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ABSTRAK 

 
 

Penelitian ini dilakukan yang mana bertujuan agar dapat mengetahui pengaruh 

Kualitas Digital Marketing, Kualitas Layanan Website dan Persepsi Harga terhadap 

Keputusan Pembelian pada e-commerce Traveloka. Penelitian ini dengan Jenis 

penelitian Kuantitatif, sampel data penelitian didapatkan melalui sumber data primer 

berupa kuisioner, kuisioner tersebut kemudian disebarkan secara online melalui 

Whatsapp dan memperoleh sebanyak 75 responden dari mahasiswa STIE 

Malangkucecwara angkatan 2020 sebagai pengguna dari E-commerce Traveloka sesuai 

judul penelitian ini. Penelitian ini mempunyai 3 variabel independen/bebas dan 1 

variabel dependen/terikat, Diantaranya Digital Marketing(X1), Kualitas Layanan 

Website(X2), Presepsi Harga(X3), dan Keputusan pembelian(Y). Model metode 

analisis yang digunakan merupakan analisis regresi berganda dan hasil output analisis 

tersebut di olah menggunakan program SPSS versi 25 (Statistical Package For the 

Social Sciences), selain metode analisis juga terdapat uji asumsi klasik yang terdiri dari 

uji normalitas, uji linieritas, uji autokorelasi, uji multikolinearitas dan uji 

heterokedastisitas. Dan juga ada uji hipotesis diantaranya meliputi uji t, Berdasarkan 

data hasil pengujian dari program SPSS versi 25 tersebut menunjukan bahwa Digital 

marketing, kualitas layanan website, persepsi berpengaruh terhadap keputusan 

pembelian baik secara positif maupun secara bersamaan. 

Kata kunci: Digital Marketing, Kualitas Layanan Website dan Keputusan Pembelian 
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ABSTRACT 

 
This research was conducted which aim of knowing the influence of digital 

marketing, website service quality and price perception, on purchasing decisions on 

Traveloka e-commerce. This research is a type of quantitative research, the research 

data samples were obtained through primary data sources in the form of 

questionnaires, the questionnaires were then distributed online via Whatsapp and 

obtained 75 student respondents of STIE Malangkucecwara student class of 2020 as 

users of E-commerce Traveloka according to the title of this study. This study has 3 

independent/independent variables and 1 dependent/bound variable, including digital 

marketing (X1), website service quality (X2), price perception (X3), and purchase 

decision (Y). The analytical method model used is multiple regression analysis and the 

results of the analysis output are processed using the SPSS version 25 (Statistical 

Package for the Social Sciences) program, in addition to the analytical method there is 

also a classical assumption test consisting of normality test, linearity test, 

autocorrelation test, multicollinearity test. and heteroscedasticity test. And there is also 

a hypothesis test including the t test. Based on the test results from the SPSS version 25 

program, it shows that the digital marketing, quality of website services, and price 

perceptions affect purchasing decisions both positively and simultaneously. 

Keywords: Digital marketing, Website service quality, Price perception, and 

purchasing decisions 
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