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ABSTRAK

Shopee merupakan salah satu e-commerce populer di Indonesia yang
menawarkan berbagai produk dengan sistem transaksi cepat dan
praktis. Penelitian ini bertujuan untuk mengetahui pengaruh social
media marketing, influencer marketing, dan content marketing
terhadap keputusan berbelanja di Shopee. Penelitian menggunakan
pendekatan kuantitatif dengan metode survei pada 100 mahasiswa
Universitas Katolik Widya Mandala Surabaya yang pernah berbelanja
di Shopee. Data dikumpulkan melalui angket skala Likert dan
dianalisis dengan SmartPLS 4. Hasil penelitian menunjukkan bahwa
social media marketing berpengaruh positif tetapi tidak signifikan
terhadap keputusan berbelanja. Sementara itu, influencer marketing
dan content marketing berpengaruh positif dan signifikan terhadap
keputusan berbelanja di Shopee.

Kata Kunci:  Keputusan Berbelanja, £-Commerce, Social Media
Marketing, Influencer Marketing, Content Marketing
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ABSTRACT

Shopee is one of the most popular e-commerce platforms in
Indonesia, offering a wide range of products with a fast and practical
transaction sysiem. This study aims to examine the influence of social
media marketing, influencer marketing, and content marketing on
purchase decisions in Shopee. A quantitative approach was applied
using a survey method involving 100 students of Widva Mandala
Catholic University Surabava who had previously shopped on
Shopee. Data were collected through a Likert-scale questionnaire and
analyzed using SmartPLS 4. The findings reveal that social media
marketing has a positive but not significant effect on purchase
decisions. Meanwhile, influencer marketing and content marketing
show a positive and significant influence on purchase decisions in
Shopee.

Keywords: Purchase Decision, LE-Commerce, Social Media
Marketing, Influencer Marketing, Content Marketing
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