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ABSTRAKSI 

 

Penelitian ini bertujuan untuk menguji pengaruh content marketing, online 

customer review, dan price consciousness  terhadap keputusan pembelian pada 

pengguna Shopee di Kabupaten Kebumen. Populasi dalam penelitian ini adalah 

masyarakat di Kabupaten Kebumen dan teknik pengambilan sampel yang dilakukan 

menggunakan teknik purposive sampling dengan jumlah responden 100 orang. 

Pengumpulan data yang dilakukan melalui penyebaran kuesioner dan studi pustaka. 

Sikap responden diukur dengan skala likert 4. Analisis data yang digunakan adalah 

uji validitas, uji reliabilitas, uji asumsi klasik, uji hipotesis, uji koefisien 

determinasi, dan analisis regresi linear berganda dengan menggunakan bantuan 

program SPSS Release 25.0 for Windows. Hasil penelitian menunjukan bahwa: 

content marketing berpengaruh signifikan terhadap keputusan pembelian, online 

customer review berpengaruh signifikan terhadap keputusan pembelian, price 

consciousness berpengaruh signifikan terhadap keputusan pembelian. Secara 

simultan content marketing, online customer review, dan price consciousness  

berpengaruh signifikan terhadap keputusan pembelian dengan nilai koefisien 

determinasi sebesar 68,9% 

 

Kata Kunci: content marketing, online customer review, price consciousness 

,keputusan pembelian 
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ABSTRACT 

 

This research aims to test the influence of content marketing, online customer 

reviews, and price consciousness on purchasing decisions among Shopee users in 

Kebumen Regency. The population in this study was the community in Kebumen 

Regency and the sampling technique was carried out using a purposive sampling 

technique with a total of 100 respondents. Data collection was carried out 

through distributing questionnaires and literature studies. Respondents' attitudes 

were measured using a 4 Likert scale. Data analysis used was validity test, 

reliability test, classical assumption test, hypothesis test, coefficient of 

determination test, and multiple linear regression analysis using the SPSS Release 

25.0 for Windows program. The research results show that: content marketing 

has a significant influence on purchasing decisions, online customer reviews have 

a significant influence on purchasing decisions, price consciousness has a 

significant influence on purchasing decisions. Simultaneously content marketing, 

online customer reviews, and price consciousness have a significant influence on 

purchasing decisions with a coefficient of determination of 68.9% 

 

Keywords: content marketing, online customer reviews, price consciousness, 

purchasing decisions 
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