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ABSTRAKSI

Perkembangan zaman telah mengubah cara hidup dan budaya manusia
terutama dalam berkomunikasi, salah satunya melalui Internet. Perluasan jaringan
yang semakin dikembangkan dengan jangkauan keseluruh plosok wilayah
Indonesia memudahkan masyarakat untuk berkomunikasi.

E-commerce menjadi sarana transaksi mengenalkan produk dan jasa atau
lebih dikenal dengan social media marketing. Bagi perushaan E-commerce
penelitian ini dapat memberi masukan atau sumbangan pikiran dalam
pengambilan keputusan mengenai usaha meningkatkan kepuasan konsumen dan
diharapkan dapat mendukung program peningkatan jumlah penggunaan website
market place sebagai sarana pembelian konsumen.

Penelitian ini  merupakan penelitiaan Kualitatif yang bertujuan
mengumpulkan berbagai informasi tentang apa yang dialami oleh subjek
penelitian tidak lain mengenai perilaku, motivasi, persepsi, tindakan dil. Menurut
Moleong (2005:6).

Dengan teknik analisa Regresi Linier Berganda dengan menguji untuk
kebenaran hipotesa dari beberapa kompinen meliputi : Content Creation, Content
Sharing, Conecting, Comuniity Building yang berpengaruh terhadaap keputusan
pembelian produuk melalui media sosial marketing di Tokopedia di wilayah
Surabaya barat. Fungsi Linier berganda dalam penelitian ini adalah
Y=a+b1X1+b2 X>+b3 Xz+b4 Xst+e
Y=5,646+0,113X1+0,128X>+0,139X3+0,182X4s+e

Melibatkan 110 orang responden dengan 107 kuesioner yang dapat diolah
telah menghasilkan informasi yang mempengaruhi sosial media marketing
terhadap keputusan pembelian di Tokopedia di Surabaya Barat.

Berdasarkan hasiil uji F diketahui nilai F hitung 4,254 > F tabel 2,46 dengan
memiliki tingkat signifikan sebesar 0,003 lebih kecil dari 0,05 atau 5%.

Melalui Uji t pada tabel 4,8 manghasilkan data dimana semua variabel
bebas berpengaruh signifikan secara parsial terhadap keputusan pembelian di
Tokopedia di Surabaya barat, (X1) t hitung (2,437) > t tabel (1,9835), (X2) t hitung
(2,216) > t tabel (1,9835), (X3) t hitung (2,533) > t tabel (1,9835), (X4) t hitung
(2,533) >t tabel (1,9835) dengan tingkat signifikasi 0,017 < 0,05 oleh karena itu
dapat diketahui bahwa setiap variabel (X1, X2, X3, X4) berpengaruh signifikan
terhadap keputusan pembelian (Y) di Tokopedia di Surbaya Barat.

Kata Kunci: Sosial Media Marketing, Keputusan Pembelian
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ABSTRACTION

The times have changed the way of life and human culture, especially in
communicating, one of which is through the Internet. Network expansion that is
increasingly being developed to reach all corners of Indonesia makes it easier for
people to communicate.

E-commerce is a means of transaction to introduce products and services
or better known as social media marketing. For E-commerce companies this
research can provide input or contribution of thoughts in making decisions about
efforts to increase customer satisfaction and is expected to support the program to
increase the number of use of the market place website as a means of consumer
purchases.

This research is a qualitative research which aims to collect various
information about what is experienced by research subjects, none other than
behavior, motivation, perceptions, actions etc. According to Moleong (2005: 6).

With the Multiple Linear Regression analysis technique by testing for the
correctness of the hypothesis of several components including: Content Creation,
Content Sharing, Conecting, Community Building which affects product
purchasing decisions through social media marketing at Tokopedia in the West
Surabaya area. The multiple linear functions in this study are: Y = a + b1X1 + b2
X2+b3 X3+b4 X4+e
Y =5,646 + 0,113X1 + 0,128X2 + 0,139X3 + 0,182X4 + e

Involving 110 respondents with 107 questionnaires that can be processed
has resulted in information that affects social media marketing on purchasing
decisions at Tokopedia in West Surabaya.

Based on the results of the F test, it is known that the value of F calculated
is 4.254> F table 2.46 with a significant level of 0.003 less than 0.05 or 5%.

Through the t test in table 4.8 produces data where all independent
variables have a partially significant effect on purchasing decisions at Tokopedia
in West Surabaya, (X1) t count (2.437)> t table (1.9835), (X2) t count ( 2,216)> t
table (1.9835), (X3) t count (2.533)> t table (1.9835), (X4) t count (2.533)> t table
(1.9835) with a significance level of 0.017 <0 , 05 therefore it can be seen that
each variable (X1, X2, X3, X4) has a significant effect on purchasing decisions
(YY) in Tokopedia in West Surbaya.

Keywords: Social Media Marketing, Purchasing Decisions
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