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ABSTRAK

Penelitianinidilakukandengantujuanuntukmengetahuiseberapakuatpengaru
hViral Marketing, Harga,
danKepercayaanKonsumenTerhadapKeputusanPembelianProdukMelaluiSitusBel
anjaOnlineShopee. Adapun yang
menjadilatarbelakangpenelitianinikarenadalambeberapatahunterakhir,
adanyafenomenamunculnyasitus-situse-commerce di Indonesia
membuatmasyarakatmulaiberalihmenggunakane-
commercedalammemenuhikebutuhandankeinginannya,
mampumemudahkanmasyarakatuntukmelakukantransaksipembeliansuatuprodukta
npaharusmengunjungitoko-
tokokomersilsehinggalebihefisiendarisegibiayadanwaktu. Dan
jugadapatdilakukankapansajadandimanasajakarenatidakadanyabatasanuntukmelak
ukansetiaptransaksipembelian. Teknikpengampilansampel yang
digunakanadalahmetodesampel non-probabilitas (Non-probability Sampling
Methods). Metodeanalisis yang
digunakandalammengujihipotesisdalampenelitianiniadalahregresi linear berganda.
Hasilpenelitianinimenunjukkanbahwa viral marketing, harga,
dankepercayaankonsumenmemilikipengaruh yang
kuatterhadapkeputusanpembelianprodukmelaluisitusbelanjaonline Shoppe.

Kata Kunci :Viral Marketing, Harga, KepercayaanKonsumen, Keputusan
Pembelian, Shopee
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ABSTRACT

This research was conducted with the aim to find out how strong the
influence of Viral Marketing, Price, and Consumer Confidence on Product
Purchasing Decisions ThroughShopee Online Shopping Sites. As for the
background of this research because in recent years, the phenomenon of the
emergence of e-commerce sites in Indonesia has made people start switching to
using e-commerce to meet their needs and desires, able to facilitate the public to
make purchases of a product without having to visit commercial shops so it is
more efficient in terms of cost and time. And also can be done anytime and
anywhere because there are no restrictions to make every purchase transaction.
The sampling technique used is the non-probability sampling method. The
analytical method used in testing the hypothesis in this study is multiple linear
regression. The results of this study indicate that viral marketing, price, and
consumer confidence have a strong influence on product purchasing decisions
through the online shopping site Shoppe.

Keywords: Viral Marketing, Price, Consumer Confidence, Decisions Purchase,
Shopee


