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ABSTRAK 

FANNYZA ALIEFVIA AZZAHRA, PENGARUH PERSEPSI HARGA DAN 

ELECTRONIC WORD OF MOUTH TERHADAP KEPUTUSAN 

PEMBELIAN PRODUK FASHION MELALUI CUSTOMER VALUE 

SEBAGAI VARIABEL INTERVENING PADA GENERASI Z PENGGUNA 

TIKTOK SHOP DI SURABAYA           

   

Perkembangan pesat platform social commerce, khususnya TikTok Shop, telah 

mengubah perilaku belanja Generasi Z sehingga faktor persepsi harga, electronic 

word of mouth (e-WOM), dan customer value menjadi aspek penting yang 

memengaruhi keputusan pembelian produk fashion. Penelitian ini bertujuan untuk 

menganalisis pengaruh persepsi harga dan electronic word of mouth (e-WOM) 

terhadap keputusan pembelian produk fashion di TikTok Shop dengan customer 

value sebagai variabel intervening pada Generasi Z di Surabaya. Penelitian ini 

menggunakan pendekatan kuantitatif dengan teknik pengumpulan data melalui 

kuesioner yang disebarkan kepada 157 responden, serta dianalisis menggunakan 

metode Structural Equation Modeling-Partial Least Square (SEM-PLS) dengan 

bantuan SmartPLS 4. Hasil penelitian menunjukkan bahwa persepsi harga dan 

electronic word of mouth berpengaruh positif dan signifikan terhadap keputusan 

pembelian, persepsi harga dan electronic word of mouth juga berpengaruh positif 

dan signifikan terhadap customer value, serta customer value berpengaruh positif 

dan signifikan terhadap keputusan pembelian. Selain itu, customer value terbukti 

mampu memediasi pengaruh persepsi harga dan electronic word of mouth terhadap 

keputusan pembelian. Temuan ini mengindikasikan bahwa keputusan pembelian 

tidak hanya dipengaruhi oleh persepsi harga dan informasi dari pengguna lain, 

tetapi juga ditentukan oleh nilai yang dirasakan konsumen terhadap produk fashion 

di TikTok Shop 

 

Kata Kunci: persepsi harga, electronic word of mouth, customer value, keputusan 

pembelian, TikTok Shop.
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ABSTRACT 

FANNYZA ALIEFVIA AZZAHRA, THE INFLUENCE OF PRICE 

PERCEPTION AND ELECTRONIC WORD OF MOUTH ON FASHION 

PRODUCT PURCHASE DECISIONS THROUGH CUSTOMER VALUE IN 

GENERATION Z OF TIKTOKSHOP USERS IN SURABAYA 

 
 The rapid growth of social commerce platforms, particularly TikTok Shop, has 

transformed Generation Z’s shopping behavior, making factors such as price 

perception, electronic word of mouth (e-WOM), and customer value key aspects 

that influence purchasing decisions for fashion products. This study aims to analyze 

the effect of price perception and electronic word of mouth (e-WOM) on purchase 

decisions of fashion products on TikTok Shop, with customer value as an intervening 

variable among Generation Z in Surabaya. This research uses a quantitative 

approach with data collected through questionnaires distributed to 157 respondents 

and analyzed using the Structural Equation Modeling-Partial Least Square (SEM-

PLS) method with SmartPLS 4. The results show that price perception and 

electronic word of mouth have a positive and significant effect on purchase 

decisions, price perception and electronic word of mouth also have a positive and 

significant effect on customer value, and customer value has a positive and 

significant effect on purchase decisions. In addition, customer value is proven to 

mediate the relationship between price perception and electronic word of mouth on 

purchase decisions. These findings indicate that purchase decisions are not only 

influenced by price perception and information from other users, but also 

determined by the perceived value of fashion products on TikTok Shop. 

 

Keywords: price perception, electronic word of mouth, customer value, purchase 

decision, TikTok Shop.


