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ABSTRAKSI 

DHYNA PUTRI WAHYU ANGGRAENY, 17042010122, PENGARUH 

DAYA TARIK IKLAN, E-WOM, CITRA PERUSAHAAN, DAN PERSEPSI 

HARGA TERHADAP MINAT BELI KONSUMEN DI SITUS BELANJA 

ONLINE TOKOPEDIA 

Penelitian ini bertujuan untuk mengetahui apakah daya tarik iklan, e-wom, citra 

perusahaan, dan persepsi harga memiliki pengaruh secara simultan dan secara 

parsial terhadap minat beli konsumen di situs belanja online tokopedia. Populasi 

pada penelitian ini adalah konsumen yang pernah melakukan pembelian di situs 

belanja online Tokopedia minimal 1 kali. Sampel yang digunakan sebanyak 100 

responden. Sampel tersebut diperoleh menggunakan kuesioner online dengan 

Google Form dengan Teknik non probability sampling dengan metode putposive 

sampling. 

 

Teknik alat uji analisis data yang digunakan adalah Analisis Regresi Linear 

Berganda menggunakan SPSS. Pengujian hipotesis dalam penelitian ini 

menggunakan model statistik yang meliputi Uji Validitas, Uji Reliabilitas, Uji 

Asumsi Klasik, Uji F dan Uji t.  

 

Hasil penelitian ini menunjukkan bahwa adanya pengaruh Daya Tarik Iklan, 

Electronic Word of Mouth (E-WOM), Citra Perusahaan, dan Persepsi Harga secara 

simultan terhadap minat beli konsumen. Secara parsial Daya Tarik Iklan, E-Wom, 

Citra Perusahaan memiliki pengaruh terhadap Minat Beli konsumen, sedangkan 

Persepsi Harga yang menunjukkan bahwa tidak memiliki pengaruh terhadap 

Minat Beli konsumen. 

Kata Kunci: Daya Tarik Iklan, Electronic Word of Mouth, Citra Perusahaan, 

Persepsi Harga, Minat Beli  
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ABSTRACTION 

DHYNA PUTRI WAHYU ANGGRAENY, 17042010122, THE EFFECT OF 

ADDRESSING ATTRACTION, E-WOM, COMPANY IMAGE, AND 

PRICE PERCEPTION ON CONSUMER BUYING INTEREST ON THE 

TOKOPEDIA ONLINE SHOPPING SITE 

This study aims to determine whether the attractiveness of advertising, e-wom, 

company image, and price perception have a simultaneous and partial influence 

on consumer buying interest on the online shopping site Tokopedia. The 

population in this study were consumers who had made a purchase on the online 

shopping site Tokopedia at least once. The sample used is 100 respondents. The 

sample was obtained using an online questionnaire with Google Form with a non-

probability sampling technique with a putposive sampling method. 

 

The data analysis test technique used is Multiple Linear Regression Analysis 

using SPSS. Hypothesis testing in this study uses statistical models which include 

Validity Test, Reliability Test, Classical Assumption Test, F Test and t Test. 

 

The results of this study indicate that there is an effect of Advertising 

Attractiveness, Electronic Word of Mouth (E-WOM), Company Image, and Price 

Perception simultaneously on consumer buying interest. Partially, Advertising 

Attractiveness, E-Wom, Company Image have an influence on consumer's buying 

interest, while price perception shows that it has no effect on consumer buying 

interest. 

Keywords: Advertising Attractiveness, Electronic Word of Mouth, Company 

Image, Price Perception, Buying Interest 
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