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ABSTRAK 

Yanti Grace Hutasoit (200402010182), Pengaruh Marketing Mix Dan 

Electronic Word of Mouth Terhadap Consumer Satisfaction Pada E- 

Commerce Shopee Live (Studi pada Konsumen The Originote di Kota 

Surabaya). Pembimbing Dra. Sonja Andarini, M.Si 

 Perkembangan teknologi dan transformasi digital saat ini telahsmembawa 

perubahansbesar salah satunya perubahan dalam hal berbelanja. Begitu juga 

dengan persaingan industri bisnis kecantikan salah satunya The Originote 

sebagi objek penelitian ini telah berhasil memanfaatkan e-commerce shopee 

live sebagai saran pemasaran produknya. Penelitiansini bertujuansuntuk 

mengidentifikasi dan mengetahuisPengaruhsMarketing Mixsdan Electronic 

Wordsof Mouth terhadapsConsumer Satisfaction pada E-commercesShopee 

Live (Studi pada Konsumen The Originote di Kota Surabaya). Metode 

penelitian ini bersifat kuantitatif, menggunakan kuesioner yang disebarkan 

kepada 160 responden. Populasi penelitian terdiri dari konsumen produk The 

Originote yang berdomisili di Kota Surabaya tahun 2023 dengan metode 

purposivessampling. Metode analisis data yang digunakan adalah regresi 

linear berganda. Hasil penelitian ini adalah 1) Variabel marketing mix yang 

terdiri dari product, price, promotion, place dan variabel electronic word of 

mouthsberpengaruh secara simultan terhadap consumer satisfaction pada 

produk The Originote di Kota Surabaya pada shopee live. 2) Product secara 

parsial berpengaruh positif tetapi tidak signifikan terhadap 

consumerssatisfaction terhadap consumer satisfaction pada produk The 

Originote di Kota Surabaya pada Shopee Live pada produk The Originote di 

Kota Surabaya pada shopee live. 3) Price secara parsial berpengaruhspositif 

yang signifikansterhadap consumerssatisfaction pada produk The Originote 

di Kota Surabaya pada shopee live. 4) Promotion secara parsial 

berpengaruhsnegatif dan tidak signifikansterhadap consumerssatisfaction. 5) 

Place secara parsial berpengaruh positif tetapi tidak signifikan terhadap 

consumer satisfaction pada produk The Originote di Kota Surabaya pada 

shopee live. 6) Electronicsword ofsmouth secara parsial berpengaruhspositif 

yang signifikansterhadap consumer satisfaction pada produk The Originote di 

Kota Surabaya pada shopee live. 

Kata kunci: Marketing Mix, Product, Price, Promotion, Place, Electronic 

Word of Mouth, Consumer Satisfaction 
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ABSTRACT 

Yanti Grace Hutasoit (20042010182), Influence of Marketing Mix and 

Electronic Word of Mouth on Consumer Satisfaction in Shopee Live E-

commerce (A Study on The Originote Consumers in Surabaya. Supervisor 

Dra. Sonja Andarini. M.Si 

The current development of technology and digital transformation has 

brought significant changes, one of which is the transformation in shopping 

behavior. Similarly, in the competitive beauty industry, The Originote, as the 

subject of this research, has successfully utilized Shopee Live as a platform 

for marketing its products. This study aims to identify and understand the 

influence of the Marketing Mix and Electronic Word of Mouth on Consumer 

Satisfaction in Shopee Live E-commerce (A Study on The Originote 

Consumers in Surabaya City). The research method is quantitative, using a 

questionnaire distributed to 160 respondents. The research population 

consists of The Originote product consumers residing in Surabaya City in 

2023, selected through purposive sampling. The data analysis method used is 

multiple linear regression.. The results of this research are as follows: 1) The 

marketing mix variables, consisting of product, price, promotion, and place, 

along with the electronic word of mouth variable, collectively influence 

consumer satisfaction with The Originote products in Surabaya City on 

Shopee Live. 2) Product, partially, has a positive but not significant impact 

on consumer satisfaction with The Originote products in Surabaya City on 

Shopee Live. 3) Price, partially, has a significant positive impact on consumer 

satisfaction with The Originote products in Surabaya City on Shopee Live. 4) 

Promotion, partially, has a negative but not significant impact on consumer 

satisfaction. 5) Place, partially, has a positive but not significant impact on 

consumer satisfaction with The Originote products in Surabaya City on 

Shopee Live. 6) Electronic Word of Mouth, partially, has a significant positive 

impact on consumer satisfaction with The Originote products in Surabaya 

City on Shopee Live. 

Keywords: Marketing Mix, Product, Price, Promotion, Place, Electronic 

Word of Mouth, Consumer Satisfaction 

 

 

 

 

 


