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ABSTRACT

Background. The rapid development of digital technology has fundamentally altered
consumer behavior, particularly among Generation Z, a cohort recognized as digital natives. In
the food and beverage industry, business owners are increasingly required to leverage digital
media to maintain competitiveness through effective management of digital content and online
reviews. In this study, digital content and online reviews serve as independent variables, while
purchase decision serves as the dependent variable.

Research purpose. This study aims to analyze the simultaneous and partial influence of digital
content and online reviews on the purchase decision of Generation Z consumers at Kedai
Semoga Sukses Surabaya.

Research method. A quantitative approach was employed using purposive sampling of 155
Generation Z respondents. Data were collected via questionnaire and analyzed using multiple
linear regression with IBM SPSS Statistics.

Findings. The results indicate that (1) digital content and online reviews simultaneously exert
a positive and significant influence on purchase decisions (F=62.402; Sig.<0.001; R2=0.451);
(2) digital content partially exerts a positive and significant influence (t=5.585; p=0.307;
Sig.<0.001); and (3) online reviews partially exert a positive and significant influence and
constitute the most dominant variable (t=6.490; =0.435; Sig.<0.001). Both variables
collectively explain 45.1% of the variation in Generation Z consumer purchase decisions.
Conclusion. Online reviews proved to be more dominant than digital content, indicating that
social validation from other consumers carries greater weight than information directly
provided by the business.
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BACKGROUND

The rapid development of information and communication technology over the past
two decades has brought about fundamental changes in consumer behavior patterns. Massive
digitalization has transformed how society seeks and processes information, with consumers
now significantly relying on digital channels in their consumption decision-making processes.
This transformation has not only affected large-scale industries but has also had a significant
impact on micro, small, and medium enterprises (MSMES), particularly in the culinary sector,
which faces intense competition [1].
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One of the consumer segments most affected by technological advances is Generation
Z. This cohort is known as digital natives, having been accustomed to interacting with the
internet, digital devices, and social media from an early age. Previous research demonstrated
that Generation Z places greater trust in digital information and the experiences of other
consumers when determining their consumption choices [2].

Digital content represents an important form of digital representation that significantly
influences consumer behavior. Previous research showed that content-based marketing
positively influences consumer decisions by enhancing interest and trust in products [3]. In
addition to digital content, purchase decisions are also influenced by online reviews provided
by previous customers. Prior studies explained that online reviews significantly influence
consumer decisions as they are frequently used as references prior to making purchases [4].

Kedai Semoga Sukses Surabaya is a local culinary business that actively leverages
digital media. Based on initial observations in 2026, the cafe's Instagram account has
approximately 11,700 followers with 331 posts, while its TikTok account has 7,252 followers
with 110 posts. One TikTok video garnered approximately 4.2 million views. On Google
Review, the cafe has accumulated 1,182 customer reviews with an average rating of 4.6 stars
[5].

Despite a relatively strong digital presence, the high number of followers, content
views, and customer reviews does not directly explain whether this digital activity genuinely
influences Generation Z purchase decisions. Previous studies have generally examined digital
content, online reviews, or purchase decisions in broader online shopping and digital marketing
contexts. However, limited attention has been given to the combined influence of digital
content and online reviews on Generation Z consumers in the context of a local culinary
business in Surabaya. Therefore, the novelty of this study lies in examining both variables
simultaneously and partially in a specific culinary business context. This study aims to fill the
research gap by examining the simultaneous and partial influence of digital content and online
reviews on the purchase decisions of Generation Z consumers at Kedai Semoga Sukses
Surabaya.

RESEARCH METHOD

This study employed a quantitative approach with a causal-associative research design.
The population consisted of Generation Z consumers (born 1997-2012) who had accessed
digital content and/or read online reviews of Kedai Semoga Sukses Surabaya. Sampling was
conducted using purposive sampling, with the criteria that respondents were Generation Z
consumers and had been exposed to digital content or online reviews related to the cafe [6].
The research was conducted from May to June 2026 with direct permission from the
management of Kedai Semoga Sukses Surabaya. The research was conducted from May to
June 2026, and formal research permission was issued by the Faculty of Social, Cultural, and
Political Sciences, Universitas Pembangunan Nasional “Veteran” Jawa Timur under letter
number 983/UN63.4/PEL.03.08/2026, dated June 18, 2026.

The sample size was determined using the Tabachnick and Fidell formula: N > 50 +
8m, where m represents the number of independent variables. With two independent variables,
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the minimum sample required is 66 respondents. This study used 155 respondents to enhance
data representativeness [7].

The research instrument consisted of a Likert scale questionnaire (1-5). The Digital
Content variable (X1) was measured using 15 statement items covering the dimensions of
relevance, visual appeal, information value, authenticity, and interactivity [8]. The Online
Reviews variable (X2) was measured using 12 statement items covering valence, volume,
rating, and reviewer credibility [9]. The Purchase Decision variable (YY) was measured using
12 statement items related to consumer purchase decision behavior [1].

Data analysis techniques included validity testing (Pearson Correlation), reliability
testing (Cronbach's Alpha), classical assumption tests (normality, multicollinearity,
heteroscedasticity), multiple linear regression analysis, and hypothesis testing using the F-test
(simultaneous), t-test (partial), and coefficient of determination (R?). All analyses were
conducted using IBM SPSS Statistics 26 [10].

FINDINGS
Table 1. Respondent Characteristics
Characteristics Category Frequency Percentage
(n) (%)
Gender Male 63 40.6
Female 92 59.4
Age 14-17 years 8 5.2
18-21 years 65 41.9
22-25 years 57 36.8
26-29 years 25 16.1
Residence Surabaya 155 100.0
Occupation/Status Student/University 75 48.4
Student
Employee 57 36.8
Others 23 14.8
Exposure to Digital Yes 155 100.0
Content

Source: Primary data, 2026

Validity test results showed that all statement items for the three variables had r-
calculated values greater than r-table (0.1577), indicating all items were valid. Reliability test
results showed Cronbach's Alpha values of 0.932 for Digital Content, 0.913 for Online
Reviews, and 0.937 for Purchase Decision, all exceeding the minimum threshold of 0.70,
confirming the instruments were reliable.

Classical assumption test results showed that data were normally distributed based on
the Kolmogorov-Smirnov test with a significance value of 0.200 (>0.05). The multicollinearity
test showed Tolerance values of 0.570 (>0.10) and VIF values of 1.756 (<10.00), indicating no
multicollinearity problem. The heteroscedasticity test using the Glejser test showed
significance values greater than 0.05 for all variables, indicating no heteroscedasticity.

Based on multiple linear regression analysis, the following regression equation was
obtained: Y =7.593 + 0.307X1 + 0.435X2 + e. The constant value of 7.593 indicates that when
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both independent variables equal zero, purchase decision retains a value of 7.593. The
coefficient for digital content (X1) of 0.307 and for online reviews (X2) of 0.435 both indicate
positive influences on purchase decisions.

Table 2. F-Test Results (Simultaneous)

Model Sum of df  Mean Square F Sig.
Squares
Regression 7656.148 2 3828.074 62.402 <0.001
Residual 9324.523 152 61.346
Total 16980.671 154

Source: IBM SPSS Statistics, 2026

The F-test result showed an F-calculated value of 62.402 with a significance value of
<0.001. Since F-calculated (62.402) > F-table (3.06) and significance <0.05, HO was rejected
and H1 was accepted. Thus, digital content and online reviews simultaneously exert a positive
and significant influence on the purchase decisions of Generation Z consumers at Kedai
Semoga Sukses Surabaya.

Table 3. t-Test Results (Partial)

Model B Std. Beta t Sig.
Error
(Constant) 7.593 3.424 2.218 0.028
Digital Content ~ 0.307 0.055 0.369 5.585 <0.001
(X1)
Online Reviews  0.435 0.067 0.429 6.490 <0.001
(X2)

Source: IBM SPSS Statistics, 2026
Table 4. Coefficient of Determination (R?)

Model R R Square Adjusted R Std. Error
Square

1 0.671 0.451 0.444 7.832
Source: IBM SPSS Statistics, 2026

The R Square (R?) value of 0.451 indicates that 45.1% of the variation in Generation Z
consumer purchase decisions can be explained by digital content and online reviews, while the
remaining 54.9% is influenced by other variables outside the research model.

DISCUSSIONS

The first hypothesis test results through the F-test confirmed that digital content and
online reviews simultaneously exert a positive and significant influence on Generation Z
consumer purchase decisions at Kedai Semoga Sukses Surabaya (F=62.402; Sig.<0.001;
R2=0.451). These findings support previous digital marketing concepts which state that
consumer decisions in the digital era are significantly influenced by how a business builds
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content and community reputation through digital platforms [11]. The results also align with
previous research which demonstrated that digital marketing and online customer reviews
simultaneously and significantly influence purchase decisions in the coffee shop industry.

The second hypothesis test revealed that digital content partially exerts a positive and
significant influence on purchase decisions (t=5.585; $=0.307; Sig.<0.001). These findings
indicate that higher-quality digital content in terms of relevance, visual appeal, information
value, authenticity, and interactivity correspond to a greater tendency for Generation Z
consumers to make purchases. This result is consistent with previous studies which
demonstrated that digital content positively and significantly influences purchase decisions
[12].

The third hypothesis test demonstrated that online reviews partially exert a positive and
significant influence and constitute the most dominant variable affecting purchase decisions
(t=6.490; p=0.435; Sig.<0.001). The regression coefficient for online reviews (0.435), being
larger than that of digital content (0.307), indicates that social validation from other consumers
carries greater weight for Generation Z than information provided directly by the business.
This finding is consistent with previous studies confirming that online reviews constitute one
of the most influential factors on consumer behavior in the digital era, as the valence, volume,
rating, and reviewer credibility of reviews collectively shape consumer perceptions [13].

This study has several limitations. First, the research was conducted only on Generation
Z consumers at one local culinary business in Surabaya, so the findings may not be fully
generalizable to other consumer groups or business sectors. Second, the data were collected
through a questionnaire, which depends on respondents’ perceptions. Third, this study only
examined digital content and online reviews, while other factors such as price, service quality,
brand trust, influencer marketing, and customer experience were not included in the research
model.

CONCLUSION

Based on the research findings, the following conclusions can be drawn: (1) Digital
content and online reviews simultaneously exert a positive and significant influence on
Generation Z consumer purchase decisions at Kedai Semoga Sukses Surabaya (F=62.402;
Sig.<0.001; R?=0.451); (2) Digital content partially exerts a positive and significant influence
(t=5.585; B=0.307; Sig.<0.001); and (3) Online reviews partially exert a positive and
significant influence and constitute the dominant variable (t=6.490; =0.435; Sig.<0.001). For
the management of Kedai Semoga Sukses Surabaya, it is recommended to consistently improve
the quality of digital content while actively encouraging satisfied customers to provide positive
reviews on digital platforms. Future researchers are advised to incorporate additional variables
such as brand trust, influencer marketing, or customer experience for a more comprehensive
understanding.
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