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ABSTRAK

Pertumbuhan e-commerce di Indonesia telah menciptakan peluang besar
bagi pelaku bisnis. Bonpay Rhanindi, produk abon pepaya inovatif dari Sidoarjo,
menghadapi tantangan berupa rendahnya kesadaran merek (brand awareness),
ulasan ekstrem pada Electronic word of mouth (e-WoM), dan penerapan integrated
marketing yang belum optimal sehingga berdampak pada penurunan penjualan
pada marketplace shopee. Penelitian ini bertujuan untuk menganalisis pengaruh
brand awareness (X1), e-WoM (X2), dan integrated marketing (X3) terhadap
keputusan pembelian (Y) konsumen Bonpay di Shopee. Pendekatan kuantitatif
dengan Structural Equation Modeling-Partial Least Square (SEM-PLS) digunakan
dalam penelitian ini. Data primer dikumpulkan melalui kuesioner dari 62 responden
yang dipilih dengan teknik purposive sampling. Hasil penelitian menunjukkan
bahwa secara parsial brand awareness (X1) berpengaruh signifikan terhadap
keputusan pembelian (Y) dengan nilai path coefficient sebesar 0,36, diikuti oleh e-
WoM (X2) dengan nilai 0,31, dan integrated marketing (X3) sebesar 0,34. Secara
simultan, ketiga variabel berkontribusi sebesar 65,3% terhadap keputusan
pembelian (R?=0,653). Di antara ketiga variabel, aktivitas e-WoM (X2), khususnya
melalui pemanfaatan ulasan konsumen, memiliki dampak paling berpengaruh
terhadap keputusan pembelian. Temuan ini memberikan rekomendasi untuk
optimalisasi strategi pemasaran digital guna meningkatkan penjualan di
marketplace Shopee.

Kata Kunci: Brand Awareness, Electronic Word of Mouth, Integrated Marketing,
Marketplace Shopee.
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ABSTRACT

The growth of e-commerce in Indonesia offers significant opportunities for
businesses but also presents new challenges. Bonpay Rhanindi, an innovative
papaya-based shredded meat product from Sidoarjo, faces issues such as low brand
awareness, extreme reviews in electronic word of mouth (e-WoM), and suboptimal
integrated marketing implementation, resulting in declining sales on the Shopee
marketplace. This study aims to analyze the influence of brand awareness (X1), e-
WoM (X2), and integrated marketing (X3) on purchasing decisions (Y). A
quantitative approach using Structural Equation Modeling-Partial Least Square
(SEM-PLS) was employed. Primary data were collected through questionnaires
distributed to 62 respondents using purposive sampling techniques. The results
reveal that partially, brand awareness (X1) has a path coefficient value of 0.36, e-
WoM (X2) 0.31, and integrated marketing (X3) 0.34 on purchasing decisions (Y).
Simultaneously, these three variables contribute 65.3% to purchasing decisions (R?
= (.653), with e-WoM being the most influential variable. These findings highlight
the importance of enhancing e-WoM strategies and strengthening brand awareness
to improve product competitiveness in e-commerce.

Keywords : Electronic word of mouth; purchase decision;, brand awareness,
integrated marketing

vii



DAFTAR ISI

Halaman

LEMBAR PENGESAHAN.....coottiiiiiiiiiiiiiteeeeeeeeeveeeeetvteveeev e i
SURAT PERNYATAAN ..o iii
KATA PENGANTAR ..ottt v
ABSTRAK ..ottt Vi
DAFTAR IST oottt aaeaeaeees viii
DAFTAR TABEL ...t X1
DAFTAR GAMBAR ..o xiii
DAFTAR LAMPIRAN ... X1V
I. PENDAHULUAN. ... 1
1.1 Latar Belakang ........ccccvveeiieeiiiie e e e 1

1.2 Rumusan Masalah ..., 9

1.3 Tujuan Penelitian ..........cccvveeiiie e 9

1.4 Manfaat Penelitian.............ccoovviiiiiiie e 10

1. TINJAUAN PUSTAKA .. 11
2.1 Penelitian Terdahulu...........ccoooeiiiiiiiiicee e, 11

2.2 LaNAASAN TON...vvivieiieiieicsiie sttt 31
2.2.1 Keputusan Pembelian............cccoceevviiiiieiiie e 31

2.2.2 Brand AWareness ..........ccoouerierienieiiesnesee e 38

2.2.3  Electronic Word of Mouth............cccccoooiiiiiniii 42

2.2.4 Integrated Marketing ..........cccccoeeiiiveeiiie s 45

2.2.5 Marketplace SHOPEE.......cccvvveeiiiiiii e 48

2.3 Kerangka BerpiKir ..........coccvviiiiiiiiiiiiiiic e 51

viii



2.3.1 Pengaruh Brand Awareness Terhadap Keputusan
Pembelian .........coovvvieiiii e

2.3.2 Pengaruh Electronic Word of Mouth Terhadap
Keputusan Pembelian............cccoooiiiiiiiiniie,

2.3.3 Pengaruh Integrated Marketing Terhadap Keputusan
Pembelian ...........ccovvvviiiiiiiiiiiiiiiiiiiiiieeeieeeeeeeeeeeeeeeeeeee

2.3.4 Pengaruh Brand Awareness, Electronic Word of Mouth,
dan Integrated Marketing Terhadap Keputusan Pembelian

2.4 HIPOTESIS ...ttt
METODE PENELITIAN L..ooiiiiii e
3.1 Kerangka Penelitian ..........ccoovveiiiiiieiiienieeee e
3.2 Tempat dan Waktu Penelitian...........ccccooviiiiiniiiniiiiecenn
3.3 Metode Penentuan LOKaSI...........cververeerieniiniinieneee e
3.4 Metode Penentuan Sampel dan Jumlah Sampel ........................

341 POPUIASI.....ccccviieiiiie e

3.4.2 SamPel..cooiiiiiiiii
3.5 Metode Pengumpulan Data.............ccceevvveeiieeeiiie e
3.6 Metode ANaliSiS Data .........ccoccveieeiieiieieieieeeee e

3.6.1  Analisis Deskriptif........cccccocovviiiiieiii e,

3.6.2 Analisis Structural Equation Modelling- Partial Least
SQUATE ettt

3.7 Definisi Operasional dan Pengukuran Variabel........................

3.8 Jadwal PelakSanaan ...........oee oo oo eeeeeeeeee e

IV.HASIL DAN PEMBAHASAN ......cooiiiiiiii

4.1 Gambaran Umum Perusahaan ..............cccoocooiiniiiiicnn,
4.1.1 Profil Perusahaan Bopay Rhanindi Sidoarjo.....................

4.1.2 Struktur Organisasi Bonpay Rhanindi .............ccccveeeennee

X

52

52

53

53

54

55

55

57

57

58

58

58

60

62

62

62

66

70

71

71

71

73



4.2 Karakteristik Responden ...........cccccovviiiiiiiiiiniiiic e,
4.2.1 Karakteristik Berdasarkan Jenis Kelamin.........................
4.2.2 Karakteristik Berdasarkan Usia..........ccccoevvviieiiiiinneennne
4.2.3 Karakteristik Berdasarkan Domisili ..........ccccoocvveninnennnen.
4.2.4 Karakteristik Berdasarkan Pendidikan Terakhir................
4.2.5 Karakteristik Berdasarkan Pekerjaan.............ccccccovennne
4.2.6 Karakteristik Berdasarkan Pendapatan ................cccccene

4.3 Pengaruh Brand Awarenness, E- Word of Mouth, dan Integrated
Marketing Terhadap Keputusan Pembelian.................c.ooeneee

4.3.1 Skor Rata- Rata Jawaban Responden ..............ccoccvvveenne.
4.3.2 Analisis Partial Least Square (PLS) .........cccoccoviiininnnnn.
4.3.2.1 Evaluasi Model Pengukuran (Outer Model) ..........
4.3.2.2 Evaluasi Model Pengukuran (/nner Model) ..........

4.4 Upaya Pemasaran Bonpay Rhanindi Secara Online di Marketplace

4.4.1 Pengaruh Brand Awarenness Terhadap Keputusan Pembelian

4.4.2 Pengaruh Electronic Word of Mouth Terhadap Keputusan
Pembelian ..........cccvviiiiiiiic

4.4.3 Pengaruh Integrated Marketing Terhadap Keputusan
Pembelian.........ccccoviiiiiiiiiii

75

75

76

76

77

78

79

80

80

91

91

98

103

103

105

106

108

108

108

110

116



DAFTAR TABEL

No Judul Halaman
1.1 Pertumbuhan Pengunaan Internet di Indonesia ..............cccevvvvennen. 1
1.2 Persaingan Marketplace di Indonesia Tahun 2023 .............ccceeeneee 2
2.1 Penelitian Terdahulu............cooooiiiiiii e, 13
3.1 Variabel dan Indikator ..........cccoooiiiiiiiiiiiiieee 68
3.2 Jadwal Pelaksanaan Kegiatan ............ccccccoonniiiiinicccc 70
4.1 Karakteristik Respoden Berdasarkan Jenis Kelamin ..................... 75
4.2 Karakteristik Respoden Berdasarkan Usia ...........ccccccceeeeiiiinnnnnn. 76
4.3 Karakteristik Respoden Berdasarkan Domisili ..........ccccceeviinneee. 76
4.4 Karakteristik Respoden Berdasarkan Pendidikan Terakhir ........... 77
4.5 Karakteristik Respoden Berdasarkan Pekerjaan .................oceeeee. 78
4.6 Karakteristik Respoden Berdasarkan Pendapatan ........................ 79
4.7 Interpretasi Rata- Rata Jawaban Responden ..........cccccccevviiiiinnnnnn, 81
4.8 Skor Rata- Rata Jawaban Responden untuk Variabel Brand Awareness

() ettt 82
4.9 Skor Rata- Rata Jawaban Responden untuk Variabel Electronic Word

Of MOULI (K2) oottt 84
4.10 Skor Rata- Rata Jawaban Responden untuk Variabel Integrated

Marketing (X3) .oeeeeeiceeee e 86
4.11 Skor Rata- Rata Jawaban Responden untuk Variabel Keputusan

Pembelian (Y) ..uvuueeiii it 89
4.12 Hasil Uji Convergent Validity ..............ccooueeiiiiiiiiiiiiiiciiiiee, 91
4.13 Discriminant Validity (Cross Loading) .............ccccccooeveeiiiineannnn. 95
414 Nilail HTMT .ot 96
4.15 Hasil Pengujian Reabilitas..........ccocoeiiiiiiiiiiiiiiiiceiiiec e 97

xi



4.16 Nilai R-Square (R?) ........ccccovvvieiiieiiiiieieeieis e,

4.17 Hasil Pengujian HIpOtesis........ccivvviiririeriiieniiie e

4.18 Alasan Konsumen Bonpay Berdasarkan Unsur Brand Awareness .

4.19 Alasan Konsumen Bonpay Berdasarkan Unsur Electronic Word

of Mouth...

4.20 Alasan Konsumen Bonpay Berdasarkan Unsur Inttegrated

Maraketing

xii

100

101

103

105

106



DAFTAR GAMBAR

No Judul Halaman
1.1 Ulasan Ekstrem di Marketplace ShOpee ..........ccccccoveviiviiiiiicninnnn 6
1.2 Hasil Penjualan Produk Bonpay di Shopee............coccovvviiiiiiininnnn 7
1.3 Hasil Penjualan Produk Bonpay di Offline Store................cc........... 8
2.1 Tahapan Proses Keputusan Pembelian............cccoocvviiviiiiiennnininnnnn, 33
2.2 Piramida Brand AWAreness ...............cccccvueeiiieeiiiiiiiiiiiiieeeee e 40
2.3 Kerangka BerpiKir..........ocoiiiiriieiiiiiiic o 51
3.1 Kerangka Penelitian ...........cccccooiimiiiiiiiiiiiccc e 55
3.2 Diagram Jalur Penelitian ............cccceeiiiiiiiiiiiiicc e 64
4.1 Logo Perusahaan Bonpay .........cccccoovviiiiiiiiiiiiiiiiiiiiiiiiccee e 72
4.2 Struktur Organisasi Bonpay.........ccccoeciviiiiiiiiiiiiiiiiiiiiee e 73
4.3 Model Struktural (Inner Model) ...........ccccccooeviiiiiiiiiiiiiiiiiiiii, 99

xiii



DAFTAR LAMPIRAN

No Judul Halaman
1. Kuesioner untuk Konsumen Bonpay (Marketplace Shopee) ........... 116
2. Tabulasi Data Penelitian............ccoeiviiiiiiiieiiiese e 123
3. Hasil Analisis SEM-PLS .........ccccooiiiiiieiiee e 126
4. Jawaban Terbuka ReSpONdEN ..........ccceevviiiiiiiiieniicic e 129
5. Bukti Pengisian Kuesioner oleh Responden...........cccccoovvevieinnenne. 136
6. Data Penjualan Bonpay Secara Offline Tahun 2024........................ 137
7. Dokumentasi Wawancara dengan Pemilik Bonpay ............c.ccccoeee. 137

X1V



