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ABSTRAK

FITRIAYU FADDILLA, 22042010324 PENGARUH SOCIAL MEDIA
MARKETING, E-WOM, DAN CUSTOMER EXPERIENCE TERHADAP
KEPUTUSAN PEMBELIAN PRODUK PRINT ON YOUR DRINK PADA

CHATIME ROYAL PLAZA SURABAYA

Penelitian ini bertujuan untuk mengetahui dan menganalisis pengaruh social media
marketing, elektronic word of mouth (E-WOM), dan customer experience terhadap
keputusan pembelian produk Print On Your Drink pada Chatime Royal Plaza
Surabaya. Penelitian ini menggunakan metode pendekatan kuantitatif asosiatif.
Pengambilan sampel dilakukan menggunakan metode non probability sampling
melalui purposive sampling, dengan jumlah sempel sebanyak 100 responden, yang
terdiri dari penduduk kota Surabaya berusia 13 — 34 tahun, aktif menggunakan
media sosial, dan pernah melakukan pembelian minimal satu kali pada produk
Chatime Print on Your Drink di Royal Plaza Surabaya. Dari data yang diperoleh
melalui penyebaran kuesioner, dan dianalisis menggunakan perangkat lunak SPSS,
didapatkan hasil penelitian yaitu: (1) Social Media Marketing (X1), e-WOM (X2),
dan Customer Experience (X3) secara simultan berpengaruh signifikan terhadap
Keputusan Pembelian (Y), yang dibuktikan nilai signifikan sebesar <0,001sehingga
nilai signifikan lebih kecil dari 0,05 (<0,001 < 0,05). Dan nilai Fpiwng sebesar 53,786
sedangkan nilai Fuabe 2,70 (53,786 > 2,70). (2) social media marketing
(X2)berpengaruh positif secara parsial terhadap keputusan pembelian (Y), yang
dibuktikan thitung 2,276 > teavel 1,985 dan nilai sig 0,025 < 0,05. (3) e-WOM (X2)
berpengaruh positif secara parsial terhadap Keputusan Pembelian (Y), yang
dibuktikan nilai thiwng 3,174 > tiaber 1,985 dan nilai sig 0,002 < 0,05. (4) Customer
Experience (X3) berpengaruh positif secara parsial terhadap Keputusan Pembelian
(Y), yang dibuktikan dengan thitung 5,368 > ttaber 1,985 dan sig <0,001 < 0,05.

Kata kunci: social media marketing, e-WOM, customer experience, keputusan
pembelian, Chatime
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ABSTRACT

FITRI AYU FADDILLA, 22042010324 THE EFFECT OF SOCIAL MEDIA
MARKETING, E-WOM, AND CUSTOMER EXPERIENCE ON THE
PURCHASE DECISION OF PRINT ON YOUR DRINK PRODUCTS AT
CHATIME ROYAL PLAZA SURABAYA

This study aims to identify and analyze the influence of social media marketing,
electronic word of mouth (E-WOM), and customer experience on purchasing
decisions for the “Print On Your Drink” product at Chatime Royal Plaza Surabaya.
This study employs an associative quantitative research approach. Sampling was
conducted using non-probability sampling via purposive sampling, with a sample
size of 100 respondents. The sample consisted of Surabaya residents aged 13—34
vears who actively use social media and have made at least one purchase of the
Chatime Print On Your Drink product at Royal Plaza Surabaya. From the data
obtained through the distribution of questionnaires and analyzed using SPSS
software, the following research results were obtained.: (1) Social Media Marketing
(X1), e-WOM (X2), and Customer Experience (X3) simultaneously have a
significant effect on Purchase Decision (Y), as evidenced by a significance value of
<0.001, meaning the significance value is less than 0.05 (<0.001 < 0.05). The
calculated F-value is 53.786, while the critical F-value is 2.70 (53.786 > 2.70). (2)
Social media marketing (X2) has a positive partial effect on purchase decision (Y),
as evidenced by t-calculated 2.276 > t-table 1.985 and a significance value of 0.025
<0.05. (3) e-WOM (X2) has a partial positive effect on purchase decision (Y), as
evidenced by the t-calculated value of 3.174 > t-table value of 1.985 and a
significance level of 0.002 < 0.05. (4) Customer Experience (X3) has a positive
partial effect on Purchase Decision (Y), as evidenced by t-calculated 5.368 > t-
table 1.985 and p < 0.001 <0.05.

Keywords: social media marketing, e-WOM, customer experience, purchase
decision, Chatime
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