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ABSTRAK

Penelitian ini bertujuan untuk menganalisis pengaruh User-Generated
Content terhadap keputusan pembelian produk Pixy di Surabaya melalui Brand
Engagement sebagai variabel mediasi. Penelitian ini menggunakan pendekatan
kuantitatif dengan metode survei terhadap 100 responden yang merupakan
pengguna Shopee dan pernah membeli produk Pixy. Teknik pengambilan sampel
yang digunakan adalah purposive sampling, dengan pengumpulan data melalui
kuesioner. Analisis data dilakukan menggunakan aplikasi SPSS dengan pengujian
meliputi uji validitas, reliabilitas, serta analisis jalur untuk menguji pengaruh
langsung dan tidak langsung antar variabel. Hasil penelitian menunjukkan bahwa
User-Generated Content berpengaruh positif dan signifikan terhadap brand
engagement, serta berpengaruh positif dan signifikan terhadap keputusan pembelian.
Selain itu, Brand Engagement juga berpengaruh positif dan signifikan terhadap
keputusan pembelian. Hasil uji mediasi membuktikan bahwa Brand Engagement
mampu memediasi pengaruh User-Generated Content terhadap keputusan
pembelian produk Pixy di Surabaya. Temuan ini menegaskan bahwa konten yang
dihasilkan oleh pengguna pada platform Shopee dapat meningkatkan keterlibatan
merek dan mendorong keputusan pembelian konsumen.

Kata kunci: User-Generated Content, Brand Engagement, Keputusan Pembelian,
Shopee, Pixy.
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ABSTRACT

This study aims to analyze the influence of User-Generated Content on purchasing
decisions for Pixy products in Surabaya through Brand Engagement as a mediating
variable. This study used a quantitative approach with a survey method of 100
respondents who were Shopee users and had purchased Pixy products. The
sampling technique used was purposive sampling, with data collected through a
questionnaire. Data analysis was conducted using SPSS, with tests including
validity and reliability, and path analysis to examine the direct and indirect effects
between variables. The results showed that User-Generated Content had a positive
and significant effect on Brand Engagement and a positive and significant effect on
purchasing decisions. Furthermore, Brand Engagement also had a positive and
significant effect on purchasing decisions. The results of the mediation test
demonstrated that Brand Engagement was able to mediate the influence of User-
Generated Content on purchasing decisions for Pixy products in Surabaya. These
findings confirm that User-Generated Content on the Shopee platform can increase
Brand Engagement and drive consumer purchasing decisions.

Keywords: User-Generated Content, Brand Engagement, Purchase Decision,
Shopee, Pixy.
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