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ABSTRAK 

Dampak berkembangnya internet saat ini yang semakin meluas dapat menyebabkan 

pelaku bisnis menentukan strategi memasarkan produknya melalui social media. 

Adanya internet membuat pemasaran produk semakin efektif karena informasi yang 

disebar akan cepat tersampaikan dan memperoleh banyak atensi dari calon 

konsumen sampai kemudian viral dengan cepat. Selain viral-nya sebuah produk, 

salah satu faktor pertimbangan konsumen dalam Pengambilan Keputusan adalah 

Physical Evidence. Semakin menarik Physical Evidence akan semakin 

meningkatkan minat beli konsumen. Dengan adanya Viral Marketing dan Physical 

Evidence dapat menimbulkan Keputusan Pembelian yang lebih kuat kepada 

konsumen. Penelitian ini bertujuan untuk menganalisis dan mengetahui secara 

kuantitatif adanya pengaruh Viral Marketing Social Media dan Physical Evidence 

terhadap Keputusan Pembelian. Pengumpulan data dalam penelitian ini memakai 

kuesioner yang disebar melalui google form. Sampel dalam penelitian ini memakai 

metode non probability sampling menggunakan teknik Purposive Sampling 

sebanyak 100 orang. Teknik analisis penelitian ini ialah uji asumsi klasik, uji regresi 

linear berganda dan uji hipotesis. Hasil dari penelitian ini menunjukkan bahwa 

secara parsial dan simultan semua variabel bebas yaitu Viral Marketing Social 

Media dan Physical Evidence berpengaruh positif dan signifikan terhadap variabel 

terikat yaitu Keputusan Pembelian Mie Gacoan di Surabaya Timur. Adapun 

rekomendasi dari penulis sebaiknya memperjelas informasi produk tentang 

keunggulan, harga, detail produk dan pasca pembelian pihak lain yang disampaikan 

melalui Instagram dan TikTok. Selain itu sebaiknya juga memperbaiki tata letak, 

pencahayaan dan musik yang ada di gerai Mie Gacoan.  

Kata Kunci: Viral Marketing, Physical Evidence dan Keputusan Pembelian. 
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ABSTRACT 

The impact of the development of the internet today, which is increasingly 

widespread, can cause business people to determine strategies to market their 

products through social media. The existence of the internet makes product 

marketing more effective because the information that is disseminated will be 

conveyed quickly, get a lot of attention from potential consumers, and then go viral 

quickly. Apart from the virality of a product, one of the factors considered by 

consumers in their decision-making is physical evidence. The more attractive the 

Physical Evidence, the further it will increase consumer buying interest. With Viral 

Marketing and Physical Evidence, it can lead to stronger purchasing decisions for 

consumers. This study aims to analyze and determine quantitatively the influence of 

Viral Marketing Social Media and Physical Evidence on Purchasing Decisions. 

Data collection in this study used a questionnaire distributed via Google Form. The 

sample in this study used a non-probability sampling method using a purposive 

sampling technique of 100 people. The analysis techniques used in this research are 

the classical assumption test, multiple linear regression test, and hypothesis testing. 

The results of this study indicate that partially and simultaneously all independent 

variables, namely Viral Marketing Social Media and Physical Evidence, have a 

positive and significant effect on the dependent variable, namely the Purchase 

Decision of Mie Gacoan in East Surabaya. The recommendations from the author 

should clarify product information about advantages, prices, product details, and 

post-purchase activities of other parties that are conveyed via Instagram and 

TikTok. Apart from that, you should also improve the layout, lighting, and music at 

Mie Gacoan outlets. 

 

Keywords: Viral Marketing, Physical Evidence and Purchase Decision. 
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