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(Boy Candra) 
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ABSTRAK 

 

Santi Nuraina, 20210510039. Pengaruh Digital Marketing, Electronic Word of 

Mouth (E-WOM), dan Promosi Penjualan Terhadap Keputusan Pembelian Pada E-

Commerce Tokopedia (Survei pada Masyarakat Kabupaten Kuningan). Skripsi. 

Program Studi Manajemen, Fakultas Ekonomi dan Bisnis Universitas Kuningan. 

Pembimbing I : Dr. Hj. Lili Karmela Fitriani, S.E., M.Si. dan Pembimbing II : 

Fauziyah Adzimatinur, S.E., M.Si. 

 

Penelitian ini bertujuan untuk mengetahui dan menganalisis adanya pengaruh 

Digital Marketing, Electronic Word of Mouth (E-WOM), dan Promosi Penjualan 

Terhadap Keputusan Pembelian Pada E-Commerce Tokopedia secara parsial dan 

simultan. Metode yang digunakan dalam penelitian ini adalah metode survei dan 

pendekatan kuantitatif dengan jenis penelitian korelasional deskriptif. Populasi 

dalam penelitian ini yaitu pengguna E-commerce Tokopedia di Kabupaten 

Kuningan. Sampel yang digunakan dalam penelitian ini yaitu sebanyak 250 

responden. Teknik pengumpulan data menggunakan kuesioner dengan skala 

pengukuran yang digunakan interval yaitu skor 1-10. Untuk analisis data dalam 

penelitian ini menggunakan analisis regresi linear berganda. Hasil dalam penelitian 

ini menunjukkan bahwa : 1) Digital Marketing, Electronic Word of Mouth, dan 

Promosi Penjualan berpengaruh signifikan secara simultan terhadap keputusan 

pembelian, 2) Digital Marketing berpengaruh positif dan signifikan terhadap 

keputusan pembelian, 3) Electronic Word of Mouth berpengaruh positif dan 

signifikan terhadap keputusan pembelian, 4) Promosi Penjualan berpengaruh 

positif dan signifikan terhadap keputusan pembelian. 

 

Kata Kunci: Digital Marketing, Electronic Word of Mouth, Promosi Penjualan, E-

Commerce, Tokopedia. 
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ABSTRACT 

 

Santi Nuraina, 20210510039. The Influence of Digital Marketing, Electronic Word 

of Mouth (E-WOM), and Sales Promotion on Purchase Decisions in Tokopedia E-

Commerce (Survey on the Community of Kuningan Regency). Thesis. Management 

Study Program, Faculty of Economics and Business, Kuningan University. Advisor 

I: Dr. Hj. Lili Karmela Fitriani, S.E., M.Si. and Advisor II: Fauziyah Adzimatinur, 

S.E., M.Si. 

 

This Study aimed to determine and analyze the influence of Digital Marketing, 

Electronic Word of Mouth (E-WOM), and Sales Promotion on Purchase Decisions 

on Tokopedia E-Commerce, both partially and simultaneously. The method used in 

this research was a survey method with a quantitative approach and descriptive 

correlational research type. The population in this study consisted of Tokopedia e-

commerce users in Kuningan Regency. The sample used in this study was 250 

respondents. The data collection technique used a questionnaire with an interval 

scale ranging from 1 to 10. The data analysis method employed multiple linear 

regression analysis. The results of this study showed that: 1) Digital Marketing, 

Electronic Word of Mouth, and Sales Promotion had a significant simulthaneous 

effect on purchase decisions, 2)Digital Marketing had a positive and significant 

effect on purchase decisions, 3) Electronic Word of Mouth had a positive and 

significant, 4) Sales Promotion had a positive and significant effect on purchase 

decisions. 

 

Keywoards: Digital Marketing, Electronic Word of Mouth, Sales Promotion, E-

Commerce, Tokopedia. 
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