
 

 

PENGARUH DIGITAL MARKETING, KUALITAS PRODUK DAN 

PERSEPSI HARGA TERHADAP KEPUTUSAN PEMBELIAN 

PRODUK WARDAH PADA MARKETPLACE SHOPEE  

DI WILAYAH JAKARTA SELATAN 

 

 

TUGAS AKHIR 

 

 

 

ZAHRANNISA SARASWATI HERMAN 

203402516156 

 

PROGRAM STUDI MANAJEMEN 

FAKULTAS EKONOMI DAN BISNIS 

UNIVERSITAS NASIONAL 

JAKARTA 

2024 



 

ii 

 

PENGARUH DIGITAL MARKETING, KUALITAS PRODUK DAN 

PERSEPSI HARGA TERHADAP KEPUTUSAN PEMBELIAN  

PRODUK WARDAH PADA MARKETPLACE SHOPEE  

DI WILAYAH JAKARTA SELATAN 

 

 

Diajukan sebagai salah satu syarat untuk memperoleh gelar sarjana 

Manajemen pada Fakultas Ekonomi dan Bisnis 

Universitas Nasional 

 

ZAHRANNISA SARASWATI HERMAN 

203402516156 

 

 

PROGRAM STUDI MANAJEMEN 

FAKULTAS EKONOMI DAN BISNIS 

UNIVERSITAS NASIONAL 

JAKARTA 

2024 

 



 

iii 

 

 



 

iv 

 

 



 

v 

 

     



 

vi 

 

ABSTRAK 

 

PENGARUH DIGITAL MARKETING, KUALITAS PRODUK, DAN 

PERSEPSI HARGA TERHADAP KEPUTUSAN PEMBELIAN  

PRODUK WARDAH PADA MARKETPLACE SHOPEE  

DI WILAYAH JAKARTA SELATAN 

 

Oleh:  

Zahrannisa Saraswati Herman 

203402516156 

Skripsi dibawah ini bimbingan Dr. Ir. Tri Waluyo, M.Agr. 

 

Tujuan penelitian berikut yakni guna menganalisis serta mengkaji variabel 

bebas Digital Marketing, Kualitas Produk, Persepsi Harga akan variabel terikat 

Keputusan Pembelian. Penelitian berikut memanfaatkan data primer yang mana 

didapatkan muasal penyebaran kuesioner pada 100 responden pengguna produk 

Wardah di kawasan Jakarta Selatan, data diolah mendayagunakan platform Product 

and Service Solution (SPSS) versi 25. Metode penelitian berikut mendayagunakan 

analisis deskriptif serta analisis inferensial. Data dianalisis memakai uji 

instrumental, korelasi linier berganda, uji kelayakan model, serta uji hipotesis. Hasil 

penelitian menunjukan bahwasanya variabel independent Digital Marketing positif 

dan berpengaruh signifikan terhadap Keputusan Pembelian, variabel independent 

Kualitas Produk positif dan berpengaruh signifikan terhadap Keputusan Pembelian, 

variabel independent Persepsi Harga positif dan berpengaruh signifikan terhadap 

Keputusan Pembelian. Sebelumnya telah diuji dengan item-item pernyatan yang 

dinyatakan valid dan reliabel. Hal berikut menegaskan bahwa variabel Digital 

Marketing, Kualitas Produk, Persepsi Harga mengalami kenaikan maka akan 

meningkatkan keputusan pembelian konsumen.  

 

Kata kunci: Digital Marketing, Kualitas Produk, Persepsi Harga, Keputusan  

Pembelian  
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ABSTRACT 

 

THE INFLUENCE OF DIGITAL MARKETING, PRODUCT QUALITY, AND 

PRICE PERCEPTIONS ON WARDAH PRODUCT PURCHASE  

DECISIONS AT THE SHOPEE MARKETPLACE IN  

THE SOUTH JAKARTA REGION 

 

By:  

Zahrannisa Saraswati Herman 

203402516156 

The thesis below was supervised by Dr. Ir. Tri Waluyo, M.Agr. 

 

The purpose of the following research is to analyze and examine the independent 

variables Digital Marketing, Product Quality, Price Perception as the dependent 

variable on Purchasing Decisions. The following research utilizes primary data 

which was obtained from the distribution of questionnaires to 100 respondents 

using Wardah products in the South Jakarta area. The data was processed using 

the Product and Service Solution (SPSS) platform version 25. The following 

research method utilized descriptive analysis and inferential analysis. Data were 

analyzed using instrumental tests, multiple linear correlations, model feasibility 

tests, and hypothesis tests. The research results show that the independent variable 

Digital Marketing is positive and has a significant effect on Purchasing Decisions, 

the independent variable Product Quality is positive and has a significant effect on 

Purchasing Decisions, the independent variable Price Perception is positive and 

has a significant effect on Purchasing Decisions. Previously it had been tested with 

statement items which were declared valid and reliable. The following confirms that 

the variables Digital Marketing, Product Quality, Price Perception have increased, 

which will increase consumer purchasing decisions. 

Keywords: Digital Marketing, Product Quality, Price Perception, Purchase 

Decision 
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