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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui apakah ada Pengaruh E-Marketing Mix 

Terhadap Keputusan Pembelian Pada E-Commerce (Shopee, Tokopedia, dan Lazada). 

Penelitian ini merupakan penelitian kuantitaif deskriptif. Sampel dalam penelitian 

sebanyak 433  dengan menggunakan rumus slovin. Teknik sampel pada penelitian ini 

menggunakan teknik purposive sampling. Metode penelitian ini menggunakan metode 

analisis regresi linear berganda dengan menggunakan bantuan program computer 

Statistical Product and Service Solution (SPSS) versi 24. Berdasarkan data peneliti 

hasil dari uji koefisien regresi linear berganda diperoleh persamaan akhir yaitu Y = 

1,490 + 0,563X1+ 0,279X2 +0,708X3+ 0,615X4 +0,018X5 +0,134X6 +0,798 X7 + e. 

Berdasarkan hasil Uji t atau secara parsial dimana Product (X1)  dengan nilai signifikan 

0,000 < 0,05 Price (X2) dengan nilai signifikan 0,000 < 0,05 Place (X3) dengan nilai 

signifikan 0,000 < 0,05 Promotion (X4) Process (X5) dengan nilai signifikan 0,000 < 

0,05 dengan nilai signifikan 0,000 < 0,05 People (X6) dengan nilai signifikan 0,000 < 

0,05 Physical Evidence (X7) dengan nilai signifikan 0,000 < 0,05 yang artinya maka 

dapat dikatakan bahwa variabel independen berpengaruh signifikan terhadap variabel 

dependen. variabel yang diteliti ada pengaruh terhadap keputusan pembelian. hasil uji 

F dapat dikatakan 0,000 < 0,05 yang artinya Ho ditolak. Dapat disimpulkan bahwa 

Product (X1), Price (X2), Place (X3), Promotion (X4), People (X5), Process (X6), 

Physical Evidence (X7) secara simultan berpengaruh signifikan terhadap keputusan 

pembelian. Dan berdasarkan hasil koefisien determinan (R2) menunjukkan besar 

pengaruh E-Marketing Mix terhadap keputusan pembelian pada E-Commerce  sebesar 

96,7% sisanya 3,3% dipengaruhi oleh variabel lain. 

 

Kata Kunci : E-Marketing dan Keputusan Pembelian
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ABSTRACT 

 

This study aims to determine whether there is an effect of E-Marketing Mix on 

Purchase Decisions in E-Commerce (Shopee, Tokopedia, and Lazada). This research 

is a descriptive quantitative research. There were 433 samples in the study using the 

slovin formula. The sample technique in this study used a purposive sampling 

technique. This research method uses multiple linear regression analysis with the help 

of the Statistical Product and Service Solution (SPSS) computer program version 24. 

Based on the research data the results of the multiple linear regression coefficient test 

obtained the final equation, namely Y = 1.490 + 0.563X1+ 0.279X2 +0.708X3+ 

0.615X4 +0.018X5 +0.134X6 +0.798 X7 + e. Based on the results of the t test or 

partially where Product (X1) with a significant value of 0.000 <0.05 Price (X2) with a 

significant value of 0.000 <0.05 Place (X3) with a significant value of 0.000 <0.05 

Promotion (X4) Process ( X5) with a significant value of 0.000 <0.05 with a significant 

value of 0.000 <0.05 People (X6) with a significant value of 0.000 <0.05 Physical 

Evidence (X7) with a significant value of 0.000 <0.05, which means that it can be said 

that the variable independent significant effect on the dependent variable. the variables 

studied have an influence on purchasing decisions. the results of the F test can be said 

to be 0.000 <0.05, which means Ho is rejected. It can be concluded that Product (X1), 

Price (X2), Place (X3), Promotion (X4), People (X5), Process (X6), Physical Evidence 

(X7) simultaneously have a significant effect on purchasing decisions. And based on 

the results of the determinant coefficient (R2) it shows that the influence of E-

Marketing Mix on purchasing decisions in E-Commerce is 96.7%, the remaining 3.3% 

is influenced by other variables. 

 

Keywords: E-Marketing and Purchasing Decisions 
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