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ABSTRAK 

Pada Penelitian ini bertujuan untuk menganalisis pengaruh iklan, 
kepercayaan, dan word of mouth terhadap keputusan pembelian di toko online 
Shopee. Populasi dalam penelitian ini adalah pengguna toko online Shopee di 
daerah DKI Jakarta. Sampel yang dipergunakan adalah sebanyak 115 responden, 
dihitung berdasarkan rumus hair. Metode penelitian sampel menggunakan teknik 
non probability sampling dengan metode Purposive Sampling. Metode 
pengumpulan data menggunakan survey, dengan instrument penelitian kuesioner. 
Metode analisis data menggunakan Partial Least Square. Penelitian ini 
menunjukkan bahwa iklan berpengaruh positif dan signifikan terhadap keputusan 
pembelian, kepercayaan berpengaruh positif dan signifikan terhadap keputusan 
pembelian, dan word of mouth berpengaruh positif dan signifikan terhadap 
keputusan pembelian. 

Kata Kunci: Iklan, Kepercayaan, Word Of Mouth, Keputusan Pembelian 
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ABSTRACT 

This study aims to analyze the effect of advertising, trust, and word of mouth 
on purchasing decisions at the Shopee online store. The population in this study are 
online shop users Shopee in the DKI Jakarta area. The sample used was 115 
respondents, calculated based on hair formula.. The sample research method uses 
a non-probability sampling technique with a purposive sampling method. The data 
collection method uses a survey, with a questionnaire research instrument. Methods 
of data analysis using Partial Least Square. This study shows that advertising has 
a positive and significant effect on purchasing decisions, trust has a positive and 
significant effect on purchasing decisions, and word of mouth has a positive and 
significant effect on purchasing decisions. 

Keywords: Advertising, Trust, Word Of Mouth, Purchase Decision 
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