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ABSTRAKSI

Perkembangan industy perdagangan melalui e-commerce yang semakin
pesat serta semakin bergerak maju mendorong pertumbuhan ekonomi serta
menyampaikan manfaat baik secara pribadi terhadap kegiatan perdagangan. E-
commerce sudah menyampaikan beberapa kemudahan baik bagi penjual maupun
pembeli. Tujuan penelitian ini adalah untuk mengetahui apakah Viral Marketing
Electronics Word Of Mouth, berpengaruh terhadap Keputusan Pembelian dengan
Kepercayaan. Obyek pada penelitian ini adalah konsumen Online Shop Shopee di
Kudus. Penelitian ini merupakan penelitian kuantitatif. Penelitian ini dilakukan
dengan cara menyebar kuesioner kepada responden sebanyak 140 responden
melalui google form online. Teknik pengambilan sampel menggunakan purposive
sampling. Metode analisis data menggunakan SEM-AMOS v.24. Berdasarakan
hasil penelitian ini menunjukkan bahwa Viral Marketing berpengaruh positif dan
signifikan terhadap Kepercayaan. Electronics Word Of Mouth berpengaruh positif
dan signifikan terhadap Kepercayaan. Viral Marketing berpengaruh positif dan
signifikan terhadap Keputusan Pembelian. Electronic Word Of Mouth
berpengaruh positif dan signifikan terhadap Keputusan Pembelian. Kepercayaan
berpengaruh positif dan signifikan terhadap Keputusan Pembelian.

Kata Kunci: Viral Marketing Electronic Word Of Mouth, Kepercayaan,
Keputusan Pembelian
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ABSTRACT

The development of the trading industry through e-commerce is increasing
rapidly and is increasingly moving forward to encourage economic growth and provide
both personal benefits to trading activities. E-commerce has provided several
conveniences for both sellers and buyers. The purpose of this study was to find out
whether Viral Marketing, Electronics Word Of Mouth influences Purchase Decisions
with Trust. The object of this research is the consumers of Online Shop Shopee in Kudus.
This research is a quantitative research. This research was conducted by distributing
questionnaires to 140 respondents through the online Google form. The sampling
technique used purposive sampling. The data analysis method uses SEM-AMOS v.24.
Based on the results of this study, it shows that viral marketing has a positive and
significant effect on trust. Electronics Word Of Mouth has a positive and significant
effect on Trust. Viral Marketing has a positive and significant effect on Purchase
Decisions. Electronics Word Of Mouth has a positive and significant effect on Purchasing
Decisions. Trust has a positive and significant effect on purchasing decisions.

Keywords: Viral Marketing, Electronics Word Of Mouth, Trust, Purchase Decision
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