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PENGARUH E-WOM, PERSEPSI NILAI DAN RATING PRODUK
TERHADAP KEPUTUSAN PEMBELIAN SMARTPHONE DI SHOPEE

Reynardo Owen Piliang

Program Studi Manajemen Fakultas ekonomi dan Bisnis
Universitas Muhammadiyah Malang
JI. Raya Tlogomas No, 246 Malang

ABSTRAK

Penelitian ini bertujuan untuk mengetahui pengaruh e-WOM, persepsi nilai dan
rating produk terhadap keputusan pembelian smartphone di shopee. Jenis
penelitian menggunakan penelitian kuantitatif. Data dikumpulkan melalui
pengisian kuisioner dengan 160 responden yang pernah melakukan pembelian
produk smartphone di e-commerce Shopee. Data sekunder dikumpulkan melalui
studi literatur. Analisis data menggunakan Uji t, uji F, dan uji koefisien determinasi
melalui software SPSS. Hasil menunjukkan bahwa: a) E-WOM (Electronic Word
of Mouth) memiliki pengaruh yang signifikan terhadap keputusan pembelian
smartphone di shopee; b) Persepsi nilai juga terbukti berpengaruh signifikan
terhadap keputusan pembelian; ¢) Rating produk berpengaruh signidikan terhadap
keputusan pembelian; d) Secara simultan, variabel E-WOM, persepsi nilai, dan
rating produk berpengaruh signifikan terhadap keputusan pembelian, dengan nilai
R square sebesar 0,593.

Kata kunci: Keputusan pembelian; E-WOM; persepsi.
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THE EFFECT OF E-WOM, PERCEPTION OF VALUE AND PRODUCT
RATING ON SMARTPHONE PURCHASE DECISIONS ON SHOPEE

Reynardo Owen Piliang

Program Studi Manajemen Fakultas ekonomi dan Bisnis
Universitas Muhammadiyah Malang
JI. Raya Tlogomas No, 246 Malang

ABSTRACT

This research aims to determine the influence of e-WOM, perceived value and
product ratings on smartphone purchasing decisions at Shopee. This type of
research uses quantitative research. Data was collected by filling out a
questionnaire with 160 respondents who had purchased smartphone products on
Shopee e-commerce. Secondary data was collected through literature study. Data
analysis used the t test, F test, and coefficient of determination test using SPSS
software. The results show that: a) E-WOM (Electronic Word of Mouth) has a
significant influence on smartphone purchasing decisions at Shopee; b) Perceived
value has also been proven to have a significant influence on purchasing decisions;
¢) Product ratings have a significant influence on purchasing decisions; d)
Simultaneously, the variables E-WOM, perceived value, and product rating have a
significant effect on purchasing decisions, with an R square value of 0.593.

Keywords: Purchase decision; e-WOM; perception.
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