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ABSTRAK 

 

Penelitian ini bertujuan untuk mengetahui pengaruh affiliate, content 

marketing dan e-word of mouth terhadap keputusan pembelian. Penelitian ini 

menggunakan metode analisis deskriptif dengan pendekatan kuantitatif. 

Pengambilan sampel menggunakan teknik purposive sampling. Jumlah responden 

dalam penelitian ini sebanyak 100 orang perempuan Gen Z di Bekasi Selatan. 

Teknik analisis data dalam penelitian ini menggunakan analisis SPSS Statistics 25. 

Hasil penelitian menunjukkan bahwa secara parsial variabel affiliate dan content 

marketing memberikan pengaruh positif yang signifikan terhadap variabel 

keputusan pembelian. Namun, variabel e-word of mouth secara parsial tidak 

memberikan pengaruh positif yang signifikan terhadap variabel keputusan 

pembelian. Selanjutnya hasil dari Adjusted R Square adalah 0,470. Hal ini 

menunjukkan bahwa 47% keputusan pembelian dapat dijelaskan oleh variabel 

affiliate, content marketing dan e-word of mouth.  

Kata kunci : Affiliate, Content Marketing, E-Word Of Mouth, Keputusan 

Pembelian 
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ABSTRACT 

 
This research aims to investigate the influence of affiliates, content 

marketing, and e-word of mouth on purchasing decisions. The study employs a 

descriptive analysis method with a quantitative approach. Sample selection is 

carried out using purposive sampling technique. The number of respondents in this 

study is 100 Gen Z women in South Bekasi. The data analysis technique in this 

research utilizes SPSS Statistics 25. The results showed that partially the affiliate 

and content marketing variables had a significant positive effect on the purchasing 

decision variable. However, the e-word of mouth variable partially does not have 

a significant positive effect on the purchasing decision variable. Furthermore, the 

result of Adjusted R Square is 0.470. This shows that 47% of purchasing decisions 

can be explained by the affiliate, content marketing and e-word of mouth variables. 

Keywords: Affiliate, Content Marketing, E-Word Of Mouth, Purchase Decision 
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