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ABSTRAK 

Penelitian ini menganalisis pengaruh Electronic Word of Mouth (E-WOM), 

Afiliasi, dan Promosi terhadap keputusan pembelian pada platform E-Commerce 

Shopee menggunakan pendekatan kuantitatif berdasarkan teori perilaku 

konsumen. Data dikumpulkan melalui survei terhadap 100 responden di wilayah 

Jabodetabek, dan dianalisis menggunakan regresi linier berganda. Hasil 

menunjukkan bahwa E- WOM dan Afiliasi secara signifikan memengaruhi 

keputusan pembelian, sedangkan Promosi tidak memberikan pengaruh signifikan. 

E-WOM memperkuat kepercayaan melalui ulasan daring berkualitas, sedangkan 

Afiliasi meningkatkan daya tarik konten dan aksesibilitas. Studi ini memberikan 

wawasan untuk meningkatkan strategi pemasaran Shopee melalui optimalisasi E-

WOM dan Afiliasi serta evaluasi promosi guna meningkatkan daya saing dan 

loyalitas konsumen. 

 

Kata Kunci: Electronic Word of Mouth (E-WOM), Afiliasi, Promosi, Keputusan 

Pembelian 
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ABSTRACT 

This study analyzes the influence of Electronic Word of Mouth (E-WOM), 

Affiliate, and Promotion on purchasing decisions on the Shopee E-Commerce 

platform using a quantitative approach based on consumer behavior theory. Data 

were collected through a survey of 100 respondents in the Jabodetabek area and 

analyzed using multiple linear regression. The results indicate that E-WOM and 

Affiliate significantly influence purchasing decisions, while Promotion does not 

have a significant effect. E-WOM enhances trust through high-quality online 

reviews, whereas Affiliate boosts content appeal and accessibility. This study 

provides insights for Shopee to optimize E-WOM and Affiliate strategies and 

evaluate promotional efforts to improve competitiveness and customer loyalty. 

 

Keywords: Electronic Word of Mouth (E-WOM), Affiliate, Promotion, Purchasing 

Decision, Consumer Behavior Theory 
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