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ABSTRAK

PENGARUH PERSEPSI HARGA, INFLUENCER MARKETING,
E-WOM TERHADAP IMPULSIVE BUYING PENGGUNA
E-COMMERCE TOKOPEDIA JAKARTA SELATAN

Oleh:

Adelio Talenta Wibowo

NPM. 213402516091

Tugas Akhir, dibawah bimbingan bapak Dr. Eddy Guridno, S.E., M.Si.M.

Penelitian ini bertujuan untuk menganalisis persepsi harga, influencer
marketing, e-wom terhadap impulsive buying dalam penggunaan e-commerce
Tokopedia Jakarta Selatan. Metode penelitian yang diterapkan bersifat kuantitatif
dengan pengumpulan data primer melalui kuesioner yang diberikan kepada 100
responden, yang merupakan pengguna aktif e-commerce Tokopedia. Teknik analisis
data dilakukan menggunakan analisis regresi linear berganda, dengan dukungan uji
asumsi klasik, uji t, uji F, dan uji koefisien determinasi (R?), yang diolah melalui
SPSS versi 27 Hasil analisis menunjukkan bahwa persepsi harga, influencer
marketing, dan e-wom berpengaruh signifikan terhadap kepuasan pelanggan. Dari
ketiga variabel independen yang dianalisis, E-WOM menjadi faktor paling dominan
dalam meningkatkan Implusive Buying, diikuti oleh Influencer marketing dan
Presepsi Harga.

Kata Kunci : Presepsi Harga, Influencer Marketing, E WOM, Implusive Buying



ABSTRACT

THE INFLUENCE OF PRICE PERCEPTION, INFLUENCER
MARKETING,E-WOM AGAINST IMPULSIVE BUYING OF USERS

TOKOPEDIA SOUTH JAKARTA E-COMMERCE

By:

Adelio Talenta Wibowo

NPM. 213402516091

Final Project, under the guidance of Mr . Dr. Eddy Guridno, S.E., M.Sc.M.

This study aims to analyze the perception of price, influencer marketing, e-
wom towards impulsive buying in the use of e-commerce Tokopedia South Jakarta.
The research method applied is quantitative with primary data collection through
questionnaires given to 100 respondents, who are active users of e-commerce
Tokopedia. The data analysis technique was carried out using multiple linear
regression analysis, supported by the classical assumption test, t-test, F-test, and
determination coefficient test (R?), which were processed through SPSS version 27.
The results of the analysis show that-price perception, influencer marketing, and e-
wom have a significant effect on customer satisfaction. Of the three independent
variables analyzed, E-WOM is the mast dominant factor in increasing Impulsive
Buying, followed by Influencer marketing and Price Perception.

Keywords: Price Perception, Influencer Marketing, E WOM, Implusive Buying
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