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Abstract. 
This study examines the influence of lifestyle, risk perception, and consumer trust on online purchase decisions at Shopee International Indonesia. The rapid development of internet technology and e-commerce has transformed consumer behavior, making it essential to understand the factors driving online purchasing decisions. This research aims to determine the influence of lifestyle, risk perception, and consumer confidence on online purchase decisions at Shopee International Indonesia. The research method employed is quantitative descriptive, with the sample consisting of customers who have purchased products through the Shopee online shop. The sampling technique used is purposive sampling, with a total of 100 questionnaires processed. Data were analyzed using SPSS version 25. The results show that the lifestyle variable has a positive and significant effect on online purchase decisions at Shopee International Indonesia. The risk perception variable has a negative and significant effect on online purchase decisions at Shopee International Indonesia. The consumer trust variable has a positive and significant effect on online purchase decisions at Shopee International Indonesia. Simultaneously, lifestyle, risk perception, and trust variables have a positive and significant effect on online purchase decisions at Shopee International Indonesia, with a contribution of 90.40%.
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INTRODUCTION
Entering the era of globalization, the development of communication technology is fast and sophisticated. This development has an impact on the increase in internet needs in society, making the internet a main necessity that must be met to enable communication and access to information. The rapid advancement of technology and information today greatly influences changes in all fields (Yuan, 2023). Furthermore, internet technology has been widely used by various organizations, especially in business. For example, internet technology has made businesses today borderless and timeless. Business competition has encouraged managers to act quickly, creatively, innovatively, and anticipatively (Romindo et al., 2019).
The current development of technology and information systems also considerably influences consumer behavior (Business of Apps, 2025; Pratama, 2020). Consumer behavior shows a pattern of always seeking products, buying, and using them after reviewing or evaluating the products to meet needs or satisfy desires (Sharma, 2023). Consumer behavior plays a very important role in determining the purchase decision-making process. The level of consumer engagement with a product or service plays a significant role, meaning marketers should identify factors that cause someone to feel involved or not in purchasing a product or service (Simamora & Fatira, 2019).
Online shopping is a shopping process conducted online where consumers can directly see or choose products to purchase (Pratama, 2020). In online shopping, there is no physical meeting between buyer and seller; the buyer sees a list of available products with explanations and makes a purchase transaction based on the selected items. Online shopping allows consumers to buy goods or services interactively and in real-time without intermediaries via the Internet, making it highly efficient and effective in sales and transactions.
Online buying and selling in business is known as e-commerce, defined as electronic transactions through internet media without face-to-face interaction between sellers and buyers (Sahputra et al., 2022). Well-known e-commerce companies in Indonesia include Lazada, Blibli, Tokopedia, Elevania, MatahariMall, Shopee, Bukalapak, Zalora, Qoo10, and Blanja (Jauhari, 2021). One e-commerce company making rapid progress is PT Shopee International. Shopee started as a customer-to-customer (C2C) marketplace and switched to a hybrid C2C and business-to-customer (B2C) model with the launch of Shopee Mall, an online platform for well-known brands. Today, Shopee has the highest total number of app downloads in Southeast Asia.
Data on Online Store Competition in Indonesia Q4-2019 shows PT Shopee International Indonesia ranks second in application ranking, social media followers, and number of employees. Visitor data indicates Tokopedia as the online shopping site with the most visitors (157,233,300), followed by Shopee (132,776,700). Thus, Shopee’s visitor number is still below Tokopedia’s, but the increasing user base shows Shopee as a potential market for business expansion.
E-commerce and e-business offer many advantages for companies and consumers. Consumers often seek more information during online purchase decisions. These decisions integrate knowledge and are influenced by factors such as lifestyle, risk perception, consumer trust in online sites, and ease or efficiency in using applications or websites.
Lifestyle is a determinant in consumers' purchase of products or services. Companies can leverage this by targeting the right market segments to achieve business goals. Understanding consumer behavior and lifestyle is key in influencing purchase decisions. According to Wardoyo & Andini (2017), lifestyle reflects a person's daily realities, expressed through opinions, interests, and interactions with the environment. It is usually described by activities, interests, and opinions (Sitepu et al., 2022). Everyone's lifestyle is dynamic and subject to change.
Risk perception influences product purchasing decisions. Consumers aware of purchase risks may reduce or limit buying desire. Higher product prices correlate with increased consumer involvement and risk perception affecting purchase decisions (Simarmata et al., 2020). Risk perception involves assessing perceived benefits and ease of use before purchase, based on consumer intent (Amboningtyas, 2020).
Online shopping risks include product-image mismatch, damaged goods during delivery or production, packing errors causing order mistakes, delivery failure due to loss or delay, and fraud (Picaully, 2018). Willingness to shop online depends on perceived benefits versus these risks.
Trust is another crucial factor in online shopping decisions. Ekowati & Simple (2021) state trust involves willingness to depend on business partners, influenced by competence, integrity, honesty, and company goodwill. Purchase decisions are influenced by trust, which can create a strong positive effect (Punyatoya, 2018). Shopee's consumer product ratings impact trust levels: poor ratings lower consumer confidence in purchase decisions.
Online transactions require mutual trust due to information asymmetry between buyers and sellers (Sullivan & Kim, 2018). Consumer trust in e-commerce is key to successful online transactions. The more reputable the online store, the higher buyer trust.
Previous studies show mixed results on factors affecting online purchase decisions. Jauhari (2021) found lifestyle positively impacts online purchases among Gunadarma University students, while Thania & Anggarini (2022) found no significant effect. Similarly, risk perception showed positive effects in some studies (Jauhari, 2021; Haryani, 2019) but no effect in others (Said et al., 2022). Trust also showed varying results on purchase decisions across different studies.
These inconsistencies indicate the need for further research on factors influencing online purchasing decisions, especially specific to Shopee in Indonesia—a major Southeast Asian e-commerce platform. Some studies show risks have either positive or negative effects on Shopee purchases (Nursani et al., 2019; Salsabila et al., 2021).
The novelty of this research lies in integrating lifestyle, risk perception, and consumer trust into one model analyzing online purchase decisions on Shopee in Purworejo Regency, a less-studied location. The study also reflects post-pandemic changes in online shopping behavior.
This research aims to analyze the influence of lifestyle, risk perception, and consumer trust on online purchase decisions at Shopee International Indonesia, both individually and simultaneously. Practically, this study provides entrepreneurs insight that lifestyle, risk perception, and consumer trust influence online buying decisions and can guide future research comparisons. Theoretically, it enhances understanding of these factors' effects on online purchases at Shopee International Indonesia.
The implications contribute to digital marketing strategy development, helping e-commerce companies tailor strategies to target consumers’ lifestyle, minimize perceived risks via product safety improvements, and build trust through transparency and quality service. 

METHOD
This research was ex post facto with a quantitative descriptive approach. The population consisted of Shopee users in Purworejo Regency. The sample included customers who had purchased products through Shopee online shop and met the following criteria: (1) owning the Shopee application, (2) having made at least one purchase via Shopee, and (3) having made a purchase within the last six months.
Purposive sampling was used to select 100 respondents. Data were collected through a questionnaire using a Likert scale of 1 to 4. The data were analyzed using SPSS version 25 with multiple linear regression techniques.
Validity, reliability, normality, linearity, heteroscedasticity, and multicollinearity tests were conducted as prerequisite tests. Data analysis included multiple linear regression, partial t-tests, simultaneous F-tests, and the coefficient of determination (R²).

RESULTS AND DISCUSSION
Respondent Characteristics
The analysis of respondent characteristics was carried out to understand the demographic profile of Shopee users in Purworejo Regency. The respondent characteristic data shows a diverse distribution of various demographic aspects relevant to online shopping behavior.

Table 1. Respondent Characteristics Data
	Characteristics
	Category
	Frequency
	Percentage

	Gender
	Man
	27
	27%

	
	Woman
	73
	73%

	Age
	< 20 Years
	34
	34%

	
	21-40 Years
	52
	52%

	
	> 40 years old
	14
	14%

	Education
	SD
	3
	3%

	
	SMP
	8
	8%

	
	High School/Vocational School
	39
	39%

	
	D3
	16
	16%

	
	S1
	30
	30%

	
	S2
	4
	4%

	Work
	Student/Student
	49
	49%

	
	Self employed
	14
	14%

	
	PNS
	25
	25%

	
	Miscellaneous
	12
	12%

	Expenses/Month
	< Rp. 1,000,000
	50
	50%

	
	IDR 1,000,000-2,000,000
	32
	32%

	
	IDR 2,000,000-3,000,000
	14
	14%

	
	IDR 3,000,000-4,000,000
	4
	4%

	Shopping Intensity
	1-5 times
	46
	46%

	
	6-10 times
	37
	37%

	
	11-15 times
	15
	15%

	
	>15 times
	2
	2%



Based on respondent characteristics data, the majority of Shopee users in Purworejo Regency are women (73%), aged 21-40 years (52%), high school/vocational education (39%), working as students/students (49%), having monthly expenses of less than Rp. 1,000,000 (50%), with an intensity of spending 1-5 times per month (46%). This profile shows that Shopee's main target is the young generation with middle-to-lower purchasing power who are active in online transactions.

Validity and Reliability Test Results
The validity and reliability test is an important stage to ensure that the research instrument can measure variables accurately and consistently. The validity test was carried out by comparing the calculated r with the r of the table (0.254) at a significance level of 5%.

Table 2. Instrument Validity Test Results
	Variable
	Grain
	r count
	R table
	Information

	Lifestyle
	1-9
	0,517-0,784
	0,254
	Valid

	Risk Perception
	1-9
	0,510-0,911
	0,254
	Valid

	Consumer Trust
	1-8
	0,544-0,810
	0,254
	Valid

	Purchase Decision
	1-8
	0,460-0,846
	0,254
	Valid



The validity test results show that all statement items have a value of r calculated > r of the table (0.254), so that all items are declared valid. Furthermore, the reliability test was carried out using Cronbach's Alpha with a minimum limit of 0.70.

Table 3. Reliability Test Results
	Variable
	Cronbach's Alpha
	Information

	Lifestyle
	0,879
	Reliable

	Risk Perception
	0,899
	Reliable

	Consumer Trust
	0,877
	Reliable

	Purchase Decision
	0,894
	Reliable



All variables had a Cronbach's Alpha value of > 0.70, which indicates that the research instrument has high reliability and is consistent in measuring the construct in question.

Descriptive Analysis Results
Descriptive analysis was carried out to provide an overview of the condition of each research variable. Categorization was carried out based on assessment norms with a score range of 1-4.

Table 4. Descriptive Statistics of Research Variables
	Variable
	N
	Mean
	Median
	Hours of deviation
	Min
	Max

	Lifestyle
	100
	3,11
	3,11
	0,31
	2,56
	4,00

	Risk Perception
	100
	2,91
	2,95
	0,43
	2,00
	3,67

	Consumer Trust
	100
	3,27
	3,25
	0,36
	2,63
	4,00

	Purchase Decision
	100
	3,22
	3,25
	0,33
	2,63
	4,00



Category Assessment Norms:
· 3.25-4.00 = Very High
· 2,50-3,24 = Tinggi
· 1,75-2,49 = Rendah
· 1.00-1.74 = Very Low

Table 5. Categorization of Research Variables
	Variable
	Category
	Frequency
	Percentage

	Lifestyle
	Very High
	35
	35,00%

	
	High
	65
	65,00%

	Risk Perception
	Very High
	24
	24,00%

	
	High
	55
	55,00%

	
	Low
	21
	21,00%

	Consumer Trust
	Very High
	56
	56,00%

	
	High
	44
	44,00%

	Purchase Decision
	Very High
	51
	51,00%

	
	High
	49
	49,00%



The results of the descriptive analysis showed that the lifestyle of Shopee users was in the high category (65%), risk perception in the high category (55%), consumer confidence in the very high category (56%), and purchase decisions in the very high category (51%).

Results of the Prerequisite Test Analysis
Before conducting a regression analysis, a prerequisite test is carried out to ensure that the assumptions in the regression analysis are met.
1. Normality Test
The normality test uses the Kolmogorov-Smirnov test by looking at the Asymp value. Sig (2-tailed) on residuals.

Table 6. Normality Test Results
	One-Sample Kolmogorov-Smirnov Test
	Unstandardized Residual

	N
	100

	Normal Parameters Mean
	0,0000000

	Hours of deviation
	0,10107454

	Most Extreme Differences Absolute
	0,089

	Kolmogorov-Smirnov Z
	0,890

	Asymp. Sig. (2-tailed)
	0,407



Asymp value. A sig (2-tailed) of 0.407 > 0.05 indicates normal distributed data.

2. Heteroscedasticity Test
The heteroscedasticity test uses the Spearman Rank test to detect residual variance inequality.

Table 7. Heteroscedasticity Test Results
	Variable
	p-value
	Itself.
	Information

	Lifestyle
	0,933
	0,05
	Homoskedasticity

	Risk Perception
	0,687
	0,05
	Homoskedasticity

	Consumer Trust
	0,686
	0,05
	Homoskedasticity



All variables have a p-value > 0.05, so there is no heteroscedasticity problem.
3. Multicollinearity Test
The multicollinearity test was carried out to detect the correlation between independent variables.

Table 8. Multicollinearity Test Results
	Variable
	Tolerance
	VIF

	Lifestyle
	0,191
	5,249

	Risk Perception
	0,776
	1,288

	Consumer Trust
	0,171
	5,843



All variables had a tolerance value of > 0.10 and a VIF of < 10, indicating no multicollinearity problems.

Multiple Linear Regression Analysis Results
Multiple linear regression analysis is used to determine the influence of independent variables on dependent variables.

Table 9. Multiple Linear Regression Analysis Results
	Model
	Unstandardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	

	(Constant)
	0,780
	0,157
	
	4,968

	Lifestyle (X₁)
	0,185
	0,076
	0,174
	2,431

	Risk Perception (X₂)
	-0,108
	0,027
	-0,141
	-3,978

	Consumer Confidence (X₃)
	0,666
	0,069
	0,724
	9,605



The resulting regression equation is: Y = 0.780 + 0.185X₁ - 0.108X₂ + 0.666X₃
Or in standardized form: Y = 0.174X₁ - 0.141X₂ + 0.724X₃

Hypothesis Test Results
1. T test (Partial)
The t-test was carried out to determine the influence of each independent variable on the dependent variable.
Testing Criteria:
· If sig. < 0.05, then H₀ is rejected and Hₐ is accepted
· If sig. > 0.05, then H₀ is accepted and Hₐ is rejected
Hypothesis Testing Results:
1. H₁: Lifestyle has a positive and significant effect on purchasing decisions 
· t count = 2,431 > t table = 1,985
· Sig. = 0.017 < 0.05
· Conclusion: H₁ accepted
2. H₂: Risk perception has a negative and significant effect on purchasing decisions 
· t calculation = -3.978 > t table = 1.985 (absolute value)
· Sig. = 0.000 < 0.05
· Conclusion: H₂ is accepted
3. H₃: Consumer confidence has a positive and significant effect on purchasing decisions 
· t calculation = 9.605 > t table = 1.985
· Sig. = 0.000 < 0.05
· Conclusion: H₃ accepted
2. F Test (Simultaneous)
The F test is performed to determine the influence of independent variables simultaneously on dependent variables.

Table 10. F Test Results (ANOVA)
	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	Regression
	9,817
	3
	3,272
	310,617
	0.000a

	Residual
	1,011
	96
	0,011
	
	

	Total
	10,829
	99
	
	
	



H₄: Lifestyle, risk perception, and consumer confidence simultaneously affect purchasing decisions
· F count = 310,617 > F table = 2.70
· Sig. = 0.000 < 0.05
· Conclusion: H₄ accepted
Coefficient of Determination (R²)

Table 11. Determination Coefficient Results
	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate

	1
	0.952a
	0,907
	0,904
	0,10264



The R-Square value of 0.907 indicates that 90.70% of the variation in purchasing decisions can be explained by lifestyle variables, risk perception, and consumer belief, while the remaining 9.30% is explained by other factors outside the model.

Discussion
1. The Influence of Lifestyle on Purchase Decisions
The results of the research showed that lifestyle had a positive and significant effect on online purchase decisions at Shopee International Indonesia with a coefficient value of 0.174 and a significance of 0.017 < 0.05. This means that the higher the modern consumer lifestyle and keeping up with technological developments, the higher the decision to make online purchases.
This finding is in line with Jauhari's (2021) research which shows that lifestyle has a positive and significant effect on online purchasing decisions in Gunadarma University students. Setyariningsih (2019) also showed that lifestyle has a partial and large effect on people's decisions in online shopping with a t-value of 0.491 and a significance of 0.000. Research by Wardoyo & Andini (2017), Mahanani (2018), and Pura & Madiawati (2021) also supports these findings by showing that lifestyle has a positive effect on purchasing decisions.
Lifestyle captures something more than just a person's social class or personality. Lifestyle profiles the entire pattern of a person's actions and interactions in the world. Lifestyle concepts can help marketers understand the changing value of consumers and how lifestyle affects purchasing behavior (Sukmawati & Ekasasi, 2020). The development of the times and the presence of the internet have made respondents make online purchase decisions. The internet has made respondents' lifestyles more innovative when making purchases.

2. The Influence of Risk Perception on Purchasing Decisions
The results of the research showed that risk perception had a negative and significant effect on online purchase decisions at Shopee International Indonesia with a coefficient value of -0.141 and a significance of 0.000 < 0.05. This means that the higher the perception of risk that consumers feel, the lower the decision to make an online purchase.
These results support research by Salsabila et al. (2021) which shows that risk has a significant negative effect on online purchase decisions at Shopee. Zulfa & Hidayati (2018) also show that risk perception has a negative effect on purchasing decisions, although not significant. This can happen because consumers feel product risks, anxiety when making purchases, financial risks, and product delivery risks.
Risk perception is assessed as the level of consumer perception of negative outcomes obtained from online transactions. Risk perception is the uncertainty that consumers face when they are unable to predict the future consequences of the purchase decisions they make (Syafriani et al., 2023). Risks in online shopping include product mismatches, damage to goods, packing errors, delivery delays, and fraud (Picaully, 2018).

3. The Influence of Consumer Trust on Purchase Decisions
The results of the research showed that consumer confidence had a positive and significant effect on online purchase decisions at Shopee International Indonesia with a coefficient value of 0.724 and a significance of 0.000 < 0.05. This means that the higher the consumer trust in the Shopee platform, the higher the decision to make online purchases.
This finding is in line with research by Said et al. (2022) which shows that consumer trust has a positive and significant effect on purchase decisions on the Shopee marketplace for STIEM Bongaya students. Simangunsong (2021) also shows that trust has a positive and significant effect on purchase decisions on Shopee e-commerce. Research by Agustiningrum & Andjarwati (2021), Solihin (2020), and Sobandi & Somantri (2020) supports the finding that trust has a positive and significant influence on online purchasing decisions.
Trust can be realized if a product or service has met the wishes and needs of customers, where consumers will be satisfied with the product. Trust will arise if consumers have felt satisfaction because they have used products with certain brands. Consumers who feel comfortable and trust because of a brand, will not easily leave or replace the brand with another brand product (Maharama & Kholis, 2018).

4. Simultaneous Influence of Lifestyle, Risk Perception, and Consumer Confidence
Based on the results of the analysis of the F test, an F value of 310,617 was obtained with a p-value of 0.000 < 0.05, which shows that lifestyle, risk perception, and consumer confidence simultaneously have a significant effect on online purchase decisions at Shopee International Indonesia. The selected regression model is feasible for testing the data and can be used to predict online purchase decisions.
The contribution of the three independent variables to the purchase decision was 90.70%, while the remaining 9.30% was influenced by other factors outside of this research. This shows that the research model has a very high predictive ability in explaining the variation in online purchase decisions on Shopee.

CONCLUSIONS
The analysis concluded that lifestyle and consumer confidence positively and significantly influenced online purchase decisions at Shopee International Indonesia, while risk perception had a negative and significant effect. Together, these factors explained 90.40% of the variation in purchasing decisions. The study recommends that Shopee enhance consumer trust by improving transaction security and service quality, reduce risk perception through product guarantees and clear return policies, and tailor marketing strategies to align with the lifestyles of target consumers. For future research, it is suggested to investigate additional factors such as the impact of social media influence or technological usability on online purchasing behavior, as well as exploring these variables across different regions or e-commerce platforms to enhance the generalizability of the findings.
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