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Pengaruh E-Quality Product, E-Promotion dan E-Word of Mouth Terhadap
E-Buying Decision di E-Commerce Shopee Mall Fashion

(Pengguna Shopee Mahasiswa Strata | FISIP Universitas Diponegoro)
ABSTRAKSI

Pesatnya pertumbuhan e-commerece di Indoneesia menjadi salah satu
penyebab ketatnya persaingan marketplace. Trend berbelanja online yang telah
merebak keseluruh lapisan dalam masyarakat menyebabkan e-commerce berlomba
untuk menjadi unggul satu sama lainnya. Saat ini Shopee berusaha menjadi
marketplace nomor satu di Indonesia meskipun kalah unggul oleh performa Lazada
berdasarkan data Top Brand Index. Salah satu produk paling dicari dalam Shopee
adalah produk fashion dan paling diminati produk fashion Shopee Mall karena lebih
terjamin dan terpercaya kualitas dan originalitas produknya. Pendapatan Shopee
yang fluktuatif pada tahun 2022 dan juga hutang yang membengkak meskipun
pendapatan tahun 2022 meningkat dibanding tahun 2021. Maka diduga faktor yang
menyebabkan fluktuasi tersebut adalah e-quality product, e-promotion, dan e-word
of mouth.

Penelitian ini dilakukan untuk mengetahui pengaruh e-qualaity product, e-
promotion, e-word of mouth terhadap e-buying decision pada konsumen produk
fashion Shopee Mall dikalangan mahasiswa Strata | Fisip Undip. Tipe penelitian
yang digunakan adalah eksplanatory research dengan teknik pengambilan sampel
yaitu non probability sampling, pendekatan sampling incidental dan sampling
purposive. Sampel penelitian ini sebanyak 100 responden konsumen produk
fashion Shopee Mall dikalangan mahasiswa Strata | Fisip Undip. Data dikumpulkan
dengan cara menyebarkan kuesioner melalui platform online dan juga mendatangi
langsung sampel. Penelitian ini menggunakan SPPS versi 26 beserta analisis
kuantitatif. Analisis yang dilakukan meliputi uji validitas, reliabilitas, koefisien
korelasi, koefisien determinasi, regresi sederhana dan berganda, signifikansi uji t
dan uji f.

Hasil penelitian ini menunjukkan bahwa e-quality product, e-promotion, e-
word of mouth secara parsial mempengaruhi e-buyjng decision. E-quality product
menyumbang 20,92% terhadap e-buying decisin, e-ormotion menyumbang sebesar
41,10%, dan e-word of mouth menyumbang sebesar 35,40% terhadap e-buying
decision. ketiga variabel secara simultan mempengaruhi e-buying decision
menyumbang sebesar 46,20%.

Berdasarkan hasil tersebut maka disarankan agar Shopee Mall dapat lebih
flexible mengenai penggunaan promo yang ditawarkan, meningkatkan kecepatan
pengiriman produk agar tidak melebihi estimasi pengiriman dan memberikan
kualifikasi bagi seller untuk memberikan informasi lebih detail dan jelas serta
mudah diakses konsumen. Hal ini dimaksudkan untuk menciptakan informasi yang
positif di dalam masyarakat. Selain itu juga memerlukan riset lebih lanjut untuk
menentukan harga produk yang tepat sesuai dengan target pasar.

Kata kunci : e-quality prdoct, e-promotion, e-word of mouth dan e-buying decision



The Influence of E-Quality Product, E-Promotion dan E-Word of Mouth
Terhadap E-Buying Decision on E-Commerce Shopee Mall Fashion
(Shopee Users Bachelor Student FISIP Universitas Diponegoro)
ABSTRACT

cause of intense market competition. The trend of online shopping that has spread
to all levels of society causes e-commerce to compete to be superior to one another.
Currently, Shopee is trying to become the number one marketplace in Indonesia,
even though it is outperformed by Lazada's performance based on Top Brand Index
data. One of the most sought-after products at Shopee are fashion products and
fashion products that are most in demand by Shopee Mall because they are more
guaranteed and reliable in the quality and originality of their products. Shopee's
income fluctuated in 2022 and debt also increased even though revenue in 2022
increased compared to 2021. So it is suspected that the factors causing these
fluctuations were e-quality products, e-promotions, and e-word of mouth.

This research was conducted to determine the effect of e-quality product, e-
promotion, e-word of mouth on e-buying decisions among consumers of Shopee
Mall fashion products among undergraduate students at the Faculty of Social
Sciences Undip. The type of research used is explanatory research with sampling
techniques, namely non-probability sampling, incidental sampling approach and
purposive sampling. The sample of this research was 100 consumers of Shopee
Mall fashion products among undergraduate students of Social Sciences, Undip.
Data was collected by distributing questionnaires through online platforms and also
visiting the sample directly. This study uses SPPS version 26 along with
guantitative analysis. The analysis carried out included validity, reliability,
correlation coefficient, determination coefficient, simple and multiple regression,
the significance of the t test and f test.

The results of this study indicate that e-quality product, e-promotion, e-word of
mouth partially influence e-buyjng decisions. E-quality product scored 20.92% for
e-buying decisions, e-ormotion printing scored 41.10%, and e-word of mouth
scored 35.40% for e-buying decisions. the third variable simultaneously influences
electronic purchasing decisions with a decrease of 46.20%.

Based on these results, it is suggested that Shopee Mall can be more flexible
regarding the use of the promos offered, increase the speed of product delivery so
as not to exceed delivery estimates and provide qualifications for sellers to provide
more detailed and clear information and be easily accessible to consumers. This is
intended to create positive information in the community. It also requires further
research to determine the right product price according to the target
market.Keywords : e-quality prdoct, e-promotion, e-word of mouth dan e-buying
decision
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