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ABSTRACT

The purpose of this research is to examine the impact of the two categories of sales promotional tools 
(monetary and non-monetary) on purchase intention with the consideration of consumers’ perceived 
quality for fashion products in local and international e-commerce. As the competition between local 
and international e-commerce is increasingly fierce, it requires an appropriate sales promotion strategy 
that is in accordance with customer perceptions in Indonesia to capture customer purchase intention. 
This research is purely quantitative by using primary data through distributing online questionnaires 
to customers who have shopped fashion products in local or international e-commerce. Path analysis 
was used to verify the conceptual model and hypotheses in this research. This research confirms that 
sales promotions (both monetary and non-monetary) affect customers’ perceived quality of a product 
in e-commerce.
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INTRODUCTION

Total internet users in Indonesia for the year 2018 accounts for 171,17 million people out of Indonesia’s 
total population 264,16 million people in 2018. This has seen a 10,12% increase compared to the 
previous year’s total internet users of 143,26 million users (APJII, 2019). Google-Temasek and Bain 
& Company stated that Indonesia has the largest digital economy value in the ASEAN region and 
grows the most rapidly. In 2015, Indonesia’s digital economy value was US$ 8 billion, but predicted 
to reach US$ 40 billion in 2019 and US$ 133 billion in 2025. Amongst Southeast Asia countries, 
Indonesia is “the largest and fastest growing Internet economy in the region” (Google & Temasek/
Bain, 2019) well on track preceding Vietnam, Philippines, Thailand, Malaysia, and Singapore.

Over the last years, to reach out new markets and escalate more sales businesses have shifted from 
the traditional brick-and-mortar sales to the usage of online e-commerce platforms. E-commerce can 
be defined as “the electronic process by which individuals or organizations make a transaction, such as 
buy, sell, transfer, or exchange products, services and/or information” as explained before by Turban, 
McLean, and Weatherbe (2004) in Alyoubi (2015). E-commerce also refers to the aspects of online 
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business involving exchanges between customers, business partners and vendors (Joseph, 2019:15). 
Therefore, e-commerce is a place where everyone can start a business and do business transactions, 
including Customer to Customer (C2C), Customer to Business (C2B), Business to Customer (B2C), 
and Business to Business (B2B).

There are multiple choices of e-commerce sites in Indonesia with many different deals and 
features. Shopee, Lazada, Tokopedia, and Bukalapak are some of the popular e-commerce sites 
or applications. As we can see in the graph above, Shopee and Lazada were the top 2 most visited 
e-commerce websites in Southeast Asia for 2019, with Tokopedia and Bukalapak following behind 
in top 3 and 4. Noting that Shopee and Lazada have established their presence in 6-7 countries such 
as Indonesia, Singapore, Malaysia, Thailand, Vietnam, Philippines, and Taiwan. While Tokopedia 
and Bukalapak only operate in Indonesia, surely they are showing potential that they are able to 
compete with foreign e-commerce.

As in Indonesia itself, the origin country of Tokopedia and Bukalapak, from mid to the end 
of 2019 (Q3-Q4) Shopee had overcome other e-commerce platforms (including Tokopedia and 
Bukalapak) and became the number one top e-commerce with the most monthly active users. By the 
end of 2019 (Q4) Lazada also overcame Bukalapak with their monthly active users and became top 
3. In the end of 2019, most of the customers in Indonesia started to shift their preference towards 
foreign e-commerce platforms. Looking at this situation, soon Indonesia’s market will be monopolized 
by foreign e-commerce platforms. One of the key differences in local and foreign e-commerce is 
in international e-commerce, they provide multinational transactions (as they operate in more than 
1 countries) for their customers. This feature provides their customers with more choices, like 
more variant, quality choices, and even prices of the product. To prevent foreign e-commerce from 
dominating Indonesia’s market, our local e-commerce immediately needs to revamp their strategies 
to be more suitable with customers’ perception in Indonesia, so they’re able to capture customers’ 
purchase intention and increase their sales.

Statista reported the total revenue of the e-commerce sector in Indonesia amounts to US$18.764 
million in 2019, with the fashion industry as the market’s largest segment with a volume of US$4.792 
million in 2019, an increase of 54% compared to 2018. Fashion seems to be playing the biggest role in 
the market. Badan Ekonomi Kreatif Indonesia in the OPUS 2019 creative-economy outlook presented 
a survey conducted by Snapcart in the year 2018 had shown the Fashion & Accessories industry as 
the category with the most purchases made in e-commerce, 48.2% in amount. The fashion industry 
is promising in Indonesia and is expected to reach a revenue showing an annual growth rate (CAGR 
2020-2024) of 16.8%, resulting in a market volume of US$12.592 million by 2024, according to 
Statista. Also, Statista forecasted that 35% of total market revenue will be generated through online 
sales by 2024. As a developing country rich in raw materials with large easily influenced potential 
markets, the fashion industry keeps on taking its place in the aforementioned country. As a promising 
business sector, there are many business players in this industry. Considering the many options, 
consumers have the free will to make comparisons in evaluating the best options.

In Taiwan, monetary promotions activities exhibit a stronger influence on purchase intentions 
than that from non-monetary promotions (Pai, Chen, Yeh, & Metghalchi, 2017). Santini et al. (2015) 
also proved monetary promotions to have a greater influence on purchase intention. But cited from 
Aigner, Wilsen, & Geisendorf (2019), previous studies conducted by Chandran & Morwitz (2006) 
and Diamond & Sanyal (1990) conclude the use of non-monetary promotions are also considered 
effective as they increase consumers’ purchase intentions.

There is still little attention given to study non-monetary promotions (Liao, 2006; Carpenter & 
Moore, 2008; Boschetti, 2017). There are studies that have analyzed the role of monetary and non-
monetary sales promotions on perceived quality for instance Salelaw & Singh (2016) found that 
monetary promotions positively affect perceived quality and non-monetary promotions negatively 
affect perceived quality. Nikabadi, Safui, & Agheshlouei (2015) found monetary promotions’ influence 
positive toward the building of perceived quality and show a lack of positive and meaningful influence 
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by non-monetary promotions. Shen (2019) found that both monetary and non-monetary promotions 
have positive influences toward perceived quality, although non-monetary promotions’ were stronger. 
Aside from these, no researchers have studied the impact of sales promotions (monetary promotions 
and non-monetary promotions) on purchase intentions through the mediation of perceived quality, 
neither in the e-commerce sector nor in Indonesia.

Hence to fill this gap, in this research authors aim to investigate the impact of sales promotions 
(monetary promotions and non-monetary promotions) on Indonesia’s customer purchase intentions 
through the mediation of perceived quality and give insights for Indonesian e-commerce on how to 
develop and improve an appropriate sales promotion strategy.

BACKGROUND

The global fashion industry has reached new heights over the past years. In Indonesia, the fashion 
category in e-commerce accounts for around US$4.792 billion of revenue in 2019, making it the 
largest contributor in Indonesia’s e-commerce sector (Statista, 2019). Such substantial amount has been 
driven by strong demand for fashion products along with the growth of the country’s emerging market.

Monetary promotions are a strategy that deducts the original selling price of a product or service, 
such as giving price discounts or reductions, providing a money saving benefit to consumers (Sinha & 
Verma, 2020). These include coupons, rebates, and discounts (Chandon et al. in Santini et al., 2015). 
Monetary promotions are used to obtain short-term financial incentives (Yoo, Donthu, & Lee in 
Salelaw & Singh, 2016). Non-monetary promotions are promotions that offer a non-monetary stimulus 
that attract customers’ attention because of their additional benefit that they provide, beyond the product 
itself (Cruz-Cunha, Moreira, & Varajão, 2014:350) such as gifts, bonus, chances of winning contests, 
and sweepstakes upon purchasing a product (Sinha & Verma, 2020). Non-monetary promotions are 
more favorable for the long run (Yi & Yoo, 2011; Sinha & Verma, 2020). Although the benefits of 
non-monetary promotions are not always related to short-term increased sales (Nbudisi & Moi in 
Santini et al., 2015), these promotions are related to a long term effects between buyers and sellers, 
such as strengthening their relationships (Kwok & Uncles in Santini et al., 2015).

Perceived quality can be defined as “the consumer’s subjective judgment about a product’s overall 
excellence or superiority” (Zeithaml in Salelaw & Singh, 2016). In other words, perceived quality 
is how a product’s performance is perceived in the eyes of customers compared to the expectation 
of the product’s performance itself. Saleem et al. (2015) stated that customers considered perceived 
quality as a more specific concept based on product and service features. Before purchasing a 
product, customers have some perceptions and/or expectations about the quality of the product, and 
often compare it with the price. Therefore, perceived quality is seen as the main driver of purchase 
intention (Jacoby & Olson, 1985; Asshidin, Abidin, & Borhan, 2016). This view is supported by 
Jones et al. (2002) in Lee, Goh, & Noor (2019), who argued that perceived quality has a positive 
correlation to purchase intention.

Purchase Intention is a situation where a consumer tends to buy a certain product in certain 
conditions. (Morinez et al., 2007; Mirabi, Akbariyeh, & Tahmasebifard, 2015) and are “frequently 
used to forecast sales of existing products and services” as well as sales potential for new products 
(Asshidin, Abidin, & Borhan, 2016). Purchase intention is often used as a tool to predict consumers’ 
buying decisions. Usually, purchase intention is related with perceptions, behavior, and interest of 
consumers. In the changing process from purchase intention to purchase decisions, there’s some 
possibility that these intentions do not turn into purchase decisions. Consumers can change their 
purchase intention because of the influence from the price, quality of the product, and value. Other 
than that, consumers are also affected by internal or external motivations during the process (Gogoi, 
2013; Mirabi, Akbariyeh, & Tahmasebifard, 2015).

Yoo in Salelaw and Singh (2016) stated that monetary promotion is seen as a chance or opportunity 
to obtain short term financial incentives. Monetary promotion or so-called price-related promotions 



International Journal of Asian Business and Information Management
Volume 13 • Issue 2 • July-December 2022

4

are very effective to bring short-term benefits, such as increasing market share, encouraging customers 
to switch between brands, and generating sales traffic (Salelaw & Singh, 2016). Aside from all the 
benefits that they present, frequent use of monetary promotions may not be a good option. Many 
scholars state that frequent use of monetary promotion can confuse customers and lead to an image of 
unstable quality in consumer’s mindset and create the wrong evaluation of the quality of the product 
(Kim & Hyun, DelVecchio et al. in Nikabadi, Safui, & Agheshlouei, 2015); (Salelaw & Singh, 2016). 
This confusion can result in a mindset where price is seen as a sign of quality. Therefore when a 
customer purchases a discounted product, they will think it is discounted because of the poorer quality 
of the product. On the contrary, considering the economic condition and the price sensitivity of the 
customers, monetary promotions might be a good option to capture customer’s purchase intentions 
without harming the perceived quality of a product. This relation is supported by Nikabadi, Safui, & 
Agheshlouei, (2015) and Salelaw & Singh (2016) findings in their prior research. Digital marketplaces 
compete to attract more sales by providing best sales promotion deals. In this study, researchers want 
to explore the effects of different sales promotional tools to induce purchase intentions by considering 
the intervention of perceived quality in consumers’ minds.

MAIN FOCUS OF THE ARTICLE

Issues, Controversies, Problems
Every business player creates various interesting offers to stipulate purchasing intentions from people, 
to acquire the highest sales. Purchase intention is referred to as consumers’ preference to buy the 
product or service (Younus, Rasheed, & Zia, 2015) and is deemed accurate for predicting purchase 
decisions (Pai, Chen, Yeh, & Metghalchi, 2017). Because of the amount of attractive product deals 
and offers online, therefore marketplaces must provide the most appealing ones in order to acquire 
consumers’ purchasing intentions.

As Richardson, Dick, and Jain state in Das (2015), perceived quality has a large influence on 
the consumer decision making process. When evaluating a purchase, consumers often compare the 
price and quality of a product within each platform selling the product, to know which platform has 
the best price and deals. They also calculate the barter value which is the price of the product and 
the quality of the product itself, whether it is worth the purchase or not, or it is better than other 
distribution places/platforms or not. Especially in online shopping, customers tend to consider 
whether the certain goods to be purchased would in reality have the good quality in accordance to 
their expectations or not, or would they attain an authentic product or a fake one. This situation will 
affect how consumers perceive the product’s quality. According to Zeithaml (1988) in Salelaw & 
Singh (2016), perceived quality is defined as “the consumer’s subjective judgment about a product’s 
overall excellence or superiority”. A consumer’s perception of quality will be a fundamental to the 
reasoning behind the intentions to buy. Perceived quality is regarded as the main driver of purchase 
intention (Jacoby & Olson, 1985; Asshidin, Abidin, & Borhan, 2016). Previous researches argue that 
a brand’s success involves its product quality (Erdem et al., 2004; Wulf, 2005; Choi & Coughlan, 
2006; Alenazi, Almotairi, & Al-Meshal, 2015), and a low perceived quality is regarded as a negative 
consequence of using promotions (Alenazi, Almotairi, & Al-Meshal, 2015). That is, when a consumer 
discerns the promotion and associates it with selling a bad quality product. Seeing the importance 
of this matter, it is vital to understand the effects of promotion strategies on consumers’ perceived 
quality, so that e-commerce players can draw customers’ purchase intentions by using the appropriate 
strategies. “How the purchase intention is influenced” should be explored to enhance their marketing 
strategies for the sales goal.

According to Stiawan & Syah (2017), sales promotions are “all activities that communicate a 
product or service to the target market so that they act to do things immediately”. Sales promotions 
are intended to induce purchases quicker and larger (Kotler, 1988; Jean & Yazdanifard, 2015). 
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There are two types of sales promotions: monetary and non-monetary. Monetary promotions are a 
strategy that deducts the original selling price of a product or service, such as giving price discounts 
or reductions, providing a money saving benefit to consumers (Sinha & Verma, 2020), whereas 
non-monetary promotions are promotions that offer a non-monetary stimulus that attract customers’ 
attention because of their additional benefit that they provide, beyond the product itself (Cruz-Cunha, 
Moreira, & Varajão, 2014:350) such as gifts, bonus, chances of winning contests, and sweepstakes 
upon purchasing a product (Sinha & Verma, 2020). Yoo, Donthu, & Lee (2000) in Salelaw & Singh 
(2016) stated that monetary promotions are used to obtain short-term financial incentives, whereas 
the use of non-monetary promotions is more favorable for the long-run (Yi & Yoo, 2011; Sinha & 
Verma, 2020). Both of the sales promotion tools have beneficial effects, although it is important 
to note and adjust according to the type and perspective of the customers. For example for price 
sensitive customers, monetary promotions will be more favorable than non-monetary promotions. 
On the contrary, for customers with less price sensitivity, monetary promotions may damage the 
perceived quality of the product.

Considering Indonesia’s economic state still put under the category of a lower middle-income 
country with diverse poverty rates (UNDP) and the national’s Ministry of Finance announced declining 
economy expected to hit the country will reduce to less than 5% growth in 2020 (KBR) due to the 
global economic slowdown, people will have the tendency to value money more than product quality. 
This is true for Saif, Ahmed, Shareef, & Khalid (2018) who concluded Pakistan consumers are price 
sensitive and they don’t consider price cuts as signal of poor quality, and that lower prices are the main 
priority of the customers in choosing a product (Nikabadi, Safui, & Agheshlouei, 2015). Consistent 
with the previous editions Deloitte Consumer Insights (2017) observed “Indonesian consumers are 
generally price-sensitive”, hence the use of monetary promotions will be suitable without harming the 
perceived quality of a product. It is because for price-sensitive people, saving money is more valuable 
and offering price reductions can be considered as an act of valuing customers (Saif, Ahmed, Shareef, 
& Khalid, 2018), H1: Monetary Promotions have positive significant influence on Perceived Quality.

Non-monetary promotions such as premiums, free samples, draws, bundles, and contests are 
seen as a non-price promotion (Palazon & Ballester, 2005; Mendez, 2015). By using non-monetary 
promotions, it will not directly cut off the price of a product, instead they choose to add a bonus or 
value to the targeted product. This action generates a value of “excitement” in customers’ minds, 
and bears countable economic savings (Tong & Hawley, 2009; Salelaw & Singh, 2016). Since it is 
seen as a welfare and joy for customers (Chandon et al. in Nikabadi, Safui, & Agheshlouei, 2015), 
non-monetary promotion can strengthen customer’s perceived quality. Buil et al. in Zeng & Hao 
(2016) indicated that non-monetary promotions positively affect perceived quality. Nikabadi, Safui, 
& Agheshlouei (2015) also argued that non-monetary promotion can lead to joyful experiences, as 
well as arousing positive feelings regarding the products. H2: Non-Monetary Promotions have positive 
significant influence on Perceived Quality

Monetary promotions are believed to have a strong impact on purchase intentions (Santini et al., 
2015). Monetary promotions are valued more and generate higher buying intentions (Alnazer, 2019). 
Some researchers studied the impact monetary promotions have on purchase intention and found 
them influential (Santini et al., 2015); (Pai, Chen, Yeh, & Metghalchi, 2017). Monetary promotions 
attract consumers by offering price savings opportunities. They have been widely used and proven to 
stimulate profits (Hendel & Nevo, 2006; Jean & Yazdanifard, 2015). The use of monetary promotions 
such as price discount focus on price, which lead customers to use quantitative reasoning because 
monetary promotions represent a reduction in loss (Alnazer, 2019) that is, the amount of price a 
consumer has to pay. Especially in Indonesia for price-sensitive customers, monetary promotions will 
be more favorable than non-monetary promotions, due to the common ground that saving money to 
get the item is more valuable because of the instant reward of reduction in the amount they have to 
pay. Given that competition between e-commerce markets are tightening throughout this pandemic 
year of the coronavirus, people will tend to cut off spending and e-commerce markets will have to 
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optimize their strategies. Though the pandemic hits the world economy hard, still The Economic 
Report on Indonesia noted there is a rapid development of the digital economy particularly through 
e-commerce, though it creates greater opportunities for market efficiency, at the same time it tightens 
competition. Hence, for e-commerce players to capture intentions, monetary promotions would be 
attractive in the eyes of price-sensitive customers in Indonesia since a slight difference in price matters. 
H3: Monetary Promotions have positive significant influence on Purchase Intention

Non-monetary promotions are considered as gains (Alnazer, 2019) and because it is seen as an 
increase of gains, it thus enhances consumers’ purchase intentions (Aigner, Wilken, & Geisendorf, 
2019) because consumers do not have to spend more to get an additional value. Non-monetary 
promotions are non-price related and the value of non-monetary promotions are not directly related 
to price, so consumers cannot really evaluate the value of the benefit in numbers; instead, they encode 
it as revenue (Sinha & Smith, 2000; Shen, 2019). Kim & Min (2016) in their research about non-
monetary promotions, found that consumers prefer receiving hedonic products as reward rather than 
utilitarian one in a promotion context. One reason is because hedonic products provide consumers 
with pleasant feelings and good shopping experience (Shen, 2019). Therefore, in implementing non-
monetary promotion it is important to provide and choose a gift that brings joyful and enjoyable 
feeling as rewards. According to Sinha & Verma (2017) non-monetary promotions can enhance 
consumers’ expectations because they don’t harm the brand value, and in the end can lead into 
purchase. In addition, non-monetary promotions are effective in encouraging potential consumers to 
try out the product for the first time (Cruz-Cunha, Moreira, & Varajão, 2014:339) and are effective 
for both hedonic and utilitarian products with more effectiveness for hedonic products (Sinha & 
Verma, 2017). In other words, non-monetary promotions strongly attract consumers who seek value-
added benefits and shopping experiences. H4: Non-Monetary Promotions have positive significant 
influence on Purchase Intention

Perceived quality can be defined as the consumer’s judgement about the whole features and 
characteristics of a product (product overall excellence and superiority) to satisfy customers’ needs 
compared to their expectation (Zeithaml in Das, 2015); (Kotler et al. in Saleem et al., 2015). Mitra and 
Golder in Das (2015) argued that perceived quality leads to preference and consequently satisfaction, 
loyalty, sales, and profitability. This concludes that product perceived quality directly influences 
customers’ purchase intention (Saleem et al., 2015). In the purchasing process, customers are always 
influenced by their preferences and perception of a product, they have some perceptions about the 
product quality and price before going to purchase the product. When a product has high quality, 
customers’ intention in purchasing it will also be high (purchase with high intensity) (Agbor, Rush & 
Oliver in Saleem et al., 2015). Noting the statement of Keller in Das (2015), a consumer may doubt 
the quality and value of an unfamiliar product or brand due to a lack of information when making a 
judgement. This is crucial in e-commerce situations, where customers can not see the actual product 
and may conclude in false judgement of a product. In any case, perceived quality has significant effects 
on purchase intention. H5: Perceived Quality have positive significant influence on Purchase Intention.

In buyers’ perspective, price is seen as a barter value that needs to be sacrificed to get the product 
or service they want, often equated with money. According to researchers of consumer insight in 
Indonesia, majority of Indonesian consumers are generally price-sensitive (Deloitte, 2017); (DBS 
Group Research, 2017); (Snapcart, 2017). Looking at this situation, buyers in Indonesia tend to care 
more about price rather than quality, as it is confirmed in previous researches about consumers with 
price sensitivity (Nikabadi, Safui, & Agheshlouei, 2015); (Salelaw & Singh, 2016). When purchasing 
a discounted product (or product with monetary promotion in it), they don’t consider price cuts as a 
signal of poorer quality, instead they see it as an opportunity to get high quality products with cheaper 
prices (Nikabadi, Safui, & Agheshlouei, 2015). Hence, sellers use monetary promotions to attract 
customers’ purchase intention by reducing the barter value for the same quality of a product. H6: 
Monetary Promotions have positive significant influence on Purchase Intention through Perceived 
Quality.
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Customers consider the perception of quality as a specific concept based on product features 
(Saleem et al., 2015). A low perceived quality may result in a lower buying intention, as perceived 
quality is regarded as the main driver of purchase intention (Jacoby & Olson, 1985; Asshidin, Abidin, 
& Borhan, 2016). This view is supported by Jones et al. in Lee, Goh, & Noor (2019), who argued 
that perceived quality has a positive correlation to purchase intention. There is no study yet who have 
analyzed the impact of using non-monetary promotions on generating buying intentions by building 
perceived quality, and there is little attention given to the study of non-monetary promotions within 
the literature. Non-monetary promotion is believed to positively affect perceived quality (Buil et al., 
2013; Zeng & Hao, 2016) and perceived quality is believed to be a strong determinant of purchase 
intention. H7: Non-Monetary Promotions have positive significant influence on Purchase Intention 
through Perceived Quality.

RESEARCH METHODOLOGY

Population in this research are consumers in Indonesia who are familiar with e-commerce platforms 
and have conducted a transaction for fashion products within before. Fashion products were not limited 
to specific categories. Purposive sampling was used through the use of non-probability sampling. 
This research utilized enclosed questionnaires. The score weighting to measure questionnaire items 
utilized Likert scale.

In this research, collected are 266 respondence. 5 persons do not fit criteria 2, as they never 
shopped in e-commerce and it became 261 persons. 36 persons and 9 persons do not fit criteria 3, as 
they never bought fashion products in local or international e-commerce. Therefore, total respondents 
who fit the sample criteria were 216 respondents. 111 persons chose local e-commerce as their most 
used platform, and 105 persons chose foreign or international e-commerce as their most used platform. 
These respondents have come from various backgrounds but have a common ground in which they 
have purchased fashion items from local or foreign e-commerce. Data analysis for this research using 
path analysis. The first analysis is done by computing the path between independent variable toward 
intervening variable, and second by measuring the relation between independent variable toward 
dependent variable through mediation or intervening variable.

RESULTS AND DISCUSSION

The majority of respondents were female, amounting to 64.4% respondents. Compared with the number 
of male respondents which is only 35.6%. The characteristics of consumers of the fashion industry in 
e-commerce platforms based on age, the majority are 21 - 30 years old by 75.9%. Following behind 
are the age categories below 20 years old by 15.7%, 31 - 40 years old and 41 - 50 years both by 3.2% 
and lastly age 51 and above by 1.9%. We can conclude that the majority of users are from Y and 
Z generations, followed by X generation. It is aligned with Dhanapal (2015) and Salelaw & Singh 
(2016) in their research which stated that generation Z and Y are more familiar with using internet 
technology, followed by generation X and lastly by Baby Boomers. As the majority user of the internet 
technology, the younger generations (generation Z and Y) tend to shop online (Dholakia, Joines et.al 
in Dhanapal, 2015). Therefore it is aligned with the previous studies, the majority of consumers of 
the fashion industry in e-commerce platforms are also generation Y and Z in this research as they 
are more connected and aware of the digital world (Salelaw & Singh, 2016).

Most preferred e-commerce belongs to local e-commerce which amounts to 51.4% respondents. 
Trailing behind with a slight difference, is the preference for international or foreign e-commerce by 
48.6%. These findings are new insights, as there is a slight difference with Iprice’s top used mobile 
apps for e-commerce in 2019, which are mostly led by foreign or international e-commerce and 
followed closely by local e-commerce. By looking at this situation, it can be concluded that both local 
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and international e-commerces are still fiercely competing with each other, as they keep overtaken 
one another by a slight difference.

This study seeks the direct and indirect influence, mediated through perceived quality, of monetary 
and non-monetary promotions on purchase intention in the fashion industry of local and international 
e-commerce in Indonesia. The results for both local and international e-commerce are shown in 2 sub-
structures of path analysis. The first is the relation between monetary and non-monetary promotions 
towards perceived quality, the second being the relation between monetary promotions, non-monetary 
promotions, and perceived quality towards purchase intention.

For the first substructure both of the sales promotions have a positive significant influence on 
perceived quality in local and international e-commerce, hence hypothesis 1 and 2 are accepted. It can 
be concluded that by using monetary and non-monetary promotions, it will not damage customers’ 
perceived quality and even can strengthen it. Because the majority of customers (which are college 
students in this research) see monetary promotions as an opportunity to get fashion products that 
they need or want with more affordable prices. As for the non-monetary promotions, they see it as 
a bonus or gift that works as a generous act from the companies that brings joyful experiences and 
positive feelings towards the products. These results are aligned with the previous studies by Nikabadi, 
Safui, & Agheshlouei (2015), Salelaw & Singh (2016), and Saif, Ahmed, Shareef, & Khalid (2018).

For the second substructure, interestingly, monetary promotions do not have significant influence 
toward purchase intention, neither does non-monetary promotions. However, perceived quality has a 
positive significant influence on purchase intention. These results show that hypothesis 3, 4, 6, 7 are 
rejected and hypothesis 5 is accepted. It is proven that customers’ in Indonesia use their perceived 
quality as one of the considerations in purchasing a product. If a product has a high perceived quality, 
it ensures the product reliability, sustainability, and durability (Saleem et al., 2015). A high perceived 
quality also indicates high purchase intention (Rush & Oliver in Das, 2015). Therefore, it is important 
to maintain customers’ perceived quality by providing clear and comprehensive information about the 
product so that customers can make the right judgement about the product. The influence of monetary 
and non-monetary promotions on purchase intention show interesting results when tested, which is 
both insignificant. These results are different from previous studies by Pai, Chen, Yeh, & Metghalchi 
(2017) who argued both of monetary and non-monetary promotions have significant influences on 
purchase intention. We consolidate that monetary promotion specifically discount for fashion products 
sold in e-commerce weave customers rational aspects and prudence, at the expense of acquiring 
benefits or gains offered which is the product itself, when customers are initiating a purchase. This 
is explained by Puri in Santini et al. (2015) where their actions are the result of evaluating costs, not 
the offered benefits. It is also probable that the discount was not deemed big enough for the gains. 
Based on the indirect influence we can conclude that customers of the fashion industry in both local 
and international e-commerce see sales promotion and the product’s quality separately in considering 
a purchase. They are not aware of the possibility of different prices, different quality of the product. 
This condition may be due to the nature of fashion brands in e-commerce that rarely sells rejected 
products with cheaper prices online. They prefer selling standardized products to keep their reputation.

The same for the influence of non-monetary promotion on purchase intention, which also 
insignificant. Most of Indonesian customers tend to focus only on the product that they need or 
want and the price that they need to sacrifice for it. Although non-monetary promotion gives more 
value to the products, it is not strong enough to drive purchase intention because a customer may 
have wanted the sold product but not the specified free gift instead. Therefore, when non-monetary 
promotions are intermediated by perceived quality, the influence of perceived quality is not strong 
enough to increase purchase intention.
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Table 1. Structures Results Summary for Local E-Commerce

Direct Influence

Path Coefficient Sig Result

Monetary Promotions -> 
Perceived Quality

0.241 0.016 Significant

Non-Monetary Promotions 
-> Perceived Quality

0.326 0.001 Significant

Monetary Promotions -> 
Purchase Intention

0.167 0.066 Insignificant

Non-Monetary Promotions 
-> Purchase Intention

-0.166 0.075 Insignificant

Perceived Quality -> 
Purchase Intention

0.622 0.000 Significant

Indirect Influence

Monetary Promotions -> 
Purchase Intention through 
Perceived Quality

0.241 x 0.622 = 0.150

Non-Monetary Promotions 
-> Purchase Intention 
through Perceived Quality

0.326 x 0.622 = 0.203

Source: Results of Data Processing (2020)

Table 2. Structures Results Summary for International E-Commerce

Direct Influence

Path Coefficient Sig Result

Monetary Promotions -> 
Perceived Quality

0.224 0.024 Significant

Non-Monetary Promotions 
-> Perceived Quality

0.486 0.000 Significant

Monetary Promotions -> 
Purchase Intention

0.162 0.147 Insignificant

Non-Monetary Promotions 
-> Purchase Intention

-0.161 0.185 Insignificant

Perceived Quality -> 
Purchase Intention

0.550 0.000 Significant

Indirect Influence

Monetary Promotions -> 
Purchase Intention through 
Perceived Quality

0.224 x 0.550 = 0.123

Non-Monetary Promotions 
-> Purchase Intention 
through Perceived Quality

0.486 x 0.550 = 0.267

Source: Results of Data Processing (2020)
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CONCLUSIONS

Since monetary sales promotion is accepted well without harming the perceived quality of a product, 
local e-commerce can keep using monetary promotion strategies online. To improve their monetary 
promotions, e-commerce should collaborate with fashion brands to arrange their promotions strategy 
by matching it with their customers’ cycle and their product life cycle, such as discounts for products 
in decline state and discounts in the end of the month (after payday). At the same time, e-commerce 
should research to develop strategies which could build quality perceptions more. Based on the results 
of this research, non-monetary promotions can build perceived quality for fashion products highly in 
international e-commerce more than local e-commerce. Looking at this situation, local e-commerce 
should create and improve their non-monetary promotions by seeking the suitable or preferred type of 
gift (or other type of non-monetary promotions) for their customers. Because monetary sales promotion 
does not entice customers to initiate a purchase, local e-commerce platforms along with fashion brands 
need to work on revamping the discounting strategy, such as utilizing non-frequent but large seasonal 
discounts such as for payday and mixing with other marketing strategies to reinvigorate customers’ 
interest so that the use of monetary promotions such as discount can finally influence customers to 
purchase. Due to insufficient influence non-monetary promotions produce toward purchase intention, 
local e-commerce and fashion brands should research the preferred type of non-monetary promotions. 
Therefore not only non-monetary promotions can strengthen perceived quality, but also influence 
customers’ purchase intention. Customers’ judgement about a whole product is one of the main 
considerations when purchasing a product especially when it comes to fashion products. Therefore, 
it is important for local e-commerce to guide their seller to keep the information of a product as clear 
and complete as possible, so it will not interfere the consideration of purchasing.
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