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ABSTRAK

SYAKIROTUL HAYATI, 22042010129, PENGARUH SOCIAL MEDIA
MARKETING, ONLINE CUSTOMER REVIEW, DAN ONLINE CUSTOMER
RATING TERHADAP KEPUTUSAN PEMBELIAN PRODUK DAPOER
INTAN PADA MARKETPLACE DI WILAYAH JABODETABEK.

Tujuan penelitian ini mengetahui dan menganalisa pengaruh social media
marketing, online customer review, dan online customer rating terhadap keputusan
pembelian produk Dapoer Intan pada marketplace di Jabodetabek. Pendekatan
kuantitatif dengan jenis penelitian asosiatif dipilih sebagai metode dalam penelitian
ini. Pengumpulan data dilakukan melalui kuesioner dengan teknik pengumpulan
sampel menggunakan jenis purposive sampling. Sampel dari penelitian ini
sebanyak 165 responden yang memiliki kriteria berusia 17-50 tahun,berdomisili di
Jabodetabek, serta pernah melakukan pembelian produk Dapoer Intan melalui
marketplace. Digunakan teknik analisis regresi linear berganda melalui sofware
SPSS versi 31 untuk menganalisa hasil penelitian.

Hasil penelitian mengindikasi bahwa secara simultan pemasaran media
sosial, review ataupun rating online berpengaruh positif dan signifikan terhadap
keputusan pembelian. Apabila ditinjau secara parsial, diketahui pemasaran media
sosial dan online customer review memiliki pengaruh positif signifikan terhadap
keputusan pembelian, namun online customer rating memiliki pengaruh positif
tidak signifikan terhadap keputusan pembelian.

Kata Kunci : Keputusan Pembelian, Social Media Marketing, Online Customer
Review, Online Customer Rating.
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ABSTRACT

SYAKIROTUL HAYATI, 22042010129, THE EFFECT OF SOCIAL MEDIA
MARKETING, ONLINE CUSTOMER REVIEWS, AND ONLINE
CUSTOMER RATINGS ON PURCHASING DECISIONS FOR DAPOER
INTAN PRODUCTS ON MARKETPLACES IN THE JABODETABEK

The purpose of this research is to determine and analyze the influence of
social media marketing, online customer reviews, and online customer ratings on
purchasing decisions for Dapoer Intan product on marketplaces, especially in the
Jabodetabek area. The method used is a quantitative approach with an associative
research type. Data collection was carried out through questionnaires with a
purposive sampling technique. The sample for this study consisted of 165
respondents who were aged 17-50 years old, resided in Jabodetabek, and had made
purchases Dapoer Intan product through marketplaces. Multiple linear regression
analysis was used using SPSS version 31 software to analyze the research results.

The results of the study indicate that simultaneously, social media
marketing, reviews, and online ratings have a positive and significant effect on
purchasing decisions. When viewed partially, it is known that social media
marketing and online customer reviews have a significant positive effect on
purchasing decisions, but online customer ratings have a non-significant positive
effect on purchasing decisions.

Keywords: Purchase Decision, Social Media Marketing, Online Customer Review,
Online Customer Rating.

Xiv



