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ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh Electronic Word of Mouth, Brand Trust,
dan Brand Ambassador terhadap keputusan pembelian Shopee (studi kasus pada konsumen
generasi z di Indonesia). Populasi pada penelitian ini adalah generasi z yang lahir pada tahun
1995-2005, pernah melakukan pembelian di Shopee minimal satu kali, berdomisili di
Indonesia. . Jumlah sampel pada penelitian ini adalah 130 responden. Penelitian ini
menggunakan pendekatan kuantitatif dan deskriptif. Jenis data yang digunakan dalam
penelitian ini adalah data primer. Instrumen pengumpulan data berupa kuesioner dengan teknik
non-probability sampling dengan metode purposive sampling. Pengambilan data digunakan
dengan metode kuesioner yang disebarkan melaui google form. Teknik analisis data yang
digunakan meliputi uji validitas, uji reliabilitas, uji linear berganda, uji parsial, uji simultan dan
uji koefisien determinasi. Hasil penelitian uji parsial ini menunjukkan bahwa (X1) Electronic
Word of Mouth berpengaruh positif dan signifikan terhadap keputusan pembelian (X2) Brand
Trust berpengaruh positif dan signifikan terhadap keputusan pembelian, (X3) Brand
Ambassador berpengaruh negatif dan tidak signfikan terhadap () keputusan pembelian. Hasil
penelitian uji simultan ini menunjukkan bahwa (X1) Electronic Word of Mouth, (X2) Brand
Trust, dan (X3) Brand Ambassador secara simultan berpengaruh positif dan signifikan
terhadap (Y) keputusan pembelian pembelian. Berdasarkan hasil uji kefisien determinasi
diperoleh hasil bahwa seuluruh variabel independen mempengaruhi keputusan pembelian
sebanyak 62,8% serta 37,2% ditentukan oleh variabel lain yang tidak diselidiki dalam
penelitian ini

Kata Kunci : Electronic Word of Mouth, Brand Trust, dan Brand Ambassador terhadap
keputusan pembelian
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ABSTRAK

This study aims to determine the effect of Electronic Word of Mouth Brand Trust and Brand
Ambassadors on Shopee purchasing decisions (a case study on generation z consumers in
Indonesia). The population in this study is the z generation born in 1995-2005, have made
purchases at Shopee at least once, domiciled in Indonesia. The number of samples in this study
were 130 respondents. This study used a quantitative and descriptive approach. The type of
data used in this research is primary data. The data collection instrument was a questionnaire
using a non-probability sampling technique using a purposive sampling method. Data
collection was used by the questionnaire method which was distributed via Google form. Data
analysis techniques used include validity test, reliability test, multiple linear test, partial test,
simultaneous test and coefficient of determination test. The results of this partial test study show
that (X1) Electronic Word of Mouth has a positive and significant effect on purchasing
decisions (X2) Brand Trust has a positive and significant effect on purchasing decisions, (X3)
Brand Ambassador has a negative and not significant effect on (Y) purchasing decisions. The
results of this simultaneous test research show that (X1) Electronic Word of Mouth (2) Brand
Trust, and (X3) Brand Ambassadors simultaneously have a positive and significant effect on
(Y) purchasing decisions. Based on the results of the determination coefficient test, it was found
that all independent variables influenced the purchasing decision by 62.8% and 37.2% were
determined by other variables not investigated in this study Keywords: Electronic Word of
Mouch Brand Truet and Brand Ambassador on purchasing decisions

Kata Kunci : Electronic Word of Mouth, Brand Trust, dan Brand Ambassador terhadap
keputusan pembelian
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