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Abstraksi 

 

 

 

Penelitian ini bertujuan untuk menganalisis pengaruh variabel Pengaruh Viral 

Marketing, Kepercayaan dan Online Customer Reviews Terhadap Keputusan 

Pembelian Melalui Electronic Commerce Yang Terdaftar Pada Indonesian E- 

Commerce Association Di Gresik. Jenis penelitian ini menggunakan kuantitatif. 

Teknik pengambilan sampel jenuh dan menggunakan metode probability 

sampling dengan jumlah penentuan sampel adalah 154 responden. Hasil penelitian 

terbukti menunjukkan bahwa variabel Viral Marketing, Kepercayaan dan Online 

Customer Reviews berpengaruh signifikan terhadap keputusan pembelian melalui 

Electronic Commerce yang Terdaftar Pada Indonesian E- Commerce Association 

Di Gresik. 

 

Kata Kunci : Viral Marketing, Kepercayaan, Online Customer Reviews,  

                      Keputusan pembelian. 
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Abstract 

 

 

 

This study aims to analyze the influence of variables Influence of Viral Marketing, 

Trust and Online Customer Reviews on Purchasing Decisions Through Electronic 

Commerce Registered at the Indonesian E-Commerce Association in Gresik. This 

type of research uses quantitative. The sampling technique is saturated and uses 

the probability sampling method with the number of samples being 154 

respondents. The results of the research are proven to indicate that the Viral 

Marketing, Trust and Online Customer Reviews variables have a significant effect 

on purchasing decisions through Electronic Commerce Registered at the 

Indonesian E-Commerce Association in Gresik. 

 

Keywords: Viral Marketing, Trust, Online Customer Reviews, Buying decision. 


