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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh digital marketing terhadap
keputusan pembelian konsumen di platform Shopee. Lima variabel digital
marketing yang diteliti meliputi pemasaran media sosial, pemasaran influencer,
Shopee Live, promosi penjualan, dan ulasan elektronik (E-WoM). Metode
penelitian yang digunakan adalah kuantitatif dengan pendekatan eksplanatori,
melibatkan 100 responden pengguna Shopee di Kota Bandung yang dipilih melalui
teknik purposive sampling. Data dikumpulkan menggunakan kuesioner online dan
dianalisis dengan regresi linear berganda. Hasil penelitian menunjukkan bahwa
kelima variabel digital marketing berpengaruh positif dan signifikan terhadap
keputusan pembelian, baik secara parsial maupun simultan. Promosi penjualan
terbukti sebagai variabel paling dominan, diikuti oleh ulasan elektronik, pemasaran
media sosial, pemasaran influencer, dan Shopee Live. Nilai Adjusted R Square
sebesar 0,703 mengindikasikan bahwa 70,3% variasi keputusan pembelian dapat
dijelaskan oleh kelima variabel tersebut. Implikasi penelitian ini memberikan
panduan bagi pelaku usaha dan platform Shopee untuk mengoptimalkan strategi
digital marketing, terutama promosi penjualan dan E-WoM, guna meningkatkan
konversi penjualan. Keterbatasan penelitian mencakup cakupan sampel yang
terbatas secara geografis dan penggunaan metode cross-sectional. Rekomendasi
untuk penelitian selanjutnya meliputi perluasan variabel, pendekatan longitudinal,
dan analisis komparatif antar platform e-commerce.

Kata Kunci: Digital marketing, keputusan pembelian, Shopee, promosi penjualan,
E-WoM.



ABSTRACT

This study aims to analyze the influence of digital marketing on consumer
purchasing decisions on the Shopee platform. The five digital marketing variables
examined include social media marketing, influencer marketing, Shopee Live, sales
promotions, and electronic word-of-mouth (E-WoM). The research method used
was quantitative with an explanatory approach, involving 100 Shopee users in
Bandung selected through purposive sampling. Data was collected using online
questionnaires and analyzed with multiple linear regression.The results indicate
that all five digital marketing variables have a positive and significant impact on
purchasing decisions, both partially and simultaneously. Sales promotions were
found to be the most dominant variable, followed by E-WoM, social media
marketing, influencer marketing, and Shopee Live. The Adjusted R Square value of
0.703 indicates that 70.3% of the variation in purchasing decisions can be
explained by these five variables. The implications of this study provide guidance
for businesses and the Shopee platform to optimize digital marketing strategies,
particularly sales promotions and E-WoM, to increase sales conversion.
Limitations of the study include the geographically limited sample and the use of a
cross-sectional method. Recommendations for future research include expanding
variables, adopting a longitudinal approach, and conducting comparative analyses
across e-commerce platforms.

Keywords: Digital marketing, purchasing decisions, Shopee, sales promotions, E-
WoM.
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