23. 8th ed.
Semarang: Universitas Diponegoro.

Ghozali, Imam. 2016. Aplikasi Analisis Multivariate Dengan Program SPSS. Semarang:
Semarang : Badan Penerbit Universitas Diponegoro.

Handoko T. Hani. 2019. Manajemen. yogyakarta: BPFE-Yogyakarta.

Hanifah, Fitroh. 2018. “Hubungan Kepatuhan Perawat Dalam Implementasi Metode
Komunikasi SBAR Dengan Insiden Keselamatan Pasien Di Puskesmas Pamulang
Dan Larangan Utara.” Skripsi, Universitas Pembangunan Nasional Veteran
Jakarta.

Indrajit, Richardus Eko. 2016. E-Commerce:Kiat Dan Strategi Bisnis Di Dunia Maya. 1st ed.

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 1097



International Journal of Economics, Business and Accounting Research (IJEBAR)
Peer Reviewed — International Journal

Vol-5, Issue-3, September 2021 (IJEBAR)

E-ISSN: 2614-1280 P-1SSN 2622-4771
https://jurnal.stie-aas.ac.id/index.php/IJEBAR

Jakarta: PT. Elek Media Komputerindo.

Istanti, Enny, R. M. Bramastyo Kn, and Achmad Daeng Gs. 2021. “Efforts to Empower
MSMEs in Panci Village in Increasing Family Income ( Study on MSMEs in
Panci Village in Porong District , Sidoarja Regency ).” 2021(2):497-504.

Istanti, Enny. 2019. “Pengaruh Harga, Promosi Dan Produk Terhadap Keputusan Pembelian
Di Restoran Burger King Kawasan Surabaya Plaza Surabaya.” Ekonomika’45
7(1):16-22. doi: .1037//0033-2909.126.1.78.

Keller, Kotler. 2016. “Manajemen Pemasaran.” 120-323.

Kotler dan Amstrong. 2008. Prinsip-Prinsip Pemasaran Jilid 1.

Kotler, Philip and Kevin Lane Keller. 2016. MARKETING MANAGEMENT. 15th Editi.
Pearson Education,Inc.

Nana Herdian Abdurrahman, Achmad Sanusi. 2015. Manajemen Strategi Pemasaran. 1st ed.
Bandung: Pustaka Setia.

Normawati, Maryam, S., & Priliantini, A. 2018. “Pengaruh Kampanye ‘Let’s Disconnect to
Connect’ Terhadap Sikap Anti Phubbing (Survei Pada Followers Official
Account Line Starbucks Indonesia).” Jurnal Komunikasi Media Dan Informatik
7(3):155-64.

Priansa. 2017. Komunikasi Pemasaran Terpadu. Bandung: Pustaka Setia.

Priansa, Donni Junni. 2017. Perilaku Konsumen Dalam Bisnis Kontemporer. Bandung:
Alfabeta.

Roesman, Wikan Wiridjati dan Renny Risqiani. 2018. “Fenomena Penggunaan Media Sosial
Dan Pengaruh Teman Sebaya Pada Generasi Milenial Terhadap Keputusan
Pembelian.” Jurnal Manajemen Dan Pemasaran Jasa 11(2):ISSN : 2442-9732
(Online) ISSN : 0216-3780 (Pr.

Ruslan, Rosady S. M. 2012. Manajemen Public Relations Dan Media Komunikasi. Jakarta:
Raja Grafindo Persada.

Sugiyono. 2017. Metode Penelitian Kuantitatif, Kualitatif, Dan R&D. CV Alfabeta, Bandun.
“Pedoman Praktis K3LH ( Keselamatan Dan Kesehatan Kerja Dan Lingkungan
Hidup . yogyakarta: grava media.

Terzi, Nuray. 2011. The Impact of E-Commerce on International Trade and Employment”.
Marmara University.

International Journal of Economics, Business and Accounting Research (IJEBAR) Page 1098



