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ABSTRAK

Momoyo merupakan brand F&B yang memanfaatkan platform TikTok
sebagai media pemasaran digital untuk menjangkau konsumen. Penelitian ini
bertujuan untuk menganalisis hubungan price discount, social media marketing,
dan electronic word of mouth (e-WOM) terhadap purchase decision serta
repurchase intention pada konsumen Momoyo di Surabaya. Penelitian ini
menggunakan pendekatan kuantitatif dengan analisis Structural Equation Modeling
(SEM) berbasis AMOS terhadap 160 responden yang diperoleh melalui teknik
purposive sampling, yaitu konsumen Momoyo di Surabaya yang berusia minimal
17 tahun serta pernah melakukan pembelian melalui TikTok Go minimal satu kali.
Hasil penelitian menunjukkan bahwa price discount, social media marketing, dan
e-WOM berpengaruh positif dan signifikan terhadap purchase decision. Namun,
terhadap repurchase intention, hanya e-WOM dan purchase decision yang
berpengaruh positif dan signifikan, sedangkan price discount dan social media
marketing tidak berpengaruh signifikan meskipun memiliki arah hubungan positif.
Temuan ini menunjukkan bahwa price discount, social media marketing, dan e-
WOM berperan penting dalam membentuk purchase decision, sedangkan
repurchase intention lebih dipengaruhi oleh purchase decision yang telah terbentuk
sebelumnya serta e-WOM.

Kata Kunci: Price Discount, Social Media Marketing, Electronic Word of Mouth,
Purchase Decision, Repurchase Intention, SEM.
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ABSTRACT

Momoyo is an F&B brand that utilizes the TikTok platform as a digital
marketing medium to reach consumers. This study aims to analyze the relationship
between price discounts, social media marketing, and electronic word of mouth (e-
WOM) on purchase decisions and repurchase intentions among Momoyo
consumers in Surabaya. This study uses a quantitative approach with AMOS-based
Structural Equation Modeling (SEM) analysis on 160 respondents obtained through
purposive sampling technique, namely Momoyo consumers in Surabaya who are at
least 17 years old and have made a purchase through TikTok Go at least once. The
results show that price discounts, social media marketing, and e-WOM have a
positive and significant effect on purchase decisions. However, on repurchase
intentions, only e-WOM and purchase decisions have a positive and significant
effect, while price discounts and social media marketing have no significant effect
although they have a positive direction of the relationship. These findings indicate
that price discounts, social media marketing, and e-WOM play an important role
in forming purchase decisions, while repurchase intentions are more influenced by
previous purchase decisions and e-WOM.

Keywords: Price Discount, Social Media Marketing, Electronic Word of Mouth,
Purchase Decision, Repurchase Intention, SEM.
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