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ABSTRAK

PENGARUH DIGITAL MARKETING DAN ELECTRONIC WORD OF MOUTH

TERHADAP IMPLUSE BUYING RUNNING SHOES

ADIDAS DI SURABAYA

Oleh:

SYAHRUL HIKAM
20012010299/FEB/EM

Salah satu aspek bisnis yang menjadi fenomena dalam masyarakat saat ini

adalah bisnis di sektor fashion termasuk running shoes. Nike dan Adidas

mendominasi pasar running shoes di Indonesia dari 2019 hingga 2023 dengan

nilai pangsa pasar Adidas mengalami penurunan sejak 2021. Penelitian ini

bertujuan untuk menguji pengaruh Digital Marketing dan Electronic Word of

Mouth (e-WoM) terhadap perilaku impulse buying pada produk running shoes

Adidas. Metode penelitian yang digunakan adalah kuantitatif dengan

pendekatan survei, melibatkan 100 responden yang dipilih menggunakan teknik

purposive sampling. Populasi penelitian adalah orang-orang yang berdomisili di

Surabaya, berusia di atas 17 tahun, memiliki pengalaman menerima informasi

tentang produk Adidas, dan pernah melakukan pembelian impulsif. Data primer

dikumpulkan melalui kuesioner skala Likert lima poin dan dianalisis

menggunakan Structural Equation Model (SEM) PLS. Hasil penelitian

menunjukkan bahwa Digital Marketing dan e-WoM memiliki pengaruh

signifikan terhadap impulse buying, dengan e-WoM menunjukkan pengaruh

yang lebih signifikan (0,570>0,347).

Kata Kunci: Digital Marketing, e-WoM, Impulse Buying
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ABSTRACT

THE INFLUENCE OF DIGITAL MARKETING AND ELECTRONIC WORD OF

MOUTH ON IMPULSE BUYING OF ADIDAS

RUNNING SHOES IN SURABAYA

By:

SYAHRUL HIKAM
20012010299/FEB/EM

One of the business aspects that has become a significant phenomenon in

today's society is the fashion sector, including running shoes. Nike and Adidas

have dominated the sports shoe market in Indonesia from 2019 to 2023, with

Adidas's market share experiencing a decline since 2021. This study aims to

examine the influence of Digital Marketing and Electronic Word of Mouth (e-

WoM) on impulse buying behavior for Adidas running shoes. The research

method employed is quantitative with a survey approach, involving 100

respondents selected using purposive sampling techniques. The study

population includes individuals residing in Surabaya, aged over 17 years, with

experience receiving information about Adidas products and having made

impulsive purchases. Primary data were collected through a five-point Likert

scale questionnaire and analyzed using Structural Equation Model (SEM) PLS.

The results show that both Digital Marketing and e-WoM have a significant

impact on impulse buying, with e-WoM exhibiting a more substantial influence

(0.570 > 0.347).

Keywords: Digital Marketing, e-WoM, Impulse Buying
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