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ABSTRAK 

 

FARREL APTA KASSUMA PUTRA, 22042010319 PENGARUH 

DISCOUNT, ELECTRONIC WORD OF MOUTH, DAN PERCEIVED 

EASE OF USE TERHADAP KEPUTUSAN PEMBELIAN PADA 

PENGGUNA FITUR TIKTOK GO  

DI SURABAYA 
 

 

Penelitian ini bertujuan untuk menganalisis pengaruh discount, electronic word of 

mouth (e-WOM), dan perceived ease of use terhadap keputusan pembelian pada 

pengguna fitur TikTok GO di Surabaya. Perkembangan media sosial TikTok yang 

semakin pesat serta hadirnya fitur TikTok GO sebagai bagian dari social commerce 

mendorong perubahan perilaku konsumen dalam melakukan transaksi digital. Faktor 

promosi berupa diskon, ulasan pengguna secara digital, serta kemudahan penggunaan 

fitur menjadi aspek penting yang memengaruhi keputusan pembelian konsumen. 

Penelitian ini menggunakan pendekatan kuantitatif dengan metode survei. Populasi 

dalam penelitian ini adalah pengguna fitur TikTok GO di Surabaya. Teknik 

pengambilan sampel menggunakan purposive sampling dengan jumlah responden 

sebanyak 100 orang. Pengumpulan data dilakukan melalui penyebaran kuesioner 

menggunakan skala Likert. Teknik analisis data yang digunakan meliputi uji validitas, 

uji reliabilitas, uji asumsi klasik, analisis regresi linear berganda, uji t, uji F, serta 

koefisien determinasi (R²). Hasil penelitian menunjukkan bahwa secara parsial variabel 

discount, electronic word of mouth, dan perceived ease of use berpengaruh positif dan 

signifikan terhadap keputusan pembelian pengguna fitur TikTok GO di Surabaya. 

Secara simultan, ketiga variabel tersebut juga berpengaruh signifikan terhadap 

keputusan pembelian. Variabel perceived ease of use menjadi variabel yang memiliki 

pengaruh paling dominan terhadap keputusan pembelian pengguna TikTok GO. 

Penelitian ini diharapkan dapat memberikan kontribusi bagi pengembangan ilmu 

pemasaran digital serta menjadi bahan pertimbangan bagi TikTok dalam meningkatkan 

strategi promosi, kualitas fitur, dan pengalaman pengguna pada layanan TikTok GO. 

 

Kata Kunci: Discount, Electronic Word of Mouth, Perceived Ease of Use, Keputusan 

Pembelian, TikTok GO. 
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ABSTRACT 

 

FARREL APTA KASSUMA PUTRA, 22042010319 THE INFLUENCE OF 

DISCOUNT, ELECTRONIC WORD OF MOUTH, AND PERCEIVED EASE OF 

USE ON PURCHASING DECISIONS AMONG USERS OF THE TIKTOK GO 

FEATURE IN SURABAYA 

 

 

This study aims to identify and analyze the influence of discount, electronic word of 

mouth (e-WOM), and perceived ease of use on purchasing decisions among TikTok GO 

users in Surabaya. The rapid development of digital technology has transformed social 

media from merely a communication and entertainment platform into a medium for 

digital transactions. The presence of TikTok GO as part of TikTok’s social commerce 

ecosystem has influenced changes in consumer purchasing behavior. In this context, 

promotional discounts, online recommendations from other users, and the ease of using 

application features are considered important factors affecting consumer purchasing 

decisions. This research applied a quantitative approach using a survey method. The 

population consisted of TikTok GO users in Surabaya, while the sampling technique 

employed was purposive sampling involving 100 respondents. Data were collected 

through questionnaires using a Likert scale. The analytical methods included validity 

testing, reliability testing, classical assumption testing, multiple linear regression 

analysis, partial testing (t-test), simultaneous testing (F-test), and coefficient of 

determination (R²). The findings reveal that discount, electronic word of mouth, and 

perceived ease of use partially have a positive and significant effect on purchasing 

decisions among TikTok GO users in Surabaya. Simultaneously, these three variables 

were also proven to significantly influence purchasing decisions. Furthermore, 

perceived ease of use was identified as the most dominant factor affecting consumers’ 

purchasing decisions on the TikTok GO feature. This study is expected to contribute to 

the development of digital marketing studies, particularly regarding consumer 

behavior in social commerce platforms, and to provide insights for companies in 

improving service quality, promotional strategies, and user experience within the 

TikTok GO feature. 

 

 

Keywords: Discount, Electronic Word of Mouth (e-WOM), Perceived Ease of Use, 

Purchasing Decision, Social Commerce, TikTok GO.


