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ABSTRAK 

Nama   : Muhammad Faisal Abqari 

Program Studi  : Ilmu Komunikasi 

Judul  : Pengaruh Marketing Public Relations E-commerce Tokopedia 

  Terhadap Keputusan Pembelian (Survey Kepada Mahasiswa 

  Aktif Ilmu Komunikasi Universitas Nasional Angkatan 2020) 

Kata Kunci 

Marketing 

Public 

Relations, 

Keputusan 

Pembelian, E-

commerce, 

Tokopedia 

Pada penelitian ini digunakan untuk mengetahui marketing public 

relations dapat mempengaruhi keputusan pembelian, seberapa 

besar pengaruh marketing public relations e-commerce Tokopedia 

terhadap keputusan pembelian konsumen dan seberapa tinggi 

keputusan pembeliannya. Dalam penelitian ini menggunakan 

metode survei dengan melakukan penyebaran kuesioner kepada 

81 responden mahasiswa ilmu komunikasi Universitas Nasional 

2020, penentuan sampel 81 dikarenakan penelitian ini termasuk 

dalam populasi finit dan menggunakan rumus slovin. Data yang 

dihasilkan diolah dengan SPSS 29 melalui teknis analisis 

deskriptif dan inferensial, hasil deskriptif pada penelitian ini 

menjabarkan secara umum variabel marketing public relations 

termasuk dalam kategori menarik. Begitu pun dimensi marketing 

public relations dikatakan menarik. Meskipun terdapat tiga 

dimensi yaitu pidato, aktivitas sosial, sponsor dikategorikan biasa 

saja. Sementara itu pada dimensi keputusan pembelian termasuk 

kedalam kategori terpenuhi, tidak ada satupun kategori biasa saja. 

Secara umum keputusan pembelian dapat dikatan kategori tinggi. 

Hasil pada penelitian ini menunjukkan adanya pengaruh karena 

dibuktikan koefisien r pearson hitung (0,847 > 0,219) serta 

termasuk ke dalam kategori hubungan yang kuat dan kearah yang 

positif dikarenakan taraf signifikansi hitung 0,001 < 0,05 taraf 

signifikansi riset. Besar pengaruh marketing public relations e-

commerce Tokopedia terhadap keputusan pembelian sebesar 

71,8% lalu sisanya 28,2% dipengaruhi oleh faktor lain yang tidak 

diketahui apa. Dengan demikian terdapat adanya pengaruh yang 

signifikan antara marketing public relations e-commerce 

Tokopedia terhadap keputusan pembelian konsumen.  

Pembimbing  Yayu Sriwartini, S.Sos., M.Si 
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In this study it was used to find out how marketing public relations 

could influence purchasing decisions, how much influence 

Tokopedia's e-commerce marketing public relations had on 

consumer purchasing decisions and how high the purchasing 

decisions were. In this study, a survey method was used by 

distributing questionnaires to 81 respondents from communication 

science students at the National University of 2020, 81 samples 

were determined because this study was included in the finite 

population and used the slovin formula. The resulting data were 

processed with SPSS 29 through descriptive and inferential analysis 

techniques. The descriptive results in this study describe in general 

the marketing public relations variables included in the attractive 

category. Likewise, the dimensions of marketing public relations 

are said to be interesting. Even though there are three dimensions, 

namely speeches, social activities, sponsorships are categorized as 

normal. Meanwhile, the purchase decision dimensions are included 

in the fulfilled category, none of the categories are normal. In 

general, purchasing decisions can be said to be in the high category. 

The results in this study indicate that there is an influence because 

it is proven by the calculated Pearson coefficient (0.847 > 0.219) 

and is included in the category of a strong relationship and in a 

positive direction due to the calculated significance level of 0.001 

<0.05 research significance level. The influence of Tokopedia e-

commerce marketing public relations on purchasing decisions was 

71.8%, then the remaining 28.2% was influenced by other unknown 

factors. Thus there is a significant influence between Tokopedia e-

commerce marketing public relations on consumer purchasing 

decisions. 

Lecturer Yayu Sriwartini, S.Sos., M.Si 
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