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ABSTRAK 

Muhammad Yossi Alviansyach, 202010325215. Pengaruh Electronic Word of 

Mouth (e- WOM) dan Social Media Marketing Terhadap Keputusan Pembelian 

Melalui Minat Beli Sebagai Variabel Intervening pada Akomodasi Tiket.com di 

Jabodetabek. 

 

Penelitian ini bertujuan mengetahui pengaruh hubungan antar variabel Electronic 

Word of Mouth (e- WOM) dan Social Media Marketing terhadap keputusan 

pembelian melalui minat beli akomodasi tiket.com di Jabodetabek. Metode yang 

digunakan dalam penelitian ini adalah metode kuantitatif, dimana dengan 

melakukan teknik accidental sampling sebagai cara pengambilan sampel. Dalam 

penelitian ini digunakan 90 responden sebagai sampel, dimana dalam penelitian ini 

menggunakan data primer yang didapatkan dengan menyebarkan kuesioner kepada 

konsumen akomodasi tiket.com di Jabodetabek. Hasil temuan dari penelitian yang 

telah dilakukan menunjukan bahwa: 1)  Electronic Word of Mouth (e- WOM) tidak 

berpengaruh signifikan terhadap Keputusan pembelian, 2) Electronic Word of 

Mouth (e- WOM) berpengaruh signifikan terhadap Minat Beli, 3) Minat Beli 

berpengaruh terhadap Keputusan Pembelian, 4) Social Media Marketing 

berpengaruh signifikan terhadap Keputusan Pembelian, 5) Social Media Marketing 

berpengaruh signifikan terhadap Minat Beli, 6) Minat Beli secara signifikan tidak 

mampu memediasi Electronic Word of Mouth (e- WOM) terhadap Keputusan 

Pembelian, 7) Minat Beli secara signifikan mampu memediasi Social Media 

Marketing terhadap Keputusan Pembelian  

 

Kata Kunci: Electronic Word of Mouth, Keputusan Pembelian, Minat Beli, 

          Social Media Marketing 
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ABSTRACT 

Muhammad Yossi Alviansyach, 202010325215. The Influence of Electronic 

Word of Mouth (e-WOM) and Social Media Marketing on Purchasing Decisions 

through Purchase Intention as an Intervening Variable in Tiket.com 

Accommodation in Jabodetabek. 

  

 The study aims to identify the effects of electronic word of mouth links (e- wom) 

and social media marketing for decision purchase through interest in ticket 

accommodations. The method used in this study is the quantitative method, by doing 

an experimental sampling as a way of sampling taking. In the study, 90 respondents 

are used as a sample, in which in this study USES primary data obtained by 

dissemination of the questionnaire to ticket accommodation customers. The 

findings from research have shown that: 1) the electronic word of mouth (e- wom) 

does not significantly affect the purchasing decision, 2) the electronic word of 

mouth (e- wom) the purchasing interest affects the purchasing decision, 3) the 

purchasing power, 4) social media marketing has a significant impact on the 

purchase decision, 5) the marketing media has a significant impact on the purchase 

interest, 6) interest on the purchase is significantly inadequate to electronic word 

of mouth (e- wom) against the purchase decision, 7) the purchasing interest is 

significantly capable of financing social media marketing decisions 

 

Keywords: Electronic Word of Mouth, Keputusan Pembelian, Minat Beli, Social 

      Media Marketing 
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