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      2. Mira Meilia Marka, SE., MM 

UNIVERSITAS MURIA KUDUS 

FAKULTAS EKONOMI DAN BISNIS PROGRAM STUDI MANAJEMEN 

ABTRAKSI 

Penelitian ini bertujuan untuk menganalisis pengaruh Electronic Word Of  Mouth, 

Digital marketing dan Viral marketing terhadap keputusan pembelian dengan 

minat beli sebagai variable intervening pada website Bukalapak. Penelitian ini 

menggunakan metode deskriptif kuantitatif. Populasi dalam penelitian ini adalah 

seluruh mahasiswa Universitas muria kudus. Sampel dalam penelitian ini adalah 

110 responden. Pengambilan data diperoleh melalui penyebaran kuesioner. 

Teknik analisi data pada penelitian ini menggunakan data SEM melalui program 

AMOS. Hasil dari penelitian ini menunjukkan bahwa Electronic Word Of  Mouth 

berpengaruh positif dan signifikan terhadap Minat Beli. Digital marketing 

berpengaruh negatif dan tidak signifikan terhadap Minat Beli. Viral marketing 

berpengaruh negatif dan tidak signifikan terhadap Minat Beli. Electronic Word Of  

Mouth berpengaruh negatif dan tidak signifikan terhadap Keputusan Pembelian. 

Digital marketing berpengaruh positif dan signifikan terhadap Keputusan 

Pembelian. Viral marketing berpengaruh positif dan tidak signifikan terhadap 

Keputusan Pembelian. Minat beli berpengaruh positif dan tidak signifikan 

terhadap Keputusan Pembelian. Minat beli mampu memediasi hubungan antara 

Electronic Word Of  Mouth terhadap keputusan pembelian. Minat beli tidak 

mampu memediasi hubungan antara Digital marketing terhadap keputusan 

pembelian. Minat beli  tidak mampu memediasi hubungan antara Viral  Marketing  

terhadap keputusan pembelian. 

Kata kunci: Electronic Word Of  Mouth, Digital marketing,Viral marketing, 

keputusan pembelian, minat beli
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FACULTY OF ECONOMICS AND BUSINESS MANAGEMENT STUDY 

PROGRAM 

ABSTRACTION  

 This study aimed to analyze the effect of Electronic Word Of  Mouth, 

Digital marketing and Viral marketing on purchasing decisions with purchase 

intention as an intervening variable on the Bukalapak website. This research used 

quantitative descriptive method. The population in this study were all students at 

Muria Kudus University. The sample in this study were 110 respondents. Data 

collection was obtained through distributing questionnaires. The data analysis 

technique in this study uses SEM data through the AMOS program. The results of 

this study indicate that Electronic Word Of  Mouth has a positive and significant 

effect on Purchase Intention. Digital marketing has a negative and insignificant 

effect on Purchase Intention. Viral marketing has a negative and insignificant 

effect on Purchase Intention. Electronic Word Of  Mouth has a negative and 

insignificant effect on purchasing decisions. Digital marketing has a positive and 

significant effect on Purchase Decisions. Viral marketing has a positive and 

insignificant effect on Purchase Decisions. Buying interest has a positive and not 

significant effect on purchasing decisions. Purchase intention is able to mediate 

the relationship between Electronic Word Of  Mouth and purchasing decisions. 

Purchase intention is unable to mediate the relationship between Digital 

marketing and purchasing decisions. Purchase intention is not able to mediate the 

relationship between Viral marketing and purchasing decisions. 

 

Key Word: Electronic Word Of  Mouth, Digital marketing, Viral marketing, 

Decision purchasing, purchase intention.
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