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ABSTRAK 

Penelitian ini bertujuan untuk membuktikan keputusan pembelian di e-commerce studi kasus 

pada e-commerce shopee dipadang. Studi empiris ini dilakukan untuk menganalisis hubungan 

Pengaruh Electronic Word Of Mouth, Dan Media Sosial Terhadap Keputusan Pembelian. Teknik 

analisis kualitatif digunakan untuk menguji dua hipotesis melalui survey yang menggunakan 

skala likert lima poin. Teknik pengambilam sampel dalam penelitian ini adalah purposive 

sampling. Data diperoleh dari 60 responden yang telah melakukan pembelian produk di shopee. 

Pengaruh antara faktor-faktor penentu dianalisis menggunakan software SPSS 16.0. hasil 

penelitian menunjukan bahwa Electronic Word Of Mouth berpengaruh positif terhadap 

Keputusan Pembelian Di E-Commerce Shopee. Media Sosial berpengaruh positif  terhadap 

Keputusan Pembelian Di E-Commerce Shopee. 
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ABSTRACT 

This study aims to prove purchasing decisions in e-commerce case studies on e-commerce 

shopee in Padang. This empirical study was conducted to analyze the relationship between the 

Effect Of Electronic Word Of Mouth, And Social Media On Purchase Decisions. Qualitative 

analysis techniques were used to test two hypotheses through a survey using a five-point Likert 

scale. The sampling technique in this research is purposive sampling. Data were obtained from 

60 respondents who had purchased products at shopee. The influence between the determinants 

was analyzed using SPSS 16.0 software. The results of the study show that Electronic Word Of 

Mouth has a positive effect on Purchase Decisions at Shopee E-Commerce. Social Media has a 

positive effect on Purchase Decisions at Shopee E-Commerce. 
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