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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 (R² = 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. 

 

 

 

 

 

 

 

 

 

 

 

 



  

vii 
 

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 (R² 

= 0.653), 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 
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