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ABSTRAKSI 

Pengaruh Promosi, Harga, Online Customer ReviewTerhadap Keputusan 

Pembelian Pada Pengguna Aplikasi Tiktok Di Surabaya 

 

Teknologi yang semakin berkembang ditandai dengan munculnya inovasi – inovasi 

yang memudahkan kegiatanmanusia, salah satunya inovasi penggunaan media 

berbelanja online. Banyak media berbelanja online yang bersaing menciptakan fitur 

baru untuk menarik pengguna, khususnya aplikasi Tiktok. Tiktok berkembang menjadi 

aplikasi berbelanja online dengan menambahkan fitur online customer review. Hal ini 

semakin menambah persaingan antar penjual sehingga timbul persaingan harga dan 

promosi yang beragam.Penelitian ini bertujuan untuk mengetahui pengaruh promosi, 

harga, online customer review terhadap keputusan pembelian pada pengguna aplikasi 

Tiktok di Surabaya. Analisis yang digunakan menggunakan metode kuantitatif dan 

probability sampling pada aplikasi SPSS 26. Sebanyak 100 responden yang menjadi 

sampel penelitian ini adalah masyarakat Surabaya yang telah menikmati layanan 

berbelanja melalui aplikasi Tiktok. Penelitian ini memberikan hasil signifikan antara 

variabel promosi, harga, dan online customer review secara simultan terhadap keputusan 

pembelian pada aplikasi Tiktok. 

Kata kunci : Promosi, Harga, Online Customer Review 

  



 
 

 
 

ABSTRACT 

The Influence of Promotion, Price, Online Customer Review on Purchasing 

Decisions of TikTok Application Users in Surabaya 

The increasingly developing technology is marked by the emergence of innovations that 

facilitate human activities, one of which is the innovation of using online shopping 

media. Many online shopping media compete to create new features to attract users, 

especially the Tiktok application. Tiktok has developed into an online shopping 

application by adding an online customer review feature. This further increases 

competition between sellers so that there is a variety of price and promotion 

competition. This study aims to determine the effect of promotion, price, online 

customer reviews on purchasing decisions for Tiktok application users in Surabaya. The 

analysis used uses quantitative methods and probability sampling in the SPSS 26 

application. A total of 100 respondents who were the sample of this study were people 

of Surabaya who had enjoyed shopping services through the Tiktok application. This 

study provides significant results between the variables of promotion, price, and online 

customer reviews simultaneously on purchasing decisions on the Tiktok application. 

Keywords: Promotion, Price, Online Customer Review    

 

 


