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ABSTRACT 
 

The purpose of this paper is to determine the impact of digital marketing on consumer behavior 

in a digital environment, their online purchase decision, satisfaction with online shopping and 

risk perception. The goal was to investigate the relationship between the impact of different 

factors of digital marketing on consumer decision to purchase products online, their 

satisfaction and risk perception. An analysis of the recent literature on the topic of digital 

marketing, consumer behavior, online purchase decision, satisfaction and risk perception was 

performed. Empirical research was conducted on a convenience sample of 200 respondents. 

Descriptive and multivariate statistics were used in the data analysis. Data analysis was 

performed using the software package IBM SPSS Statistic Version 23. The results of the 

research show that online reviews have an important impact on customer online purchase 

decision. The results also show that there is a positive and significant impact between online 

purchase decision and customer satisfaction and a weak relationship between risk perception 

and customer satisfaction. The research represents a starting point for further research on 

online consumer behavior, factors affecting their online purchase decision and risk perception 

reduction. Furthermore, the results can help online sellers develop strategies and tactics that 

can have a positive impact on online customer purchase decision and risk perception reduction. 
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1. INTRODUCTION 
 

Digital marketing has created many new opportunities on the Internet, and its role has been 

rapidly growing in recent years [Anumolu et al., 2015]. It can be defined as the use of 

information and communication technology to support marketing activities for better customer 

satisfaction [Veleva and Tsvetlanova, 2020]. The Internet provides consumers with much 

quicker access to information and sellers than other sales channels. Consumers have access to 

supplier and manufacturer websites, comparison sites, discussion forums and ads. The Internet 

has also diminished the gap between different societies. More and more customers are buying 

global products and services at local prices, causing companies’ cost structures to become 

globally competitive. Digital marketing has also led to behavioral changes in the digital 

environment compared to the traditional marketing environment. Not only has behavior 

changed, but consumers have also acquired entirely new characteristics. 

 

The aim of this study is to determine the influence of digital marketing on consumer behavior, 

the factors affecting online purchase decision, how online purchase decision affect customer 

satisfaction and how risk perception affects customer satisfaction. 

 

The following auxiliary hypotheses were formulated: 

H1: There is a positive relationship between online reviews and online purchase decision. 

H2: There is a positive relationship between online purchase decision and customer 

satisfaction. 

H3: There is a weak relationship between risk perception and customer satisfaction.  

 

The empirical research was conducted online using the Google Forms platform on a sample of 

200 respondents on a convenient sample through e-mails and social networks. Descriptive and 

multivariate statistics were used in the data analysis. The data analysis was performed using 

IBM SPSS Statistic Version 23 software. 

 

The paper consist of five chapters. The introductory part, is followed by description of the main 

constructs used in the paper, description of the methodology, and results of the empirical 

research. Discussion and conclusions of the research are given at the end of the paper. 

 

 

2. THEORETICAL FRAMEWORK 

2.1. DIGITAL MARKETING 

Digital marketing represents achieving marketing goals using digital technologies. 
Characteristics of a consumer in the digital environment include: being well-informed due to 

technological progress, being self-directed and difficult to influence, fast paced lifestyle, being 

selective and comparing different options before making purchase decisions, being volatile, and 

displaying contradictory behaviors, as well as staying constantly connected using technology 

like smartphones and wearable devices to cover up differences between online and offline world 

[Legler, 2015]. Despite these characteristics, online consumers exhibit heterogeneous 

behaviors. Nonetheless, online consumer behavior follows the same decision-making phases, 

which include problem recognition, information search, and evaluation of alternatives, purchase 

decision and post-purchase behavior [Kotler and Armstrong, 2018]. Understandably, 

consumers allocate more attention to purchasing an automobile than to routine purchases like 
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laundry detergent or juice. Consequently, buying a car assumes a high degree of involvement, 

while purchasing laundry detergent implies low involvement [Schwarzl and Grabowska, 2015].  

 

In the information search, evaluation, and decision-making phases, consumers in the digital 

environment manifest the following characteristic behaviors: consumers seek and receive 

personalized products; they are influenced by online reviews and sources from social media as 

well as offline sources and they are impacted by recommendations from other consumers 

[Muller et al., 2011]. Customer review is defined as any positive or negative statement made 

by customers on online platforms [Park and Kim, 2008].  It gives a customer more reasons to 

make decisions and increases decision-makers confidence in the decisions taken [Dwidienawati 

et al., 2020]. Customer review can reduce the risk perceived by customers and improve the 

degree of satisfaction and their efficiency in making decisions [Yan et al., 2016]. Beneke et al., 

[2016] considers customer review as an Internet tool used by the global community to exchange 

information about products and services. Social media influencers represents a person who 

represents companies through branded content on social media account such as Facebook, 

Instagram, Snapchat, Twitter and YouTube [Pereira et al., 2023]. They are users with a high 

number of followers on their digital channels and they are able to monetize their audience by 

introducing sponsored content in their photos, videos and texts [Abidin, 2016]. In the post-

purchase phase, the consumers in the digital environment manifest behaviors of social media 

providing direct communication between the customer and the brand, thus influencing 

consumer behavior and effectively turning consumers into virtual journalists or public relations 

experts [Ugonna et al., 2017]. 

 

2.2. ONLINE PURCHASE DECISION 

 

An online purchase decision is an action performed by someone to select the best option from 

range of options [Hidayat et al., 2021]. Before making a purchase, consumers must make many 

decisions that are based on the willingness to satisfy their needs [Hartanto et al., 2022]. The 

online shopping decision process is similar to the in-store shopping decision process, but there 

are some differences. On the Internet, customers have access to more information and can 

compare more alternatives than in a store. Customers can also purchase products or services 

24/7. E-retailers continuously invest in online purchase decision ads to help customers with on-

line shopping [Tang, 2020]. Social networks usage influences the purchase decision process of 

the customer [Prasad et al., 2018]. The opinions of friends, colleagues and relatives posted on 

social networks can have a significant impact on consumer purchasing decisions [Schwarzl and 

Grabowska, 2015; Liang et al., 2020]. Furthermore, product recommendations of friends and 

colleagues on online social networks have a significant impact on the customers’ online 

purchase decision [Li et al., 2021]. A high degree of trust stimulates and meets high 

expectations of customers; satisfies transactions, eliminates risk perception, uncertainty and 

interdependence [Pavlou, 2003]. Satisfied customers become brand advocates, while 

dissatisfaction can lead to negative attitudes, creating cognitive dissonance. Online 

communication significantly influences online purchase decisions [Prasad et al., 2018], 

especially the use of social media and electronic word-of-mouth [Chevalier and Mayzlin, 2006; 

Prasad et al., 2017]. 

 

2.3. RISK PERCEPTION 

 

Risk is one of most significant problem of online shopping [Farivar et al., 2017]. Consumers 

perceive higher levels of risk when shopping online then in traditional distribution channels due 

to limited physical access to products and sales personnel [Dai et al., 2014]. They feel unsure 
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and vulnerable [Chung et al., 2015] and apply tactics that mitigate their risks [Verma and Pant, 

2021]. Online risk perception can be defined as the feeling of insecurity and vulnerability 

experienced while browsing a website [Alcántara-Pilar et al., 2015]. Risk perception or 

perceived risk is defined as any uncertainty perception by the customer about an unforeseen 

consequence due to purchase [Cox, 1967], consumers’ feelings of likelihood and unpleasant 

consequence [Cunningham, 1967] or an attribute of an alternative decision reflecting the 

variance of its possible outcomes [Gefen et al., 2002, Verma and Pant, 2021:294]. Kim et al., 

[2008] defined risk perception as a customer’s belief about the potential uncertain negative 

outcomes from the transaction. Farivar et al. [2018] defined risk perception as the customers’ 

uncertainty feelings regarding a possible negative outcome of using a product or a service due 

to an inability to evaluate the product prior purchase or return of products [Aghkyan-Simonian 

et al., 2012; Verma and Pant, 2021]. Risk perception is a multidimensional construct consisting 

of financial risk, product risk and information risk [Bhatnager et al., 2000]. Shopping includes 

risk because a retailer’s decision may have results which the customer cannot predict perfectly, 

and the outcome of some decisions could be unpleasant for the customer [Bauer 1960; Chiu et 

al., 2012]. 

 

2.4. CONSUMER SATISFACTION 

 

Consumer satisfaction is defined as evaluation and judgment of a product or service that 

successfully provides a pleasurable level of consumption-related fulfillment [Oliver, 1993, 

2010]. Consumer satisfaction in an online context can be defined as the user’s contentment with 

their purchasing experience on the Internet [Andersen and Srinivasan, 2003]. Satisfactory 

online experience plays a crucial role in users’ overall evaluation of website quality and their 

online purchase intention [Tang and Jang, 2008]. Online customer satisfaction comes from 

customer service quality experience and through online service process [Zhou et al., 2019]. 

Consumer heterogeneity with different risk perception in online service process [Song and Hu, 

2019] can affect customer purchase behavior [Song et al., 2021] and their satisfaction. Online 

customers are satisfied if the perceived performance matches their expectations [Al-Adwen and 

Al-Horani, 2019]. The results of Javed et al. [2020] research have proven that post-sale services 

from online retailers are important determinants in the cumulative online customer satisfaction. 

Verma and Pant [2021] have developed a new input output framework by including price 

verification, product display, social influence and risk perception of online grocery shoppers 

and have proved that product display is negatively influenced by risk perception. Curras-Perez 

and Sanchez-Garcia [2012] researched online sales of air tickets and concluded that satisfaction 

has a stronger effect on purchase intent in the case of consumers’ higher risk perception. The 

influence of satisfaction on commitment is weaker in consumers with a higher level of 

perceived risk [Curras-Perez and Sanchez-Garcia, 2012]. 

 

2.5. RESEARCH HYPOTHESES 

 

The fundamental online tools of digital marketing include: websites, email marketing, content 

marketing, social media platforms (Facebook, Twitter, LinkedIn, Instagram, and others), blogs, 

SEO optimization, Big data marketing, Online advertising, visual marketing (YouTube), 

mobile marketing, wearable devices, Internet of Things and Games [Veleva and Tsvetlanova, 

2020]. In the past decade, Internet strategies have been evaluating rapidly. In response to the 

challenges of the modern era, users have adapted their behavior to the Internet. These changes 

have led to the development of new user habits and behaviors in the digital environment, 

increasingly characterized by personalized strategies for attracting new customers. In the digital 

environment where companies need to understand their users and consumers, the new models 
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or customer behavior on the Internet should encompass constructs such as customer experience, 

influencer marketing and user-generated content (UGC) [Saura et al., 2020]. In the digital 

environment, online reviews [Chou et al., 2013; Dwidienawati et al., 2020; Hartanto et al., 

2022], the Influencers [Pereira et al., 2023] and sources from social media as well as offline 

sources influence the consumers’ purchase decision. The digital environment enables 

consumers to leverage recommendations and information gathered from different types of 

consumers [Muller et al., 2011]. Based on the above, a study hypothesis can be proposed: H1: 

There is a positive relationship between online reviews and online purchase decision. 

Customer satisfaction is a consequence of the customer experience during the purchase process 

and its role is very important in future customer behavior, such as online repurchase intention 

and loyalty [Pereira et al., 2016]. Hossain et al. [2018] have proven that QR codes have 

significant impact on purchase decision and customer satisfaction. Online purchase decision 

positively affects customer satisfaction [Hartanto et al., 2023]. A satisfied online customer 

would likely shop again and recommend online shopping to others, while a dissatisfied 

customer would leave his online retailers with or without any complaints [Pereira et al., 2017]. 

Taking into account the above mentioned, the following hypothesis can be proposed: H2: There 

is a positive relationship between online purchase decision and customer satisfaction. 

In Chen et al. [2015] research risk perception has a significant negative impact on customer 

satisfaction. In the online shopping environment customers often, make a purchase before 

experiencing a product so risk perception is an important antecedent of customer satisfaction 

[Moon and Armstrong, 2020]. Risk perception in e-commerce has a significant negative impact 

on attitudes towards online shopping [Shih, 2004], intention to shop on the Internet [Pavlou, 

2003], and Internet purchasing behavior [Bodmer, 2009, Moon and Armstrong, 2020]. Moon 

and Armstrong [2020] research investigated how online-to-offline service quality affects risk 

perception and trust, and how this customer perception influences customer satisfaction. High 

level of service quality should improve the perceived trust and reduce risk perception of the 

products and services, low risk perception, and high-perceived trust have a positive effect on 

customer satisfaction. The results of Alcántara-Pilar et al. [2017] research revealed that tourist 

online satisfaction, perceived website usability and online risk perception are significant 

antecedents that influence the affect towards a travel destination generated online. The higher 

online risk perception, the lower the effect on a travel destination. Therefore, the following 

hypothesis can be proposed: H3: There is a weak relationship between risk perception and 

customer satisfaction. 

 

3. RESEARCH METHODOLOGY 

3.1. MEASUREMENT SCALES 

To achieve the purpose and goals of the paper, an empirical study was conducted on a 

convenience sample of respondents (N=200). Scales from previous studies were used. They 

were translated into Croatian and adapted to field of digital marketing and online purchase 

decision. The attitudes of the respondents were measured using a Likert scale for evaluating 

attitudes, ranging from 1 to 5 (1 – completely disagree, 5 – completely agree). The factors 

affecting online purchase decision consist of 5 variables. They were measured using the adopted 

customer review scale created by Hartanto et al., [2022] and other variables were adopted from 

Periera et al., [2023] scale. The online purchase decision was measured using the adopted 

Hanaysha [2018] scale. It consists of 3 variables. The customer satisfaction was measured using 
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the satisfaction with the purchase experience scale by Walsh and Sharon [2007], which consists 

of 3 variables. Risk perception was measured using the Internet usage riskiness scale created 

by Schlosser et al., [2006] and adopted to research. It consists of 3 variables. The construct and 

the accompanying variables are shown in Table 1.  

 

Table 1. Constructs and variables 
 

Construct 
Item  

number 
Item Sources 

F
A

C
T

O
R

S
 A

F
F

E
C

T
IN

G
 

O
N

L
IN

E
 P

U
R

C
H

A
S

E
 

D
E

C
IS

IO
N

 

F1 

Messages from Influencers can have an influence on my purchase decision. 

 

Periera et al., 

(2023) 

F2 

Sponsored articles published on the Internet can have an influence on my purchase decision. 

 

F3 

Ads related to some product or service I searched online (remarketing) could have an 

influence on my purchase decision. 

 

F4 
Online reviews can have an influence on my purchase decision. 
 

Hartanto et al. 
(2022) 

 

F5 

Online reviews help me make better purchase decision. 

 

O
N

L
IN

E
 

P
U

R
C

H
A

S
E

 

D
E

C
IS

IO
N

 

OPD1 
I often buy products or services online. Hanaysha 

(2018) 

OPD2 

Overall, I am satisfied with purchasing product or services online. 

 

OPD3 
I will positively recommend online shopping to others. 
 

 

S
A

T
IS

F
A

C
T

IO
N

 

S1 

I am satisfied with the products and services bought online. 

 

Walsh and 

Sharon (2007) 

S2 
I am satisfied with the delivery service of the products purchased to your home address. 
 

S3 

I am overall satisfied with online shopping. 

 

R
IS

K
 

P
E

R
C

E
P

T
IO

N
 

RP1 

Sharing and sending personal data via Internet is risky for me. 

 

Schlosser et al. 

(2006) 

RP2 

Internet is a safe place for shearing and sending personal data. 

 

    RP3 

I feel safe when sending my personal data via Internet. 

 

Source: Authors’ 

 

3.2. DATA COLLECTION AND SAMPLE 

The data were collected from 200 respondents. The questionnaire was sent online as a Google 

Form through social networks and e-mail. Table 2 shows the sample description based on 

gender, age and how often respondents purchase products or services online. 

Table 2. Sample structure (N=200) 

Characteristics 
Total 

N % 

Gender   

Female 134 67.0 

Male 66 33.0 

Age   

18 – 25 47 23.5 

26 – 35 90 45.0 

36 – 45 43 21.5 

46 – 55 11 5.5 
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56 – 65 8 4.0 

Over 66  1 0.5 

How often do you purchase products or service online?   

often 74 37.0 

sometimes 87 43.5 

rarely 36 18.0 

never 3 1.5 

Source: Authors’ 

 

Sample structure analysis shows that more women (67%) than man (48.8%) participated in the 

survey. The respondents were mainly younger people, between 26 and 35 years old (45%). The 

reason was that younger people spend more time on Internet purchasing product and services 

online then the elderly who are more traditional and still purchase product and services in stores. 

Regarding the question, How often do they purchase products or services online?, 43.5% of the 

respondents purchase products and services sometimes, while 37% of them buy them more 

often. 

 

 

4. FINDINGS 

 
The data analysis included a descriptive statistical analysis of the construct factors affecting 

online purchase decision, online purchase decision, customer satisfaction and risk perception 

and reliability analysis and dimensionality of the measurement scales. The descriptive analysis 

(Table 3) was conducted first, followed by the exploratory factor analysis to determine the 

dimensionality of the measurement scales. The reliability analysis was measured using the 

Cronbach alpha (Table 3). The multiple regression analysis of constructs, the factors affecting 

online purchase decision and the online purchase decision was applied to determine the 

influence of the factors affecting the online purchase decision on online purchase decision of 

online customers. The correlation analysis was used to compare the relationship between the 

constructs: online purchase decision, risk perception and customer satisfaction. 

 

4.1. DESCRIPTIVE ANALYSIS 

 

The descriptive analysis was conducted of the variables of constructs factors affecting online 

purchase decision, online purchase decision, consumer satisfaction and risk perception (Table 

3).  

 

Table 3. Descriptive statistics of variables and Cronbach alpha 

Construct 

Item  

numbe

r 

Item 
Arithmeti

c mean 
Mode 

Std. 

Dev. 

Cronbach 

alpha 

F
A

C
T

O
R

S
 A

F
F

E
C

T
IN

G
 

O
N

L
IN

E
  

P
U

R
C

H
A

S
E

 

D
E

C
IS

IO
N

 

F1 

Messages from Influencers can have an influence on my 

purchase decision. 
2.70 3 1.257 .784 

F2 
Sponsored articles published on the Internet can have an 
influence on my purchase decision. 

3.01 3 1.089  

F3 

Ads related to some product or service I searched online 

(remarketing) could have an influence on my purchase 

decision. 

3.27 4 1.064  

F4 

Online reviews can have an influence on my purchase 

decision. 
3.86 5 1.175  

F5 Online reviews help me make better purchase decision. 4.05 5 1.058  
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O
N

L
IN

E
 

P
U

R
C

H
A

S
E

 

D
E

C
IS

IO
N

 

OPD1 
I often buy products or services online. 

3.97 
4 

1.109 0.683 

OPD2 
Overall, I am satisfied with purchasing product or 
services online. 

4.16 
5 

0.886  

OPD3 

I will positively recommend online shopping to others. 
4.00 

5 
0.977  

 

S
A

T
IS

F
A

C

T
IO

N
 S1 

I am satisfied with the products and services bought 

online. 
4.00 

4 
0.830 .721 

S2 

I am satisfied with the delivery service of the products 

purchased to your home address. 
4.07 

5 
0.967  

S3 
I am overall satisfied with online shopping. 4.19 4 0.739  

R
IS

K
 

P
E

R
C

E
P

T
IO

N
 

RP1 

Sharing and sending personal data via Internet is risky 

for me. 
3.61 3 1.131 .607 

RP2 

Internet is a safe place for shearing and sending personal 

data. 
2.69 3 1.114  

    RP3 

I feel safe when sending my personal data via Internet. 
2.89 3 1.069  

Source: Authors’ 

 

The arithmetic means of the variables of the factors affecting purchase decision constructs (F) 

range from 2.70 to 4.05. Variable F1 has the lowest score, while the variable F5 has the highest 

score. Mode ranges from 3 to 5. The values of the standard deviation exceed 1, pointing to data 

dispersion. The variables of the arithmetic mean of online purchase decision construct (OPD) 

range from 3.97 to 4.00. The variable OPD1 has the lowest value while the variable OPD2 has 

the highest score. The mode range from 4 to 5. The values of the standard deviation are all 

below 1, except the variable OPD1. The values of the arithmetic mean with the regard to the 

customer satisfaction construct (S) range from 4 to 4.19. The variable S1 has the lowest value, 

and the variable S3 has the highest value. The mode range from 4 to 5. The values of the 

standard deviation are all below 1, so there is not any dispersion. The arithmetic mean of the 

variables of the risk perception construct (RP) range from 2.69 to 3.61. The variable RP2 has 

the lowest value and the variable RP1 has the highest value. All modes equal 3. The values of 

the standard deviation exceed 1, pointing to data dispersion. 

 

4.2. VALIDATION OF THE MEASUREMENT SCALES 

 

To determine the validity of the research instrument, an analysis of the dimensionality and 

reliability of the measurement scales was performed. The reliability of the measurement scales 

was confirmed by applying Cronbach’s alpha coefficient of internal consistency. For the 

measurement scale of the factors affecting online purchase decision, dimensionality analysis 

was conducted using exploratory factor analysis. The results show that the adequacy measures 

of factors affecting online purchase decision construct are appropriate (KMO is 0.685, and 

Bartlett’s test sphericity ꭓ²= 353.253; p<0.001). Principal component analysis with varimax 

rotation of the factor axis was carried out. Table 4 shows that two factors were extracted using 

exploratory factor analysis for the factors affecting online purchase decision construct. Total 

percentage of the explained variance shows that the extracted factors contain 75.682% of 

information of all variables. This is a high percentage and points to a good relationship among 

the variables [Hair 2014: 115]. The eigenvalue of each extracted factor is over 1. The factor 

loadings for all factors are positive and exceed 0.50, which is considered high loading [Hair, 

2014:115]. The number of variables in each factor is 3 and 2. Factor 1 is called “Digital 

marketing tools”; it contains 3 variables, which explains 53.926% of variance. Cronbach alpha 

is 0.805 which is considered high reliability [Petersen, 1994]. Factor 2 is called “Online 

reviews”. It contains 2 variables, which explains 21.756% of variance. Cronbach alpha is 0.759 

which is considered good reliability [Petersen, 1994]. 
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Table 4. Exploratory factor analysis of the factors affecting online purchase decision 

 
Item 
number 

Variable 
Factor 

loadings 
Total variance 
explained (%) 

Cronbach alpha 

FACTOR 1 – DIGITAL MARKETING TOOLS   53.926 0.805 

F1 
Messages from Influencers can have an influence on my 
purchase decision. 

.786     

F2 
Sponsored articles published on the Internet can have an 
influence on my purchase decision. 

.900     

F3 
Ads related to some product or service I searched online 

(remarketing) could have an influence on my purchase 
decision. 

.802     

FACTOR 2 – ONLINE REVIEWS   21.756 0.759 

F4 Online reviews can have an influence on my purchase 

decision. 
.904     

F5 Online reviews help me make better purchase decision. .849     

Source: Authors’ 

 

Regarding, exploratory factor analysis of the online purchase decision construct, one factor was 

extracted. Total percentage of the explained variance shows that the extracted factors contain 

62.360% of information of all variables. The factor loadings of all variables are positive and it 

exceeds 0.50. The number of variables is 3. Also, one factor was extracted using exploratory 

factor analysis of the consumer satisfaction construct. Total percentage of the explained 

variance shows that the extracted factors contain 66.213% of information of all variables. The 

factor loadings of all variables are positive and it exceeds 0.50. The number of variables are 3. 

The construct risk perception (information risk) had one factor which was extracted using 

exploratory factor analysis. Variable RP1 Sharing and sending personal data via Internet is 

risky for me. had a factor loading of 0.297 and was excluded from the further analysis. Total 

percentage of the explained variance shows that the extracted factors contain 82.060% of 

information of all variables. The factor loadings of all factors are positive and exceeds 0.50. 

The number of variables are 2.  
 

Reliability analysis was conducted on the construct of online purchase decision, customer 

satisfaction and risk perception. The Cronbach alpha range from 0.629 to 0.781. Values of 0.7 

are considered good reliability [Peterson, 1994].  
 

Table 5. Multiple regression analysis for constructs factors affecting the online purchase 

decision and the online purchase decision  
Independent variables B Std. Error Beta t Sig. 

(Constant) 7.680 .653  11.755 .000 

DIGITAL MARKETING 

TOOLS 
.115 .056 .143 2.047 .042 

ONLINE REVIEWS .431 .081 .370 5.316 .000 

R2 0.447         

Adjusted R2 0.192         

Standard error 2.09937         

F ratio 24.603         

Significance 0.000         

Source: Authors’ 
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The results of the regression analysis are statistically significant (F=24.603, p=0.000). The 

determination coefficient (R2) totals 0.431, and the variables in the model share 43.1% of the 

common factors. The analysis confirms that the online reviews (β=0.370, p=0.000) have a 

considerable and significant impact on the online purchase decision, while digital marketing 

tools (β=0.143 p=0.042) are not considerable and are significant at level 0.05.  

 

To confirm the relationship between the online purchase decision and the customer satisfaction, 

a correlation analysis was conducted using the Pearson correlation coefficient. A statistically 

positive medium relationship between the online purchase decision construct and the customer 

satisfaction construct (r=0.644, p=0.000) was established. Regarding a correlation analysis 

between constructs the risk perception and the customer satisfaction (r=0.258, p=0.000), a 

statistically significant but very weak correlation was established. 

 

 

5. DISCUSSION AND CONCLUSION 
 

This paper aims to empirically analyze which digital marketing factor have positive relationship 

on the online purchase decision and weather the online purchase decision and risk perception 

have positive effects on customer satisfaction. To achieve this goal, three hypotheses were set. 

A measuring instrument was designed and empirical research was carried out, which has 

resulted in important findings. The scale for measuring the factors affecting the online purchase 

decision was adopted and its reliability and dimensionality were verified. The results confirmed 

the validity of the scale for its application in the context of the factors affecting the online 

purchase decision.  

 

The result of multiple regression analysis prove the first hypothesis (H1). There is a positive 

relationship between online reviews (β=0.370, p=0.000) and the online purchase decision. The 

customers often read other online reviews to find out what other customers experiences are 

about a products or services they purchase. It can be concluded that H1 hypothesis is supported.  

 

The result of testing the hypothesis H2 align with the results of previous research conducted by 

Hossain et al., [2018] and Hartanto et al., [2023]. In this paper the online purchase decision 

positively affects customer satisfaction (r=0.644, p=0.000). Therefore, satisfied customers 

intend to purchase products or services online more often, and recommend it to others. Overall, 

customers are satisfied with purchasing products online. The H2 hypothesis was supported. 

Based on the result of H3 hypothesis testing, it is proven that there is a weak correlation (r= 

0.258, p=0.000) between risk perception and customer satisfaction. The results of testing this 

hypothesis are in line with the results of previous research conducted by Chen et al., [2015], 

Alcántara-Pilar et al. [2017] and Moon and Armstrong [2020]. The online customers are unable 

to physically assess the product before the purchase so sellers offer cues designed convey the 

quality of product or services offered, reduce risk perception and increase purchasing behavior 

[Mavlanova et al., 2016; Rosillo-Diaz et al., 2019]. 

 

It can be concluded that online reviews positively affect online purchase decision and online 

purchase decision positively affects customer satisfaction. There is significant but weak 

relationship between risk perception and customer satisfaction, which implies that further 

research must be conducted. 

 

The implication of this research can provide significant contributions and benefits to the 

literature research. The theoretical implications provide scientific contribution and empirical 
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research by analyzing relationship between the constructs: factors affecting online purchase 

decision, online purchase decision, risk perception and customer satisfaction. The practical 

implication is to contribute to the development of digital marketing and online shopping by 

identifying factors affecting online purchase decision and building customer satisfaction. Also, 

online sellers must find a way to build trust with online customers by reducing risk perception 

especially regarding information risk so customers can feel safe when giving their personal data 

on Internet.  

 

There are several limitations to this study. The research was conducted online and the 

respondents were mainly younger people. Further studies should be carried out on larger 

samples with different age groups. Further studies could investigate the influence of other 

constructs, such as loyalty, purchase intentions, other factors affecting online purchase decision, 

service quality and perceived value. In addition, a segmentation of different types of online 

customers can be made. There are also many cultural differences regarding online purchase 

decision making and risk perception so further research can be conducted with the sample of 

online customers between different countries and cultures.  
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