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 In the digital era, consumer behavior—especially among 

Generation Z—has changed significantly due to easy 

access to information and online shopping. This 

generation is technologically literate, values 

experiences, is socially aware, and is influenced by 

peers and influencers. This study aims to analyze the 

effects of value-added tax (VAT) increases and digital 

marketing on Generation Z’s purchasing decisions, with 

e-commerce transactions serving as a moderating 

variable. The research employs a quantitative approach, 

collecting primary data  through an online 

questionnaire from 294 students of the Faculty of 

Economics and Business at Universitas Muhammadiyah 

Bengkulu. Participants were selected using the Slovin 

formula from a population of 1,108 students. Data were 

analyzed using SmartPLS 4. The results indicate that 

VAT increases have no significant effect on purchasing 

decisions (t = 1.816; p = 0.069), whereas digital 

marketing has a significant effect (t = 2.894; p = 0.004). 

Additionally, e-commerce transactions do not moderate 

the effects of VAT increases (t = 0.324; p = 0.746) or 

digital marketing (t = 0.858; p = 0.391) on purchasing 

decisions. 

Keywords:  

Value Added Tax Increase, 

Digital Marketing, Purchase 

Decision, E-commerce 

Transaction 

 

Pages: 452 - 461 

 

This is an open access article 

under the CC–BY-SA license 
 

 

 

 

  

INTRODUCTION 

 Easy access to information and a variety of online shopping platforms have 

transformed the way consumers search for, compare, and purchase products. 

Additionally, young people, especially those in Generation Z, exhibit distinctive 

consumer behavior characteristics. This intensifies market competition, requiring 

companies to develop a deeper understanding of the factors influencing consumer 
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purchasing decisions. 

 Purchasing decisions refer to the actions consumers take when choosing to buy 

or reject a product. Various factors influence consumers during this process; often, they 

consider quality, price, and  brand recognition. Before making a purchase, consumers 

typically go through several stages: first, problem identification; second, information 

search; third, alternative evaluation; fourth, the decision to buy or not; and fifth, post-

purchase behavior (Jamil Farhas, 2021). The widely discussed phenomenon known as 

doom spending is a form of impulse buying. Impulsive behavior often occurs in 

individuals experiencing stress. This is especially true for Generation Z, who are 

generally still in a life stage  without significant financial burdens and therefore rarely 

plan ahead. “In a very productive  phase of life and without dependents, they are highly 

vulnerable to the FOMO (Fear of Missing Out) trend, especially when coupled with 

heavy stress or a heavy workload,” (Tempo, 2024). 

 Previous research on purchasing decisions presents varying results. Julito and 

Ramadani (2024) found that Value Added Tax significantly affects purchasing 

decisions. However, Sari et al. (2024) reported that Value Added Tax has a negative 

relationship with purchasing decisions and no significant effect.  This discrepancy in 

findings motivates further examination of several factors influencing purchasing 

decisions among Generation Z. In this study, purchasing decisions are influenced by 

the increase in Value Added Tax, with digital marketing and e-commerce serving as 

moderating variables. 

. 

LITERATURE REVIEW 

Consumer behavior theory 

  Consumer behavior theory refers to the actions or behavior of individuals or 

groups (consumers) in buying or using products and services that involve the decision-

making process, so that they can get the products or services desired by a consumer 

(Putri Nugraha et al., 2021). 

 

Tax Compliance Theory 

 Tax comliance theory is a conceptual framework that explains why taxpayers 

comply or do not comply with tax regulations. This theory tries to understand the 

factors that influence taxpayers' decisions to accurately report their income, assets and 

transactions, and pay their tax obligations on time (Slemrod and Yitzhaki, 2002). 

 

AIDA Theory (Attention, Interest, Desire, Action) 

 AIDA theory is one of the most fundamental and widely used hierarchy of 

effects models in marketing and advertising. The model outlines a series of cognitive 

and behavioral stages that individuals are assumed to go through, starting from when 

they first become aware of a product or service to finally taking a purchase action. The 

model was first introduced by Elias St. Elmo Lewis in 1898 (Barry & Howard, 1990; 

Strong, 1925). 

 

Technology Acceptance Model - TAM 

 TAM is one of the most widely used and influential theoretical frameworks to 

explain the acceptance and use of information systems by individuals (Davis, 1989). 
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TAM builds on Fishbein and Ajzen's (1975) Theory of Reasoned Action (TRA), with a 

more specific focus on the context of technology adoption. The main purpose of TAM 

is to explain why users accept or reject a system or information technology (Davis, 

1989). 

 

Purchasing Decisions  

 According to Philip Kotler (2016), what consumers do involves recognizing and 

evaluating the information they obtain to determine, purchase, and utilize goods or 

services that can meet their needs or desires. Consumer purchasing decisions are a 

psychological action taken by individuals to choose products or services from various 

options on the market. 

 

Value Added Tax (VAT) 

 According to Noviane, (2015) in (Farina et al., 2021) is one type of tax that 

contributes significantly to a country's revenue. Value Added Tax (VAT) is a type of 

tax that is applied to transactions in the delivery of goods or services, has an objective 

character, and is applied gradually in the distribution process of goods or services 

subject to tax, with the tax cost borne by the final consumer. Taxable Entrepreneurs 

(PKP) are responsible for collecting, paying, and reporting VAT related to their 

business activities (Marcelius and Anis Indrianita, 2023). Previous research conducted 

by Nadinda et al. (2024) shows that the increase in value-added tax has a significant 

effect on purchasing decisions (Julito and Ramadani, 2024; Sulastri and Kholis, 2022). 

Based on this description, the following hypothesis can be concluded: 

H1: The increase in value added tax has a significant effect on purchasing 

decisions 

 

Digital Marketing  

 Digital marketing is a series of steps to plan and carry out ideas related to the 

price, promotion, and distribution of the company's products (Ivone et al., 2022). 

Digital marketing is actually almost the same as the usual way of marketing. However, 

the main difference lies in the tools used (Andi et al., 2020). Previous research 

conducted by (Onsardi et al., 2022) showed that digital marketing has a significant 

effect on purchasing decisions. Based on this description, the following hypothesis can 

be concluded: 

H2: Digital Marketing has a Significant Effect on Purchasing Decisions 

 

Transaksi E-commerce  

 E-commerce transactions are platforms on the internet that are used for 

activities related to buying and selling and promoting products or services. E-commerce 

also includes various other internet-based activities, such as electronic money 

transactions often referred to as m-banking, digital data exchange, automated data 

collection systems, and automated inventory systems (Nanda et al., 2023). All online 

buying and selling transactions are subject to value-added tax, with the end consumer 

being charged 11% VAT. It is intended that the application of VAT can be done 

appropriately when people make decisions in shopping. There are still many people 

who do not know that online transactions are taxed. Faisol and Norsain (2023). 
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Previous research conducted by (Julito and Ramadani, 2024) showed that e-commerce 

transactions strengthen the relationship between the increase in VAT on purchasing 

decisions has a significant effect. Based on this description, the following hypothesis 

can be concluded: 

H3: E-commerce transactions strengthen the relationship between VAT increases 

and purchasing decisions. 

  

 With the ease of promoting goods through digital marketing, this helps people 

make purchases in e-commerce because e-commerce offers an easy way to make 

transactions. This encourages consumers to take advantage of transaction services in e-

commerce, because the better the existing facilities, as well as the appearance and 

information provided by e-commerce, will increase online purchasing decisions by 

consumers. Previous research conducted by (Julito and Ramadani, 2024) showed that e-

commerce transactions strengthen the relationship between digital arketing on 

purchasing decisions has no significant effect. Based on this description, the following 

hypothesis can be concluded: 

H4: E-Commerce Transactions Weaken the Relationship between Digital 

Marketing and Purchasing Decisions 

 
RESEARCH METHOD 

 This research uses quantitative methods, namely as a research method based on 

the philosophy of positivism, used to research on certain populations or samples 

(Sugiyono, 2019). By using primary data on students of the Faculty of Economics and 

Business, University of Muhammadiyah Bengkulu. Primary data is a type of data 

obtained directly from its origin such as through interviews, questionnaires, and others 

(Muh, 2022). The data is processed using the SmartPLS application. The population in 

this study were 1,108 students of the Faculty of Economics and Business, Universitas 

Muhammadiyah Bengkulu. The number of samples needed in this study were 294 

respondents calculated using the Slovin Formula. The data collection method uses a 

questionnaire distributed to respondents using the questionnaire method to be carried 

out by sharing the questionnaire link through social media such as Whatsapp and 

Googe Form. 

 

RESEARCH RESULTS AND DISCUSSION 

Result 

 

 

 

 

 

 

 

 

 

 

Pict 1. Data Processing Results 
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A. Outer Model 

1.  Composite Reability 

Table 1 

Result Composite Reliability 

 

 Cronbach

's alpha 

Composite 

reliability 

(rho_a) 

Composite 

reliability 

(rho_c) 

Average 

variance 

extracted 

(AVE) 

VAT increase (X1) 0.892  0.895  0.918  0.652  

Digital Marketing 

(X2) 
0.939  0.976  0.953  0.801  

Purchasing 

decisions  

(Y) 

0.954  0.956  0.959  0.595  

Transaksi E-

commerce(Z) 
0.940  0.943  0.947  0.582  

       Source: Data processing with SmartPLS (2025) 

  

 The results of the Composite Reliability and Cronbach's Alpha tests in table 1 

show that the results are reliable with variable values above 0.70, this shows the 

consistency and stability of the instruments used in this study. So that all constructs or 

variables in this study are good and the statements used in measuring each variable 

have good reliability. 

 

B. Inner Model 

1. R-square 

Table 2 

 Koefisien Determinasi  
 R-square  R-square adjusted  

Purchasing decisions (Y)  0.611  0.604  

    Source: Data processing with SmartPLS (2025) 

 

 The R-Square value is the coefficient of determination on endogenous 

constructs, the criteria for the R square value are 0.67 (strong), 0.33 (moderate) and 

0.19 (weak). Based on the data presentation above, it can be seen that the R-square 

value for the Purchase Decision variable is 0.611, meaning that the independent 

variable (Increase in Value Added Tax and Digital Marketing), the moderator variable 

(E-commerce Transactions) is able to explain the dependent variable (Purchase 

Decision) by 0.611% percent of the rest by other variables outside the model. This 

achievement explains that the percentage of the Purchasing Decision based on the R 

Square table means Moderate or moderate. 

 

2. Uji Hipotesis 

Based on the path coeficient table, the effect of the increase in value added tax 

and purchasing decisions, the hypothesis results show that the path coefficient is -0.128, 
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with a t-statistic value of 1.816 and a p-value of 0.069. This means that it can be stated 

that H1 is rejected, H0 is accepted. This shows that the increase in value added tax has 

no significant effect on purchasing decisions. 

Table 3 

Path Coeficient 
     Original 

sample 

(O) 

Sample mean 

(M) 

    Standard 

deviation 

(STDEV) 

    T statistics 

(|O/STDEV|) 

    P values 

VAT increase (X1) 

-> Purchasing 

decisions (Y) 
-0.128 -0.108 0.070 1.816 0.069 

Digital 

Marketing (X2) -> 

Purchasing decisions 

(Y) 

0.276 0.261 0.095 2.894 0.004 

T Transaksi E-commerce 

(Z) x VAT increase 

(X1) -> Purchasing 

decisions (Y) 

0.034 0.005 0.105 0.324 0.746 

Transaksi E-

commerce (Z) x 

Digital Marketing 

(X2) -> Purchasing 

decisions (Y) 

-0.041 -0.028 0.048 0.858 0.391 

       Source: Data processing with SmartPLS (2025) 

 

  The effect of digital marketing on purchasing decisions is based on the results of 

the hypothesis, it is known that the path coefficient is 0.276 and the P-value which 

forms the effect of digital marketing on H2 is accepted, H0 is rejected. This proves that, 

Digital Marketing has a significant effect on purchasing decisions is 0.004 coupled with 

a T-statistic value of 2.894. This means that purchasing decisions. The effect of the 

increase in value added tax moderated by e-commerce transactions on purchasing 

decisions based on the results of the hypothesis is known to be the path coefficient of 

0.034 and the P-value is 0.746 coupled with a T-statistic value of 0.324. This means that 

H3 is rejected, H0 is accepted. This proves that e-commerce transactions do not 

moderate the effect of the Value Added Tax Increase on purchasing decisions.  

 The effect of digital marketing moderated by e-commerce transactions on 

purchasing decisions based on the hypothesis results shows that the path coefficient is -

0.041, with a t-statistic value of 0.858 and a p-value of 0.391. This means that H4 is 

rejected and H0 is accepted, it can be concluded that e-commerce transactions do not 

moderate the effect of digital marketing on purchasing decisions. 

 

 

 

DISCUSSION 
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 The impact of the 11% VAT increase, has no effect on purchasing decisions in 

generation Z. Indicating that the hypothesis is not proven, can be analyzed through the 

lens of tax compliance theory, specifically from the perspective of psychological and 

cognitive compliance. This lack of effect indicates that Generation Z, as indirect VAT 

payers, have certain perceptions of the fairness or benefits of the government's use of 

taxes that are not strong enough to change their purchasing behavior, or they have a low 

level of tax awareness regarding the VAT component of the price of goods. In addition, 

purchasing priorities and low elasticity of demand for products of interest to Gen Z 

may be more dominant than their sensitivity to price increases due to VAT, implicitly 

indicating their “acceptance” of the tax burden in order to obtain the desired products. 

The results of this study are in line with research (Sari, et al. 2024) with the results that 

the increase in value added tax has no significant effect on purchasing decisions. 

H1: The increase in value added tax has a significant effect on purchasing 

decisions 

  

 The results showed that Digital Marketing has a Significant Effect on 

Purchasing Decisions, this shows that the hypothesis is proven to be in line with the 

AIDA Theory (Attention, Interest, Desire, Action). Digital marketing is proven to be 

able to shape the psychological process of consumers gradually, from attracting 

attention to encouraging purchasing action. In the context of Generation Z, digital 

marketing that is visually packaged, interactive, and integrated with social media is able 

to attract attention quickly. Interest is then formed through relevant and relatable 

content. The desire stage emerges when consumers begin to feel an emotional need for 

the product, coupled with stimuli such as promos and testimonials. Finally, the act of 

purchase (action) occurs easily through digital features such as instant “checkout” or 

“click buy”. This research is in line with research (Onsardi et al., 2022) with the results 

of digital marketing having a significant effect on purchasing decisions. 

H2: Digital Marketing Has a Significant Effect on Purchasing Decisions 

 

 The results showed that e-commerce transactions did not moderate the 

relationship between VAT increases on purchasing decisions, indicating that the 

hypothesis was not proven. This result when viewed from the TAM theory explains 

that technology acceptance is determined by two main components, namely perceived 

usefulness and perceived ease of use. In the context of this study, Generation Z has 

indeed accepted and actively used e-commerce. However, the results also show that 

although e-commerce usage is high, it is not enough to change or moderate the impact 

of the VAT increase on purchasing decisions. This means that e-commerce technology 

only serves as a channel or transaction tool, but does not significantly affect price 

perception or sensitivity to the consumption tax burden. This research is in line with 

research (Elfanso and Monica, 2023) e-commerce transactions do not moderate the 

effect of Value Added Tax increases on purchasing decisions. 

H3: E-commerce transactions strengthen the relationship between VAT increases 

and purchasing decisions 

 

 Based on the theory of consumer behavior, the results showed that e-commerce 

transactions do not necessarily moderate the effect of digital marketing on purchasing 
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decisions because consumer decisions are influenced by various factors, including 

product quality, ease of use of the platform, trust, and risk perception. Therefore, 

effective digital marketing strategies must consider these factors and adjust their 

approach to meet consumer needs and concerns. This research is in line with research 

(Julito and Ramadani, 2024) e-commerce transactions do not moderate the influence of 

digital marketing on purchasing decisions. 

H4: E-Commerce Transactions Weaken the Relationship between Digital 

Marketing and Purchasing Decisions 

 

CONCLUSION 

 The increase in Value Added Tax does not affect Purchasing Decisions. 

Because it is seen from the P-value which forms the effect of the increase in value 

added tax on purchasing decisions is 0.069 coupled with a T-statistic value of 1.816. 

Digital Marketing influences purchasing decisions. Because it can be seen from the P-

value which forms the effect of digital marketing on purchasing decisions is 0.004 

coupled with a T-statistic value of 2.894. E-commerce transactions cannot moderate the 

increase in value added tax on purchasing decisions. Because judging from the P-value 

which forms the effect of the increase in value added tax moderated by e-commerce 

transactions on purchasing decisions is 0.746 coupled with a T-statistic value of 0.324. 

E-commerce transactions cannot moderate Digital Marketing on Purchasing Decisions. 

Because seen from the P-value which forms the effect of digital marketing moderated 

by e-commerce transactions on purchasing decisions is 0.391 coupled with a T-statistic 

value of 0.858. 

 

Suggestion 

 Based on the results of the study, the researchers have several suggestions that 

can be concluded as follows: 

1. Further research is expected to increase the number of samples and expand the 

research location so that the research results are more accurate.  

2. To complement the quantitative results, future research can use a qualitative 

approach, such as in-depth interviews, to explore Generation Z's perceptions 

and motivations in responding to VAT increases and digital marketing 

campaigns more holistically. 

3. It is also recommended that future studies test the influence of variables on 

specific product categories (e.g. fashion, electronics, or food products). 

 

 

REFERENCE 

Andi, p. W., jefry, a. M., & aniek, i. (2020). Digital marketing. Pt. Literindo berkah 

karya. 

Elfanso, e., & monica, l. (2023). Analisis dampak transaksi e-commerce terhadap 

penerimaan pajak pertambahan nilai. Owner, 7(1), 841–850. 

Https://doi.org/10.33395/owner.v7i1.1477 

Faisol, m., & norsain, n. (2023). Netnografi: perspektif netizen terhadap kenaikan tarif 

ppn 11%. Jurnal akademi akuntansi, 6(2), 167–182. 

Https://doi.org/10.22219/jaa.v6i2.24536 

https://doi.org/10.36085/jam-ekis


 
 

 

 

 

 

 

http://jurnal.umb.ac.id/index.php/jamekis || Universitas Muhammadiyah Bengkulu 460 
 

Jurnal Akuntansi, Manajemen Dan Ekonomi Islam (JAM-EKIS)  

Vol. 9, No. 2 / May 2026  

Online ISSN: 2655-6359, Print ISSN: 2656-436X  

DOI: https://doi.org/10.36085/jam-ekis 
 

Farina, d., candra, r., irawan, y., & irawan, y. (2021). Pengaruh pengenaan pajak 

pertambahan nilai (ppn) terhadap daya beli konsumen barang elektronik di pasar 

batusangkar. Al-ittifaq: jurnal ekonomi syariah, 1(1), 83. 

Https://doi.org/10.31958/al-ittifaq.v1i1.3271 

Finthariasari, M. F., Herwan, M. D. K., & Nita, Z. A. (2023). The Influence Of 

Promotional Strategies And Social Media On Purchase Decisions (Case Study on 

Buyers Using Ms Glow Skincare in Bengkulu City). Ekombis Review: Jurnal 

Ilmiah Ekonomi Dan Bisnis, 11(1), 857-866. 

Ivone, a., i, w. A. P., syahril, h., amaliyah, nur, i. Effendi, tri, y., ni, d. M. S. D., 

ristianawati, d. U., adhy, f., mumuh, m., fitriana, norhidayati, & ash, s. E. (2022). 

Digital marketing (tinjauan konseptual). Pt. Global eksekutif teknologi. 

Jamil farhas, r. (2021). Analisis keputusan pembelian smartphone pada gen-z. Journal 

of engineering science and technology management (jes-tm), 1(2), 12–18. 

Https://doi.org/10.31004/jestm.v1i2.31 

Julito, k. A., & ramadani, i. (2024). Pengaruh kenaikan pajak pertambahan nilai dan 

digital marketing terhadap keputusan pembelian di generasi z dalam transaksi e-

commerce sebagai pemoderasi. Media akuntansi perpajakan, 9(1), 28–40. 

Https://doi.org/10.52447/map.v9i1.7466 

Marcelius, h., & anis indrianita. (2023). Analisis pelaporan dan kesesuaian pajak 

pertambahan nilai terhadap undang-undang yang dilakukan pt. Megah megalon 

industries masa januari-desember 2022. Jurnal ekonomi akuntansi, manajemen, 

2(2), 91–107. 

Muh., y. B. (2022). Metodologi penelitian kuan titatif. Widina bhakti persada bandung. 

Nadinda, f., sasmito, w. N., & yopie diondy kurniawan. (2024). Pengaruh pajak 

pertambahan nilai (ppn), literasi keuangan, dan penggunaan e-wallet terhadap 

perilaku konsumtif mahasiswa di kota madiun). Journal of economic, accounting 

and management, 3(1), 117–135. Www.ajas.uoanbar.edu.iq 

Nanda, j., ellbert, h., & rahmat, f. (2023). Sistem e-comerce. Eureka media aksara. 

Oktarini, D., Finthariasari, M., Nuari, T. N. V., Marta, F. R., & Yami, F. M. (2022). 

Strategi Desain Produk Dan Kualitas Produk Terhadap Minat Beli Konsumen 

Pada Toko Mebel Sederhana. In Prosiding Seminar Nasional Business 

Corporate (Vol. 1, No. 1, pp. 135-146). 

Onsardi, o., ekowati, s., yulinda, a. T., & megawati, m. (2022). Dampak digital 

marketing, brand image dan relationship marketing terhadap keputusan pembelian 

konsumen lina ms glow kota bengkulu. Creative research management journal, 

5(2), 10. Https://doi.org/10.32663/crmj.v5i2.3096 

Putri nugraha, j., alfiah, d., sinulingga, g., rojiati, u., saloom, g., rosmawati, fathihani, 

johannes, r., kristia, batin, m., jati lestari, w., & khatimah, husnilfatima beribe, m. 

(2021). Perilaku perilaku konsumen teori. 

Sari,  w, rukmi, m., haryati, & fiorintari. (2024). Dampak perubahan tarif pajak 

pertambahan nilai terhadap perilaku konsumtif generasi z. Jurnal akuntansi, 18(1), 

57–66. 

Sugiyono. (2019). Metode penelitian kuantitatif kuaitatif (edisi kedu). Penerbit alfabeta. 

Sulastri, s., & kholis, n. (2022). Pengaruh insentif pajak dan subsidi upah pandemi 

covid-19 terhadap daya beli masyarakat. Jurnal penelitian ipteks, 7(1), 53–64. 

Https://doi.org/10.32528/ipteks.v7i1.6863 

https://doi.org/10.36085/jam-ekis


 
 

 

 

 

 

 

http://jurnal.umb.ac.id/index.php/jamekis || Universitas Muhammadiyah Bengkulu 461 
 

Jurnal Akuntansi, Manajemen Dan Ekonomi Islam (JAM-EKIS)  

Vol. 9, No. 2 / May 2026  

Online ISSN: 2655-6359, Print ISSN: 2656-436X  

DOI: https://doi.org/10.36085/jam-ekis 
 

Tempo. (2024). Fenomena doom spending,psikolog: blanja impulsif karena stres 

akibat beban ekonomi. Tempo.co, jakarta. 

Https://www.tempo.co/ekonomi/fenomena-doom-spending-psikolog-belanja-

impulsif-karena-stres-akibat-beban-ekonomi-4237 

Zetira, A. M., & Finthariasari, M. Purchase Intention: Pengaruh Price Discount, Bonus 

Pack Dan Celebrity Endorser. 

 

 

https://doi.org/10.36085/jam-ekis

