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Mouth Terhadap Keputusan Pembelian Secara Online Pada Situs Shopee 

Kintan Sasmadewi 

Mahasiswa S1 Jurusan Manajemen, Fakultas Ekonomi dan Bisnis, Universitas 

Bung Hatta, Sumatera Barat, Padang, 25586 

Email: kintansasmadewi8@gmail.com;  

ABSTRAK 

Penelitian ini bertujuan untuk melihat pengaruh Kepercayaan, Perceived 

Risk, dan Electronic Word Of Mouth (E-WOM) Terhadap Keputusan Pembelian 

Secara Online Pada Situs Shopee. Populasi dalam penelitian ini adalah 

masyarakat Padang yang akan melakukan pembelian di situs shopee. jumlah 

sampel yang ditetapkan peneliti adalah 80. Metode analisis menggunakan 

analisis regresi berganda. 

Berdasarkan hasil analisis dan pengujian yang telah dilakukan, dapat 

ditarik kesimpulan bahwa Kepercayaan berpengaruh positif dan signifikan 

terhadap kepuutusan pembelian online di situs Shopee. Perceived Risk tidak 

berpengaruh terhadap kepuutusan pembelian online di situs Shopee. Electronic 

Word Of Mouth berpengaruh positif dan signifikan terhadap kepuutusan 

pembelian online di situs Shopee. 

Peneliti mengharapkan agar pihak perusahaan mempertahankan 

kepercayaan konsumen serta meningkatkan pelayanan dari electronic word of 

mouthyang telah ada sebagai media yang akan memberikan manfaat, 

kenyamanan, dan juga kontrol diri yang baik saat melakukan kegiatan berbelanja 

online. Namun, pihak perusahaan sebaiknya menurunkan risiko bagi konsumen 

dalam belanja online seperti kesesuai barang, keamanan pengiriman dan kualitas 

produk untuk meningkatkan kenyamanan konsumen dalam berbelanja online di 

Shopee. 

Kata kunci : keputusan pembelian, kepercayaan, perceived risk, dan 

electronic word of mouth 
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ABSTRACT 

This study aims to see the influence of trust, perceived risk, and 

electronic Word of Mouth (E-WOM) on online purchasing decisions on the 

Shopee site. The population in this study are the people of Padang who will 

make purchases on the Shopee site. The number of samples set by researchers is 

80. The analysis method uses multiple regression analysis. 

Based on the results of the analysis and testing that has been carried out, 

it can be concluded that trust has a positive and significant effect on online 

purchases on the Shopee site. Perceived Risk has no effect on online purchases 

on the Shopee site. Electronic Word of Mouth has a positive and significant 

effect on online purchases on the Shopee site. 

Researchers expect that the company maintains consumer confidence and 

improving services from Electronic Word of Mouth that already exist as a 

medium that will provide benefits, comfort, and also good self -control when 

doing online shopping activities. However, the company should reduce the risk 

for consumers in online shopping such as the suitability of goods, safety of 

shipping and product quality to improve the comfort of consumers in shopping 

online at Shopee. 

Keywords: Purchasing Decisions, Trust, Perceived Risk, and Electronic 

Word of Mouth 
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