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ABSTRAK

Penelitian tertulis menggunakan aplikasi Shopee dalam mengetahui pengaruh
pemasaran digital dan konten terhadap keputusan pembelian konsumen. Metode
penelitian digunakan yakni metode kuantitatif. Metode pengambilan sampel
digunakan dalam penelitian tertulis yakni purposive sampling. Mahasiswa yang
memenuhi persyaratan tertentu, seperti terdaftar sebagai mahasiswa tetap di
Fakultas Ekonomi dan Bisnis Universitas Wijaya Kusuma Surabaya dan telah
mengunduh serta menggunakan aplikasi Shopee, diberikan kuesioner. Terdapat
sembilan puluh dua responden dalam penelitian tertulis yang memenuhi
persyaratan. Skala likert digunakan dalam penyebaran kuesioner. Analisis regresi
linier berganda digunakan dalam analisis data penelitian tertulis, yang
dilaksanakan dengan perangkat lunak SPSS 25. Hasil uji regresi individual
memperhatikan pemasaran konten dan pemasaran digital dengan pengaruh
substansial terhadap penilaian yang dibuat tentang apa yang akan dibeli
menggunakan aplikasi Shopee.

Kata Kunci: Digital Marketing, Content Marketing, Keputusan Pembelian
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ABSTRACT

Using the Shopee app, this study seeks to ascertain how digital and content
marketing affect consumers' decisions to buy. A quantitative technique is
employed as the research method. Purposive sampling is the method of sampling
that was applied in this research. Students who meet certain requirements, such
as being enrolled full-time in the Faculty of Economics and Business at Wijaya
Kusuma University Surabaya and having downloaded and utilized the Shopee app,
are given questionnaires. There were ninety-two respondents in this study who
satisfied the requirements. Likert scales were used in the distribution of the
questionnaire. Multiple linear regression analysis was used in this study's data
analysis, which was carried out with SPSS 25 software. The results of the
individual regression tests showed that both content marketing and digital
marketing had a substantial impact on judgments made about what to buy using

the Shopee app.

Keywords: Digital Marketing, Content Marketing, Purchasing Decisions
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