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Pengaruh Persepsi Harga, Diskon, dan E-WOM Terhadap Keputusan
Pembelian Voucher Traveloka Eats

Fathia Anisa Oktaviani

ABSTRAK

Penelitian ini bertujuan untuk mengetahui apakah persepsi harga, diskon, dan
E-WOM berpengaruh terhadap keputusan pembelian voucher Traveloka Eats.
Penelitian ini mengambil 103 sampel menggunakan kuesioner dengan responden
generasi milineal yang pernah melakukan pembelian voucher Traveloka Eats
untuk restoran di DKI Jakarta. Metode penelitian ini menggunakan analisis
SEM-PLS dengan aplikasi WARPPLS 5.0. Adapun dilakukan pengujian evaluasi
metode pengukuran dan evaluasi metode struktural. Kesimpulan penelitian
menunjukkan bahwa variabel persepsi harga, variabel diskon, dan variabel
E-WOM berpengaruh positif dan signifikan terhadap keputusan pembelian
voucher Traveloka Eats. Jadi, apabila persepsi harga, diskon, dan E-WOM yang
ada semakin baik, maka akan meningkatkan keputusan pembelian voucher
Traveloka Eats.

Kata kunci: Persepsi Harga, Diskon, E-WOM, Keputusan Pembelian
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The Effect of Price Perception, Discount, and E-WOM On Purchase Decision
of Traveloka Eats’s Voucher

Fathia Anisa Oktaviani

ABSTRACT

This study aims to analyze the effect of price perception, discount, and E-WOM on
purchase decision of Traveloka Eats’s voucher. This study took 103 gen-millineal
respondents by questionnaire and a rating scale. This total sampling distributed
to consumer who already bought Traveloka Eats’voucher in DKI Jakarta’s
restaurant. This research used SEM-PLS analysis with WARPPLS 5.0 application.
The research used outer model evaluation and inner model evaluation. The
results of this study are price perception, discount, and E-WOM have a positive
and significant effect on purchase decision of Traveloka Eats’s voucher. So, if
price perception, discount, and E-WOM is good and increase, it will improve the
purchase decision of Traveloka Eats’s voucher.

Keyword: Price Perception, Discount, E-WOM, Purchase Decision
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