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ABSTRAK

Penelitian ini bertujuan untuk mengkaji pengaruh Digital Marketing dan Lifestyle
terhadap Keputusan Pembelian pada e-commerce Shopee. Dengan berkembangnya
internet di Indonesia, belanja online menjadi lebih mudah dan efisien, yang
menciptakan peluang besar bagi bisnis online. Shopee, sebagai salah satu platform
belanja online, menawarkan berbagai fitur promosi yang menarik minat konsumen
melalui digital marketing. Penelitian ini menggunakan metode kuantitatif dengan
pengumpulan data dari pengguna Shopee di Surabaya. Hasil penelitian menunjukkan
bahwa Digital Marketing dan Lifestyle memiliki pengaruh positif dan signifikan
terhadap Keputusan Pembelian. Indikator Digital Marketing seperti Accessibility,
Interactivity, Entertainment, Credibility, dan Informativeness serta indikator Lifestyle
seperti Activities, Interest, dan Opinion, semuanya berkontribusi terhadap keputusan
pembelian konsumen. Digital Marketing berpengaruh pada peningkatan keputusan
pembelian. Secara simultan, Digital Marketing dan Lifestyle berpengaruh signifikan
terhadap Keputusan Pembelian dengan nilai F hitung sebesar 35.025 lebih tinggi dari
F tabel 3,09 dan signifikansi 0,000. Koefisien determinasi (R?) menunjukkan bahwa
41,9% keputusan pembelian dipengaruhi oleh kedua variabel tersebut. Kesimpulan
penelitian ini menyatakan bahwa baik Digital Marketing maupun Lifestyle
memainkan peran penting dalam mempengaruhi keputusan pembelian konsumen di
Shopee, dengan Lifestyle memiliki pengaruh yang lebih dominan. Shopee dapat
meningkatkan interaktivitas dan konten menarik untuk memikat konsumen serta
memenuhi gaya hidup mereka untuk tetap menjadi platform belanja favorit.

Kata Kunci: Digital Marketing, Lifestyle, Keputusan Pembelian, E-commerce,
Shopee.
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ABSTRACT

This study aims to examine the effect of Digital Marketing and Lifestyle on
Purchasing Decisions in Shopee e-commerce. With the development of the
internet in Indonesia, online shopping has become easier and more efficient,
which creates great opportunities for online businesses. Shopee, as one of the
online shopping platforms, offers various promotional features that attract
consumers through digital marketing. This research uses quantitative methods
with data collection from Shopee users in Surabaya. The results showed that
Digital Marketing and Lifestyle have a positive and significant influence on
Purchasing Decisions. Digital Marketing indicators such as Accessibility,
Interactivity, Entertainment, Credibility, and Informativeness and Lifestyle
indicators such as Activities, Interest, and Opinion all contribute to consumer
purchasing decisions. Digital Marketing has an effect on increasing
purchasing decisions. Simultaneously, Digital Marketing and Lifestyle have a
significant effect on Purchasing Decisions with a calculated F value of 35,025
higher than the F table of 3.09 and a significance of 0.000. The coefficient of
determination (R2) shows that 41.9% of purchasing decisions are influenced
by these two variables. The conclusion of this study states that both Digital
Marketing and Lifestyle play an important role in influencing consumer
purchasing decisions at Shopee, with Lifestyle having a more dominant
influence. Shopee can increase interactivity and engaging content to entice
consumers and cater to their lifestyle to remain a favorite shopping platform.

Keywords: Digital Marketing, Lifestyle, Purchase Decision, E-commerce,
Shopee.
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